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TV Transmitters 
by the Hundreds 
Ready for ‘Thaw’ 


RTMA Says Applicants 
for TV Stations Can 
Get Equipment at Once 


New York, Feb. 8—The televi- 
sion manufacturing industry will 
be able to meet the equipment 
needs of new TV _ broadcasters 
promptly when the freeze on sta- 
tion construction is lifted by the 
Federal Communications Commis- 
sion, without asking the National 
Production Authority for addi- 
tional allotments of scarce ma- 
terials. 

This was one of the principal 
findings revealed this week by a 
special task force committee dur- 
ing the Radio-Television Manu- 
facturers Assn.’s quarterly meet- 
ing. Dr. W. R. G. Baker, general 
manager of General Electric Co.’s 


electronics division, headed the 
group. 
s Present manufacturers’ inven- 


tories and current allocation of 
materials should be sufficient to 
meet requirements for transmit- 
ters, studio equipment and anten- 
nas through the middle of 1953, the 
committee feels. 

There are 28 transmitters in the 
hands of prospective telecasters, 
20 others in the hands of manu- 

(Continued on Page 80) 


Minute Maid Tests 
New Dry Ice Unit, 
Plans Installation 


New York, Feb. 6—A new dry 
ice display unit for frozen foods, 
which in tests has tripled sales, 
will be installed in supermarkets 
in this area about March 1 by 
Minute Maid Corp., producer of 
quick frozen orange juice con- 
centrate. 

The new unit, designed, pa- 
tented and produced by William 
Melish Harris, merchandising con- 
sultant and point of purchase de- 
signer, has been tested in a few 
Grand Union and A&P stores and, 
according to Mr. Harris, has dem- 
onstrated that it can substantially 
boost weekend sales. 

In one A&P store in Queens, 
during the 90-day test, Mr. Harris 
told AA, weekend sales of frozen 
orange juice were stepped up from 
800 cans to 2,300 cans. 

The display unit, made of steel 
and baked enamel with molded 
plastic top, is 244x4’ and holds 40 
dozen cans of frozen orange juice 
in 5% cu. ft. A special container 
holds dry ice. 


s Minute Maid Corp. has con- 
tracted for about 2,000 units for 
installation in selected supermar- 
kets about March 1. The unit is 
intended for weekend use in heavy 
traffic aisles, Mr. Harris said. 
The great bottleneck in the fro- 
zen food industry, he told AA, is 
the limitations of present refriger- 
ated units for frozen foods. These 
make it difficult for both consum- 
(Continued on Page 81) 


Adman Who Serviced Equitable Tells How 
He Won It—and Wonders Why It Was Lost 


New York, Feb. 5—Courtney V. 
Parkinson, account director and 
former president of C. V. Parkin- 
son Associates—until last August 
agency for the Equitable Life As- 
surance Society of the U.S— 
called a press conference today at 
which a picture was painted of 
an ambitious young man who spent 
six years trying to land a major 
account, got it and held it “strict- 
ly on ability” for 31 months, and 
then lost it abruptly—to this day 
without any explanation. 

The conference was prompted, 
according to Mr. Parkinson, by 
publicity given in the daily press 
and ADVERTISING AGE (Feb. 4) to 
the state investigation into certain 
advertising practices engaged in 
by Equitable with Parkinson As- 
sociates, one of its agencies until 
August, 1951. 


e When it landed Equitable, its 
first account, the agency was 
headed by Mr. Parkinson, son of| 
Equitable President Thomas I. Par- | 
kinson. J. Walter Thompson Co. 
had been handling Equitable’s} 
newspaper and magazine advertis- 
ing from about 1940 until Febru-| 


Highlights of the Week's 
News and Index to Fea- 


tures Are on Page 80 


ary, 1949, when the transfer to 
Parkinson Associates was made. 
Annual billings while with JWT 
were about $100,000. 

At Parkinson Associates total 
billings during the 31-month peri- 
od the agency had the account 
were $1,255.376.78. The following 
is Mr. Parkinson’s explanation of 
how the account was landed, serv- 
iced and why the billings were in- 
creased—a rise he thought “ex- 
tremely low, considering that 
Equitable is the third largest in- 
surance company in the country.” 


® During the period of 1943 to 

1948, Mr. Parkinson conducted a 

series of personal surveys in rural 
(Continued on Page 4) 


FTC Says Dolcin 
Is Only Aspirin 
and High Priced 


Feb. 8—Dolcin, 
relieving arthritic 


WASHINGTON, 
advertised as 


pains, is merely aspirin, a Federal) 


Trade Commission examiner has 
ruled. 
The FTC has ordered Dolcin 


Corp., New York, not to advertise 
the product as an inexpensive pain 
killer unless the price is reduced 


| below the price of aspirin. 


for 59¢ and less. 


7% = © 
Lebew 


INFORMAL MOODS—This page ad of 

lebow Bros., Baltimore clothing manu- 

facturer, which gives the inside info on 

cashmere, will appear in The New Yorker 

and Vogue during April. Henry J. Kauf- 

mon & Associates, Washington, is the 
Lebow agency. 


Canned Chili Mac 


Bows in Chicago 


Cuicaco, Feb. 6 —Chili mac, 
newest product of the Venice 
Maid Co., Vineland, N. J., was in- 
troduced in the Chicago market 
this week with newspaper, radio 
and TV promotion via Schoenfeld, 
Huber & Green. 

The Chicago agency said this is 
the first time that chili mac—made 
of meat, macaroni and beans in 
sauce—has ever been canned. The 
company plans to enter other mar- 
kets as soon as distribution is se- 
cured. 

Direct mail and store demon- 
strations also are part of the in- 
troductory promotion. 


Ad Budgets to Go Up, 


McCaffrey Tells ABP 


Dallas Dailies 
Raise Ad Rates 
on Auto Copy 


DALLAS, Feb. 7—Dallas auto 
dealers, who for some _ years 
have enjoyed a retail display rate 
in local newspapers for automotive 
advertising—a_ situation almost 
unique in the country—will after 
Feb. 15 face a changed policy. 

Under the new system, for ex- 
ample, copy such as Sears, Roe- 
buck & Co. placed for its new All- 
state car in the Dallas Morning 
News and Times Herald last 
month, at the retail display rate, 


would now be charged at the gen-| 


eral, or national rate. 
Essentially, the re-definition in 
Dallas, which has had the close 


Marsteller Criticizes 
Publishers for Poor 
Advertising Promotions 


Cuicaco, Feb. 7—In 1952 adver- 
tising expenditures should increase 
in ratio to total sales, John L. Mc- 
Caffrey, president of International 
Harvester Co., told members of 
Associated Business Publications 
at the luncheon of the annual 
ABP midwest conference today. 

“I believe...that 1952 will call 
for real sales effort and that we 
will separate the men from the 
boys as far as the effectiveness of 
a sales organization is concerned. 
That same observation relates to 
all the other activities which sup- 
port sales, such as advertising. . . 

“I would also expect to see ad- 
vertisers scrutinize their adver- 
tising expense more closely, to be 
sure that they are getting maxi- 
mum results for the money,” he 
added. 


concern of the automotive indus-| 


try, as well as of agencies handling 
auto accounts and national news- 
paper representatives, amounts to 
this: 


@ Whereas formerly, since about 
the time of Pearl Harbor, Dallas 
newspapers accepted any and all 
automotive advertising from local 
dealers at the retail rate, hereafter 
only a restricted type of dealer 
copy will be considered retail. 
“Product” copy, i. e., where the 
(Continued on Page 77) 


Last Minute News Flashes 


Two Policyholders Sue Equitable Life 


New York, Feb. 8—A second policyholders suit was filed in southern 


district court yesterday by Isidore I. Tilton, an attorney, 


against the 


Equitable Life Assurance Society of the U. S. and some 60 defendants, 
charging nepotism by officers and directors of the company. C. V.|the conference turned again and 
Parkinson Associates and Courtney V. Parkinson as an individual,| again was that of how business 
as well as other members of the Parkinson family, are included among 
the defendants. An earlier suit was filed Feb. 1 by policyholder Charles 


Rosenthal, charging most of the 
ment. (See story on this page.) 


same defendants with mismanage- 


Sealright Picks W. Earl Bothwell as Agency 
New York, Feb. 8—Sealright Co., Fulton, N. Y., manufacturer of 
paper food containers and bottle closures, has appointed W. Earl Both- 


well Inc. as its advertising agency, 


effective immediately. Meldrum &| 


Fewsmith formerly had the account. A spring campaign featuring a 


consumer contest on ice cream packaged in Sealright containers is be- | 
ing readied for national magazines. 


94 Magazines Had Dollar, Page Gains in January 
New York, Feb. 8—January figures showed a continued gain for 94 

PIB-measured magazines in dollar volume and pages, Magazine Ad- 

vertising Bureau reports, with dollars up 6.7% and pages up 7.6%, 


despite the fact that three major weeklies had one issue less in Jan-| 
uary, 1952. Sunday newspaper supplements showed a decline of 17.8% | 


in dollars and 10.9% in pages, MAB said. 


Perfume Companies Sue Alleged Imitators 
Cuicaco, Feb. 8—Chanel Inc., Guerlain Inc. and Lanvin Parfums| 


Inc. have filed infringement suits in federal district court here against 
two companies that have “engaged and are now engaging in the busi- 
ness of selling imitations and reproductions of well-known perfumes 


and including an imitation of” Chanel No. 5, My Sin (Lanvin) and} 
Shalimar (Guerlain), and further charging that “said imitation is in-| 


| ferior to the plaintiff’s” perfume. Defendants are Exclusive Import Co., 
The FTC noted that Dolcin sells} Exclusive Play Card Co., and Harry Cohn, president (AA, Oct. 15, 51), 

for $2 per 100 tablets and that! and Federal Silver Corp. Attorneys said the Exclusive and Federal 

well-known brands of aspirin sell companies apparently were not related. 

(Additional News Flashes on Page 81) 


|@ Mr McCaffrey outlined for the 
conference five economic and busi- 
|ness problems confronting manu- 
| s e 
| facturers in the coming year. These 
concern (1) production, (2) costs, 
| (3) sales and prices, (4) profit 
margins and (5) expansion. 

| With smaller allocations of ma- 
| terials by the government and ris- 
ing materials and wages costs in 
| 1952, Mr. McCaffrey foresaw di- 
minished output and _ curtailed 
| profits ahead for manufacturers. 

| He predicted increased sales and 
| prices and asserted that “1952 will 
put all selling organizations to a 
real test. I believe the present 
| price level puts a_ higher-than- 
| usual premium on quality, service 


| and salesmanship.” 


|# The theme to which speakers at 


(Continued on Page 77) 


| General Motors Was 
‘Top ‘51 Advertiser 
in 39 Farm Papers 


Cuicaco, Feb. 7—General Mo- 
tors was the top advertiser in 
farm publications last year, with 
|a total expenditure of $1,238,383. 

This was reported last week by 
Farm Publication Reports Inc., as 
it released, for the first time, an- 
nual expenditures by all users of 
farm publications whose linage it 
measures. 

(Starting on Page 82, ApvERTIS- 
ING AGE carries a listing of all the 
advertisers thai spent $10,000 or 
| more in the medium in 1951.) 

The top ten users of the medium 
last year, according to Farm Pub- 
lication Reports figures, were: 


1. General Motors ..... $1,238,383 
2. General Foods . 1,138,726 
3. International Harvester 832,745 
4. General Electric 722,516 
5. Procter & Gamble . 619,090 
6. Ralston Purina Co. 559,070 
7. General Mills 556 608 
| 8 Chrysler Corp. — 549,258 
| 9 Goodyear Tire & Rubber .. 537,252 
10. Ford Motor Co. ...ccccccesseeens . 491,521 
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Hackel, 
te Ltd., New York. 
Mr. Hackel’s movie, 


Drug Companies 
Will Introduce 
400 New Items 


Cuicaco, Feb. 6—Unhampered 
by defense restrictions, drug man- 
ufacturers are looking forward to 
another year of uninterrupted bus- 
iness growth 

The industry, which is rapidly 
approaching a $1 billion annual 
volume, is planning to offer some 
400 new products during 1952, ac- 
cording to a survey of 113 com- 
panies by American Druggist. 

The magazine reported that 
82.3% of the companies polled will 
introduce at least one new product 
and 34.1% expect to market four 
or more new items, Manufacturers 
of prescription products lead the 
field, with the average company 
in this category coming out with! 
5.9 new items in 1952 


& The central section of the Amer- 
ican Pharmaceutical Manufactur- 
ers’ Assn. concluded a three-day 
meeting here today with a discus- 
sion of effective pharmaceutical | 
detailing. The session centered’ 
around a film presentation by J. P. 

head of Medical Film| 


which is} 
Still in the market test stage, is| 
Me first sales training film ever, 
Made for use throughout the} 
Pharmaceutical industry. Its 185) 
Sfenes cover all phases of detail-| 
ig, from contacting the physician | 
t@ keeping the doctor sold once | 
Re is sold on your product. | 
§ Medical Film Guide plans to of-| 
fe the movie as part of a four- 

m package which will include 

parate sections, slides and illus-| 

ted manuals. Subscription prices | 


ll be based on the size of a 
™empany's sales force. 


@ Mr. Hackel told AA that the out- 
Pouring of new products in the 
dfug industry has resulted in larger 
d@tail staffs and more attention 
paid to detail operations. He 
PGinted out that medical special- 
ties now account for 74% of drug 
sales and these are items which 
must be promoted by detail men 
Making the rounds of physicians. 


Philadelphia Radio 
and TV Advertising 
of Sunday Sales Hit | 


PHILADELPHIA, Feb. 5—The| 
Lord’s Day Alliance of Pennsy]- | 
vania has lodged a complaint with | 
the Federal Communications Com- 
mission against advertising of 
Sunday sales on radio and tele- 
vision. 

The Rev. Melvin M. Forney, | 
general secretary of the alliance, 
said he had sent a letter to the! 
FCC principally to inquire about 
the ethical and legal aspects in-| 
volved. 

“There has been a growing | 
number of Sunday sales an-| 
nounced by Philadelphia stations,” 
he wrote. “We believe that it vio- 
lates Pennsylvania's laws on Sab- 
bath observance, and we do not 
believe that the FCC will permit 
— 

He told ADVERTISING AGE he 
plans to send letters to the adver- 
tisers to ask that they keep their 
stores closed on Sunday. 


Engraver Elects Boothby 

Jahn & OQOllier Engraving Co., 
Chicago, has elected Palmer C. 
Boothby president. He will also 
continue as treasurer. Edward W. 
Hill, who has been president and 
chairman, will remain as chair- 
man, George F. Haneman moves 
from secretary to v.p., and is suc- 
ceeded by Raymond Rusk. 


}some of them 


| 
|} business and they 


POST. 


IN THIS ISSUE 
One of the Great Books of Our Time 
WHITTAKER 


CHAMBERS 


OWN STORY OF THE 
HISS CASE 


A story that for the first time will 
where yerte the: tree cfisme msec cl the 


Communist threat ta Vera 


NO ILLUSTRATION—The Feb. 9 issue of 
The Saturday Evening Post for the first 
time in its history did not use a cover 
illustration. Instead, it 
announcement of the publication of the 
Whittaker Chambers book. Also, the sales 
date on this issue was advanced from 
Wednesday to Tuesday for the first time. 


91 Movie Houses 
Close in Chicago; 
Video Gets Blame 


Cuicaco, Feb. 6—Television is ing R&R, Mr. Rahders was associ-| cago, St. Paul, Detroit, St. Louis, | 


blamed for putting 91 movie the- 


aters out of business here last year | 


by City Collector William  T. 


Prendergast. 


This is more than were closed | 
|in the previous 25 years because 


of bankruptcy. The movie business 
slump has cost the city treasury 
about $1,000,000 in license fees and 
amusement tax receipts in the last 
three years, according to Mr. 
Prendergast. 


s There were 400 movie houses in 
Chicago at the start of 1948. Today 
there are 275, many of which are 
operating on a parttime basis— 
three days a week, 
others weekends only. 

Only six went out of business in 
1948 when Chicago passed its 
amusement tax. Fifteen were 
closed in 1949 and 25 in 1950. Be- 
fore 1948, closings averaged about 
two a year, it is estimated. 

“They tell me there’s just no 
all blame the 
impact of television,” the city of- 
ficial said. Operators of some 
closed movie theaters are convert- 
ing their property into churches 
or revenue-producing garages, he 
added. 


Seymour Elected V. P. 


Arnold Seymour, formerly a San 
Francisco merchandise and sales 
promotion counselor, has been ap- 
pointed a v.p. of Merchandising 
Factors Inc., San Francisco. 


Kelco Appoints Cayton Inc. 
Kelco Co., New York, producer 


of chemical stabilizers, has ap- 
pointed Cayton Inc., New York, 
to direct its advertising. 


A WISH FOR 13 MORE—Cedric Adams (left), WCCO, Minneapolis-St. Paul, news- 
caster and CBS radio network attraction, joins with his 13-year sponsor, Joe Tombers, 
Purity Bokeries Corp., in the ritual of wishing for another 13 years’ relationship on 
the show's anniversary. Purity sponsors Mr. Adams’ ‘Nighttime News” on WCCO. 


| closed sum. 


| Paul office. 


substituted this | 2cCOunts located in Wisconsin, five| E. Watson, executive v.p. of R&R, 


Adv 


Ruthrautf & Ryan Buys the Minneapolis | 
and Chicago Operations of Melamed-Hobbs 


MINNEAPOLIS, Feb. 7—Ruthrauff) ecutive, working principally on the | 
& Ryan has purchased the Minne- Cargill Inc. account. | 
apolis and Chicago business of Me- Melamed-Hobbs was established 
lamed-Hobbs Inc. for an undis-|in 1931 as The McCord Co. Inc. | 
Mr. Melamed joined that or- | 

The sale does not include ganization in 1933 and became its! 
Melamed-Hobbs’ St. Paul office, directing head in 1944 when the| 
which will continue with its pres- corporate name of the company 
ent personnel and accounts pend- was changed to its present name. | 
ing the purchase of the office from The agency later opened branch} 
Louis Melamed by a group com- offices in St. Paul and Chicago. 
prising key members of the St. | 
® “Our interest in the purchase of | 

(According to Standard Adver- the Melamed-Hobbs advertising| 
tising Register, Melamed-Hobbs business, particularly in Minne-| 
has seven accounts in Minneapolis,| apolis, is in line with our desire | 
seven in Chicago and 21 in St. Paul.) to establish a large service organ- | 
In addition, the agency has seven) ization in the Twin Cities,” Paul} 


in other Minnesota cities, one in| said. “This area has been, for 
Iowa and one in California.) |many years, one of the nation’s 
| leading advertising centers. It is 
# James R. Rahders will be in| our intention to make our Twin 
charge of Ruthrauff & Ryan’s Min-| Cities operations among the largest 
neapolis-St. Paul operations. He) of our offices.” 
has been manager of the agency’s|} R&R had $45,000,000 in billings 
St. Paul office since it was opened} in 1950, according to an estimate 
last June, when R&R was named| made by AA, making it the sev- 
to handle advertising for Jacob| enth largest agency in the country. 
Schmidt Brewing Co. Prior to join-| It has offices in New York, Chi- 


| Cincinnati, Dallas, Houston, Los| 
| Angeles, San Francisco, Seattle, 
Mexico City and Toronto. 


| 
|Esiablishes PR Department 
American Woolen Co. New 
York, maker of woolen and wor- 
sted fabrics, has established its 
first public relations department. | 
Jack Barry, executive manager of, 
the Lawrence, Mass., Chamber of 
Commerce, has been appointed | 
| public relations director with of- 


James Rahders 
| fices in Lawrence, where many of | 


lovis Melamed 


ad director, 
campaign “is meant to present the 
flagship of the Chrysler line—the 
Imperial—against a 
emphasizing the fact that the Im- 
| perial by Chrysler has become the 
ultimate expression of taste and 
judgment.” 


ertising Age, February 11, 1952 


Lege agape 


~ = 


PRs 


FOR PRESTIGE—Chrysler Corp. has sched- 

uled four-color ads like this in 14 maga- 

zines during the next three months stress- 

ing the prestige foctor in owning a 
Chrysler Imperial. 


Chrysler Launches 
Prestige Campaign 
for Imperial Line 


Detroit, Feb. 6—Chrysler 


Corp.’s new Imperial is getting the 
full prestige treatment in a special 
magazine drive, four-color illus- 
trations for which feature a jew- 
eled crown, a jeweled royal mace 
|}and jeweled gauntlets. 


John H. Caron, Chrysler division 
points out that the 


background 


ated with Knox Reeves Advertis- 
ing here for 14 years. 
As nearly as AA could determine, 


none of the accounts involved in| 


the purchase has named another 
agency, so presumably they will 
be absorbed by R&R. 


Accounts that R&R has an- 


nounced it definitely will take over | 


include Century Metalcraft Corp., 
Los Angeles; Maremont Automo- 
tive Products Inc., Chicago; Martin 
Motors and National 
Cooker Co., both 
Wis., and U. S. Thermo Control 
here. 

the third 


|@ Melamed-Hobbs is 


| largest agency in Minneapolis. It} 


| reported bilings of $2,115,340 for 


} 
Newsome Elected Treasurer 


| York. The corporation, of which 


Pressure| 
in Eau Claire, | 


|}course at 


. any’ ill located. 
Oe EY S See eee Bee 8 In February, full-page, four-col- 


| or insertions have been scheduled 


1s 2] in DAC News, Fortune, Harper's 
ee a Dee Se a Bazaar, Holiday, House Beautiful, 
elected treasurer of Public Rela-| House & Garden, The New Yorker, 
tions Management Corp., New) Newsweek, The Saturday Evening 
Post, Town & Country and Vogue. 
The color campaign during March 
and April will run in Life, Time 


Mr. Newsome is also chairman of | 
the board, is a network of 14 re- 


gional public relations concerns} . : 
recently formed by him (AA, Jan. and Social Spectator. ; 
4). Chrysler also ran ads in 3,000 


Sunday newspapers Feb. 4 plug- 
ging the division’s FirePower V-8 
engine and pointing up its me- 
chanical flexibility, which will 
permit an increase in power to as 
much as 310 h.p. 
McCann-Erickson, Detroit, han- 
dles Chrysler’s national advertis- 


Sales Managers Offer Course 

The Sales Managers Club of Bos- 
ton will present a complete sales 
New England Mutual 
Hall March 3-7. The course will 
be under the direction of J. Gor- 
don MacKinnen, executive direc- 
tor of the Dale Carnegie Courses 


1950 in AA’s annual agency bill-| in New England. 


ings listing. 


ing. 


Louis Melamed will announce 
his future plans after dissolution of 
the Melamed-Hobbs corporation is 
completed. All other personnel will 
become associated with Ruthrauff 
& Ryan, with the exception of Al- 
bert E. Pacini, senior account ex- 
ecutive, who has resigned to join 
the Minneapolis office of Bruce 
B. Brewer & Co. as an account ex- 


Cuicaco, Feb. 5—Retail trade 
in the Chicago metropolitan area 
is following the population move- 
ment away from the center of the 
city. 

This was reported today by Al- 
| bert J. Reiss, acting director of the 

Chicago Community Inventory of 

the University of Chicago. Results 
| of a study made by the Community 
| Inventory show retail business 

done in the Chicago 

| creased from 26% of the total re- 
| tail sales in Chicago in 1935 to 
|about 18% in 1948. Outside the 
loop, sales rose from 74% in 1935 
to 82% in 1948. 

During those 13 years, total] dol- 
lar volume for retail business in- 
creased more than 300%, or from 
$1,061,253,000 to  $4,348,801,000. 
Each of the city’s 82 shopping 
centers at least doubled sales, but 
the study points out that much of 
this increase is due to the doubling 
of the price level between 1939 and 
1948. 


mrarres 


| 


® Total number of stores in Chi- 
cago in 1948 was 43,555, a drop 
of 15 from 1935. 

Pointing out that decentraliza- 
| tion of retail trade is in line with 
population trends, Mr. Reiss notes 
that the city of Chicago “grew only 


loop de-| 


Loop Stores Lose, Chicago Suburbs Gain 
in Retail Volume Since ‘35, Study Shows 


6.6% during the 1940-50 decade, 
while the metropolitan area in- 
creased in population by 13.9%.” 
The study also backs up a Har- 
vard Business School survey 
which shows that department and 
specialty store branches are in- 
creasing sales more rapidly than 
their parent stores (AA, Feb. 4). 


Thermionic Sets ‘52 Budget 

An expanded 1952 campaign has 
been scheduled for Cambridge 
|Thermionic Corp., Cambridge, 
Mass., manufacturer of electrical 
and electronic components. Pages 
|in electrical business papers will 
be used. James Thomas Chirurg 
| Co., Boston, is the agency. 


New Rates for ‘Le Droit 

Le Droit, Ottawa, has increased 
its advertising rates because of 
“sharply rising costs.” The gen- 
eral display agate line rate goes 
from 1l¢ to 13¢, effective April 
1. All contracts made before then 
will be honored at the old rate for 
12 months from date of issue. 


Alta Products Appoints Agency 

Getschal & Richard, New York, 
has been appointed agency for Al- 
ta Products Corp., manufacturer 
of foam rubber slippers. Newspa- 
pers, magazines, business papers 
and direct mail are planned. 
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House Committee 
Rushes Program 
for Fair Trade 


WasHINGTON, Feb. 7—Pushing| 
‘head at full speed, the House in- 
‘erstate commerce committee this | 
week rushed toward agreement on 
legislation to plug the gap blown | 
in the fair trade laws last spring | 
by the Supreme Court’s decision | 
outlawing so-called “non-signer” | 
clauses. 

A special subcommittee under | 
Rep. Percy Priest (D., Ill.) took 
testimony throughout the week, 
after Maurice Mermey, director of 
the Bureau of Education on Fair 
Trade, warned that failure to re- 
store fair trade might lead to a 
new outbreak of vicious price 
wars that will make those of last 
June seem like small potatoes. 

With the subcommittee buckled 
down to its job, the interstate 
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commerce committee threatened to 
have a fair trade law ready for 
floor action well ahead of the 
judiciary committee, which opens 
hearings Monday on legislation 
with a similar purpose. 


® Behind-the-scenes rivalry be- 
tween the committees came into 
the open Monday when Rep. 
Wright Patman (D., Tex.) told the 
interstate commerce committee it 
should not be afraid to go ahead 
with its hearings on fair trade. 
“This committee has primary 
responsibility for the operations of 
the Federal Trade Commission 
and for the anti-trust laws,” Rep. 


|Patman pointed out. “While it is 


true that the judiciary committee 
has handled fair trade in the past, 
this committee has every right to 
go into the subject.” 

The interstate commerce com- 
mittee has a bill (H.R. 5767) by 
Rep. John A. McGuire (D., Conn.) 
amending the Federal Trade Com- 
mission Act, to legalize reciprocal 
enforcement of state laws over 
commerce by states which adopt 

(Continued on Page 54) 


Chinchillas Sell We 


Los ANGELES, Feb. 7—One of 
television’s most unusual sponsors 
is a local rancher named E. J. 
Donovan, who breeds breeding 
chinchillas. He is also a satisfied 
user of the medium and has just 
renewed with KNXT here for an- 
other 13 weeks of “Fur Fun,” a 
weekly 15-minute program that 
first went on the air Nov. 25, 1951. 

In the first nine weeks of the 
telecast, 60 pairs of chinchillas 
were sold directly from television 
leads at an average price of $1,000.| 
These sales are apart from those 
at Mr. Donovan’s ranch and his 
retail outlets in the metropolitan | 
area. 

When the program started on | 
KNXT, he had two retai] outlets. 
He now has nine. 


® There are variations of the pro-| 
gram format, but basically it con- 
sists of a 10-minute animal movie, | 
and five minutes of commercials 
in the form of interviews between 
Alan Lane, the announcer, and Mr. 
Donovan. The films are from En-| 
cyclopaedia Britannica’s animal li- | 
brary. Mr. Lane is head of Alan} 
Lane & Associates, the agency for 
the show. 

The interviews include exhibits | 


ll on Television 


high Andes, was brought to this 
country 25 years ago. The present 
chinchilla population is directly 
descended from the 11 pair brought 
here at that time. Assuming nor- 
mal propagation, it will take ap- 
proximately 10 years before there 
is a pelting market in chinchilla. 


@ There are some chinchilla coats 
and wraps but they are from “cas- 
ualty” pelts—animals that have 
died naturally or from disease. An 
Idaho ranch has a sample coat, | 
made from 252 matched pelts se- 
lected from 1,000 casualty pelts, 
reputed to be valued at more than | 
$50,000. When a chinchilla pelting 
market is attained, it is believed) 
the fur will be comparable to mink | 
in price. } 
There are an estimated 10,000 | 
chinchilla breeders in the U. S. 


} 


| About 80% are in Southern Cali- 


fornia. The concentration here is 
not related to climate: as a native 
of the Andes, the chinchilla can 
stand temperatures down to 50" 
below zero. Temperatures above 
80-85" can cause trouble. 


@ The foregoing background is 
tied in with the Donovan selling 
theme. Prospective buyers are told 


of live chinchillas, discussions of | chinchillas are a good investment. 
their care and feeding, and the|The animals can begin gestation 
reasons for buying chinchillas for|at seven to eight months, and 
breeding purposes. Leads are in-| thereafter breed on an average of 
vited by offering a comprehensive | twice a year, with two animals in 
brochure giving full information| an average litter. The buyer is} 
about the care, feeding and value| told he can sell the first litter, get | 
of chinchillas. | his money back, and thereafter any | 

At first, inquiries ranged as high| money realized is clear profit. 
as 200 per week and averaged| The brochure tells prospects 
about 125. Finding that a large | that chinchillas do not require | 
number of these came from chil-| much care in raising. Mortality | 
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MEET CLO—This new shampoo with chlorophyll put out by Bymart-Tintair, now 

being introduced in Miami via newspaper ads and radio spots (AA, Feb. 4), is said 

to keep hair odorless and sweet for days. The shampoo is pl dasa Pp 
ion piece to Tintair. 


Improved Marketing Being Slowed 
By ‘Drag of Old Ideas,’ Says Drury 


New York, Feb. 5—Improve- recognizes its dependence upon the 
ment and expansion of marketing production of markets for its con- 
techniques are being slowed by tinued employment.” 
the “drag of old ideas”—by the 
economic thinking of the “age of # Prof. Drury said that an age-of- 
scarcity.” scarcity idea was the concept that 

This is the opinion of Prof.|“over-production” exists when 
James C. Drury, professor of mar- supply forges ahead of existing de- 
keting at the New York University mand and causes a recession or 
school of commerce, who believes depression. 

the word “pro-| “In the age of plenty,” he said, 
duction” will «jt is looked upon as ‘under-con- 
soon be under-) sumption.’ ” 
stood tomean not, He charged that the “over-pro- 
only the produc- duction” concept has, in recent 
> a tion of goods but | years, prevailed—to the detriment 
the production of | of our economic well-being. 
markets, as well.) “We are shackled with an al- 
He told the’ most unbelievable array of limita- 


Dean's Day) (Continued on Page 78) 
home-coming for | 


‘Adman of the Year’ 
to Be Given Award 
at Feb. 18 Meeting 


New York, Feb. 7—A certificate 
of award to Industrial Marketing’s 
“Industrial Advertising Man of 
1951” will be presented to J. Stan- 
ford Smith, manager of advertis- 
ing and sales pro- 
motion of Gen- 
eral Electric Co., 
at a meeting of 
the Industrial 
Advertisers Assn. 
of New York 
Feb. 18. 

The meeting 
will be held at 
noon at the Bel- 
mont Plaza Hotel, 
and the award 
will be presented 
by G. D. Crain Jr., publisher of 
Industrial Marketing and its sister 
publication, ADVERTISING AGE. 

Mr. Smith was nominated as In- 
dustrial Marketing’s “man of the 
year” by The Copy Chasers, who 
conduct a monthly department of 
advertising criticism in that mag- 
azine. He was picked because The 
Copy Chasers “liked General Elec- 
tric advertising better than any 
other business paper advertising in 
1951.” 


J. S. Smith 


® The award recipient joined GE 
in 1936 after graduation from De- 
Pauw University, and served suc- 
cessively as manager of transpor- 
tation advertising, industrial ad- 
vertising, the aircraft instruction 
book section and visual education 
until he was named to the post of 
advertising manager for GE in 
1947. 

Since then Mr. Smith has di- 
rected the GE “More Power to 
America” promotion program 
which last year included sending a 
diesel streamliner filled with GE 
exhibits across the country, organ- 
ized and directed the company’s 
visual education division, rebuilt 
the GE advertising training course, 


initiated the inclusion of special 
funds earmarked for research in 
GE advertising budgets, and served 
as chairman of the company-wide 
celebration of C. E. Wilson’s 50th 
anniversary with GE, which devel- 
oped into a sales and sales pro- 
motion push. 

Outside his business, Mr. Smith 
is an important figure in commun- 
ity education and religious circles. 
He is the youngest and newest 
member of the Schenectady school 
board, and a member of the board 
of directors of the Schenectady 
County Council of Churches. 


commerce alumni | 
Prof. J. C. Drury 


is not different 


that production WJZ and Grand Union Stores Join to Offer 


from marketing, and assailed those Merchandising Aids to Six Advertisers 


“quarters that refer to salesmen) 
and advertising men as hucksters | , , 
and parasites living off the wealth Grand Union Caravan,” 


New York, Feb. 8—The “WJZ- 
a broad- 


board participations. The cost: 
$625 per week. As of this writing 


dren or people who were merely | rates are no higher than those of| produced by the so-called work-|cast tailormade to merchandise none has been sold. 


curious, inquiries are now qualified |other fur-bearing animals. Being | 
with the announcement, “let us| vegetarians, they are placid and 
send a representative to your home| domestic in nature. It is said one 
with this brochure.” Inquiries now | animal costs but $4 per year to 
run between 80 and 100 per week. | feed. People can and are raising 
| them in garages, barns, yards, etc. 

s There’s little or no immediacy } 
in the benefits offered purchasers|® Among inducements offered by | 
of live chinchillas. The sales story | Mr. Donovan are one year of free} 
is an interesting one that goes| ranching care, and free insurance | 
like this: while the animals are on the ranch. | 
There are two kinds of markets | Animals are also boarded. Pur-| 
for fur-bearing animals, breeding| chasers are given free medical 
and pelting. The mink is an ex-| service for the animals bought and | 
ample of a pelting market. There|their offspring. A service crew | 
are about 5,000,000 mink in this|tries to call on every buyer at) 


the sponsors’ wares, will be heard 
over WJZ starting Feb. 18 at 12:30 
p.m., EST. 

John Reed King will serve as 
quizmaster on the daily audience 
participation program, which will 
originate from a different Grand 


ers.” 


s Prof. Drury insisted the work of 
marketing men” contributes as 
much to the wealth of our people 
as the work of those engaged in 
physical production. 

Talking of the day when “pro- 
duction” will automatically con-|Politan New York-New Jersey 
vey the double meaning of the|area each day. 
production of goods and the pro-| Strongest selling point of the 
duction of markets, he said: |show from the standpoint of ad- 

“What a difference this will|vertisers, in the opinion of Ted 
make in the thinking of top man-|Oberfelder, general manager of 
agement, when sales and advertis- | the ABC owned-and-operated sta- 
ing will be looked upon as a cost |tion, is the joint promotion it will 
of production rather than as an get from WJZ and Grand Union. 


Among the merchandising aids 
offered the sponsors: a feature 
display in an end-aisle, island or 
equally prominent position, and 
posting of some display material 
|such as window signs, streamers 
and point of sale cards. 


Union supermarket in the metro-| 


| Agency Appoints Goodchild 

| Albert Frank-Guenther Law, 
New York, has appointed Theodore 
F. Goodchild, formerly an account 
executive with Geyer, Newell & 
Ganger, New York, to head its in- 
dustrial advertising department. 


Powers to Martin & Tuttle 


country, a number sufficient to 
supply the demands for pelts for 
furs. | 
However, there are only between | 
150,000 and 200,000 chinchillas in| 
the U. S., compared with the 2,- 
000,000 pairs it is estimated would | 
be needed to maintain a pelting 
market in which the demand for 
pelts could be met. This puts the 
chinchilla in a breeder’s market. 
The chinchilla, a native of the | 


least once a month to be of help 
in any way possible. 

Additionally Mr. Donovan con- 
ducts weekly evening classes at his 
ranch to advise on the raising and 
breeding of the animals. These 
service activities represent a rec- 
ognition by Mr. Donovan that, to 
keep business moving until a pelt- 
ing market is reached, it is neces- 
sary to make breeding as profitable 
and fool-proof as possible. 


expense. What a different attitude | 


is likely to exist toward the adver- 
tising budget and evaluation of re- 
sults. What a difference is likely 


to develop in government planning | Which the program originates dur- 
it is ing that week,” he said. 


for full employment when 


realized that a product at the end | 


of an assembly line is only par- 
tially produced. 


“And what a difference in labor day show for six advertisers. They 
relations will occur, when labor 


“Intensive week-long merchan- Margaret Powers, formerly ex- 
dising of the sponsor's products ecutive secretary of the Adver- 
will be conducted each week in tising and Sales Club of Seattle, 


P : has joined the staff of Martin & 
the five Grand Union stores from Tuttie, Seattle agency. 


Haughey Leaves Raymond's 

L. B. Haughey has retired as 
merchandising director of Ray- 
mond’s, Boston department store. 
Robert Shea has been appointed 
to replace Mr. Haughey. 


s There are availabilities on the 
30-minute Monday-through-F ri- 


may buy one-minute across-the- 
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Adman Who Serviced Equitable Tells How 


He Won It—and Wonders Why It Was Lost 


(Continued from Page 1) 
areas the “aimed 
at an analysis of the rural popula- 
tion’s potential for insurance sales 
and a analysis of the 
good will or lack of it in the rural 
mind towards the major life com- 
panies.” 


across country 


concurrent 


The idea for the survey origi- 
nated with Mr. Parkinson as a 
means for an eventual pitch to 
land the Equitable account. He 
discussed the survey with his 
father, he said, and in 1943, at 


the age of 17, set about it. 

For three years Mr. Parkinson 
got odd jobs on a number of small 
weeklies in the Midwest, doing 
“just about everything there was.” 
Not using his real name, Mr. Par- 
kinson would wander into a news- 
paper office, work for about a 
week or so, and then disappear, 
looking for rural information 
he moved from one paper to 
other. He would not divulge 


as 
an- 
the 


names of any newspapers he 
worked for and could be no more 
specific than to number them in 


“the dozens.” 
® These midwestern excursions 
were made “on and off” for about 
six years, Mr. Parkinson said. In 
the interims Mr. Parkinson ran a 


persona] literary agency and set 
up the Continental Press Syndi- 
cate. 


Continental Press, in addition to 
issuing releases for young Parkin- 
literary clients, sent out 
communiques for Equitable, con- 
cerned mainly with Thomas I. 
Parkinson's thoughts on inflation 
and the retroactive tax bill then 
up for consideration in Congress 

Continental got the Equitable 
publicity account mainly through 
his father, Mr. Parkinson said, 
and was paid on a fee basis for 
services. 

Mr. Parkinson's continuing sur- 


son’s 


vey revealed: 

1. A general lack of understand- 
ing of the meaning of mutual life 
insurance and widespread suspi- 
cion of larger insurance compa- 
nies 

2. A mental 
larger companies 
and big business. 

3. A predominance of insurance 


association of the 
with Wall St 


representatives in rural areas who | 


felt they were receiving little o: 
no support from their home office. 


® On the basis of these findings, 
Mr. Parkinson then presented to 
Equitable the theme of a cam- 
paign designed solely for rural 
areas. The insurance company ap- 


| 


proved a main introductive series | 


of surveys in 1948, the results of | 


which, plus a test campaign out-| 
line, landed the account for Par-| 


kinson Associates 
1949. 

It was emphasized that “there 
was no assurance whatsoever pre- 
vious to the end of 1948 that 
Equitable would use the services 
either of C. V. Parkinson or of 


in 


j 


‘in 


The track’s clear for food advertisers interested in the Phila 
delphia market-area. Route your advertising dollars through KYW... 


open the throttle. . and you'll soon arrive at the results you want! 


ithe Food Station 
4 
the Philadelphia Market! 


Plenty of conductors—with: « punch that’s proved! To make 
sure of a safe arrival, you can count on the experience of 


favorites like Ruth Welles 


9-30 AM and 1:30 PM, Monday 


through Friday), or Anne Lee Cwhose “Notebook” attracts a 


growing audience from 1:00 to 1:30 PM), or several others on the 


talent-list of this dominant Philadelphia medium. 


You travel in good company. \lore than a hundred 
leading food advertisers make KYW their regular ticket in the 


Philadelphia area. Like you, they're interested in a gorgeous hunk 
$1,832,000,000 in food sales, within the counties 


of scenery 


from which mail is regularly received by KYW! 


Make reservations now at KY\V. or through Free & Peters. 


The signal is in your favor all the way! 


KYW 


NBC 


PHILADELPHIA 


50,000 WATTS 


AFFILIATE 


Westinghouse Radio Stations Inc 


WBZ + WBZA + KDKA «+ WOWO « KEX + KYW «+ WBZ-TV 
National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 


RADIO—AMERICA‘’S GREAT ADVERTISING MEDIUM 


- | 
February, 


Advertising Age, 


C. V. Parkinson Associates. Sur- 
veys were conducted at personal 
and corporate expense ‘on specula- 
tion.’ " 


@ In answer to a question, Mr. 
Parkinson said that before 1948 
his sole contact with Equitable had 
been through his father. 

The account transfer was made 
from JWT, “who had made no 
recommendations and no direct 
surveys in regard to the rural mar- 
kets,” Mr. Parkinson said. 

(A JWT executive told AA that 
when it had the account the agen- 
cy’s responsibility was “limited to 
the preparation of the annual re- 
port to policyholders and allied 
advertising.”” No reason for the ac- 
count transfer to Parkinson Asso- 


ciates was given, the Thompson 
official said.) 
Then, Mr. Parkinson continues, 


| 
| 
| 
| 


| Equitable increased its budget to} 
| cover insertions in rural newspa- | 


pers, “gradually after the value of 


February 11, 1952 
agency to key annual statement 
ads to a merchandising theme for 
Equitable representatives to use 
as sales points. We were the first 
agency to bring the advertising 
message of a major insurance com- 
pany into rural areas on a coordi- 
nated campaign basis. 


# “Our rural media recommenda- 
tions were based on personal sur- 
veys rather than the cold facts of 
a market research book. These 
surveys were more extensive than 
any ever taken for an insurance 
company. Approximately 12 sur- 
veys were taken annually in rura! 
areas and more than 400 towns 
were visited and thoroughly 
checked per year. Equitable was 
billed for roughly one-quarter to 
one-third of the actual cost 
these surveys,” he said. 

All these achievements were ap- 
parently to no avail, however, fo 
in August, 1951—while the state 
investigation was in progress— 


of 


rural ads had been conclusively| the agency received an abrupt 


proven.” 


“formal letter of cancelation” from 
Leslie R. Shope, Equitable adver- 


@ “We endeavored to keep the ad- tising manager. 


vertising budget of Equitable at a 
minimum,” he said, and at one 
time recommended a reduced me- 
dia expenditure for Equitable’s 
Fordham Hill housing project in 
New York. 

Mr. Parkinson then delivered a 
blast at the intimation “that it is 
impossible to handle effectively 
an account the size of Equitable 


| 


| 


Life with a small organization. . .| 


Our experience has indicated that 
the entire technical problem of 
a run of 1,100 newspapers in a 
single month can be handled by 
as few as four people.” 


The service, production and 
technical coverage given Equitable 
“could not be exceeded by any 


agency in the country,” he said. 


® Parkinson Associates never em-| 


ployed more than 11 people and at 
present has a staff of nine, serv- 
icing some 70 accounts. 


There was no explanation for 
the cancelation but Mr. Parkinson 
is convinced it was “not because 
of any dissatisfaction with the 
type of work we have done.” 


@ Mr. Parkinson said he has made 
no effort to find out why the agen- 
cy lost the account, and, in reply 
to repeated questions, insisted that 
he has never questioned his father 
about it, nor has the latter vol- 
unteered any information. 
Further, he has no intention of 
resoliciting the account, despite 
the material the agency has 
amassed about insurance advertis- 
ing. He might solicit other insur- 
ance companies once the investi- 
gation is concluded, he said, though 
he has never done so in the past. 
At the Equitable offices, where 
president Parkinson continues to 
be unavailable for comment, Mr. 


| Shope told AA that the current 


Replying to AA’s annual billings | 


questionnaire, the agency listed 
$432,868 for the calendar year 


1951. Most of its accounts are in 
the real estate, construction and 
mail order fields. 

Reviewing the agency’s achieve- 


; ments, Mr. Parkinson continued: 


| point 


“We were the first agency to 
dramatize the annual statement of 
a large insurance company to the 
of public readability and 
understanding. We were the first 


status of the company’s newspaper 
advertising is “confidential.” 
Whatever newspaper advertising 
has been placed since the account 
cancelation has been direct, he 
said. 

Warwick & Legler, Equitable’s 
other agency, has been placing ra- 
dio and business paper advertising 
for the past eight years. Currently, 
the company sponsors “This Is 
Your FBI” over the American 
Broadcasting Co. network. 


Your national advertising is 


incomplete without EBONY coverage 


of the active Negro market! 
Largest circulated Negro publication in the world! 


Johnson Publishing Company, Inc. 


PUBLISHERS OF EBONY JET+ TAN CONFESSIONS 
1820 SOUTH MICHIGAN AVENUE + CHICAGO ILLINOIS 
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3rd of a Series 


The Quality Market has the 


N who 
“oan business, too/ 


If men have anything to say about the purchase of what you're 
selling . . . talk to the men who have the most to say about pur- 
chasing in New York—the male members of the Herald Tribune 
Quality Market! Because 61 out of every 100 working males 


of Herald Tribune families are in business management .. . 


where most of them have the weight to influence buying deci- 


sions, get things done. These Herald Tribune men and their 


61.2%. of the male members families not only account for much of the major expenditure 
of the New York Herald Tribune 


audience are in business management. 


buying in New York . . . but a lot of the popular-priced items, 
as well! Ask for all the facts on the Quality Market and how it 


can make your business better! 


New York Leaders Are 


erald Tribune 


13.3% Readers! 
. —are in Government, 


Small Business and the Professions. 


— 


% vf bey is 
1 H . A O— work in skilled and geet 7? 


unskilled labor. 7 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis 
of a newspaper's audience. For further data, write to Herald Tribune Market 
Research Department, 230 West 41st Street, New York 18, N. Y. 
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American Management Assn. 
Workshop Set for Feb. 18-20 
The American Management 
Assn. will reestablish its personnel 
workshop exhibit in conjunction 
with its mid-winter personnel con- 
ference Feb. 18-20 at the Palmer 
House, Chicago. More than 1,000 
companies have been asked to sup- 
ply personnel materials for the ex- 
hibit. About 5,000 sq. ft. of ex- 
hibits will provide a visual ex- 


position of current personnel prac- 
tices and methods of a cross-sec- 
tion of American industry. 
About 2,000 personnel execu- 
tives of manufacturing, wholesale 


and retail organizations are ex-)} 


pected to attend. 


KNBC Appoints Leanord 

Dick Leanord, formerly news 
editor of KMYR, Denver, has 
joined KNBC, San Francisco. 


ubbeck, 


TEXAS 


Population over 71,300 


OUNTY OVER 100,000 


Avalanche-Journal 


ABC CIRCULATION OVER 46,000 


ational Representative 


N 
TEXAS DAILY PRESS LEAGUE, INC. 


Lionni Criticizes 


Tricky Ad Layouts 


Boston, Feb. 5—Art directors 
should stop concentrating on lay- 
outs and begin making sure that 
the ingredients of an ad are ex- 
cellent, Leo Lionni, art director 
of Fortune, told a luncheon meet- 
ing today of the Art Directors 
Club of Boston. 

“No good layout is going to save 
bad art,” he argued. “A layout 
shouldn't shock the reader so that 
he ignores the copy in an ad, and 
I personally don’t bother much 
about it—paying more attention to 
the individual art jobs that must 
be done for one ad.” 

Mr. Lionni complained that each 


Advertising Age, February 11, 1952 


novel trick of advertising design 
is being exploited to such an ex- 
tent that the substance is going 
out of the art department's con- 
tribution to advertising. 

His leading concern at Fortune, 
he declared, is to promote easier 
readership in ads. 


Story, Brooks Moves 

The San Francisco offices of 
Story, Brooks & Finley, publish- 
ers’ representative, have been 
moved to 703 Market St. 


Wurtz Leaves Rhoades 


Robert Wurtz has resigned as 
copy chief and account executive 
for Rhoades & Davis, San Fran- 
cisco. His future plans have not 
been announced. 


To sell 
Cereal 


Nevada is... 


Nevada. 


listeners. 


to inland 
Californians 


(and western Nevadans) 


the Be 


Cereal or soap, the way to sell in inland California and western 
on the BEELINE! It’s the five-station radio combina- 
tion that gives you 


THE MOST LISTENERS 


(BMB State Area Report) 
LOWEST COST PER THOUSAND More audience plus favorable 
Beeline combination rates naturally means lowest cost per thousand 
(BMB and Standard Rate & Data) 


Ask Raymer for the full story on this 3-billion-dollar market—inland 


California and western Nevada. 


McClatchy Broadcasting Company 


Sacramento, California 


Affiliated with Inland California's 3 Leading Papers 


THE SACRAMENTO BEE @ THE MODESTO BEE e@ THE FRESNO BEE 
KWG 


Stockton (ABC) 
250 watts 1230 ke. 


Secramento (ABC) 
50,000 watts 1530 kc 


Reno (NBC) 


5000 watts, day; 1000 


Bokersfield (CBS) 
1000 watts 1410 ke. 


watts, night 630 kc 


More audience than the eleven other 
leading local stations needed to cover inland California and western 


Paul H. Raymer, National Representative 


os 


Fresno (NBC) 
5000 watts 580 ke. 


1. A million people listen to the 


Beeline every da 


eline | 
; oe 


Alaska Visitors 
Assn. Opens Its 
First Ad Drive 


JUNEAU, Feb. 6—A new organi- 
zation, formed to advertise the va- 
cation and tourist attractions of 
Alaska, swung into action last 
week with the first of a series of 
travel advertisements in national 
magazines. 

Called the Alaska Visitors Assn., 
the organization is non-profit and 
independent. It raises its funds 
through private subscription from 
individuals and corporations wish- 
ing to boost tourist trade. With 
these private funds, the association 
matches a territorial appropria- 
| tion set up for the express purpose 
of buying advertising space for 
tourist travel. 


@ The territorial legislature voted 
$40,000 for the biennium for ad- 
vertising, the first use of public 
funds in Alaska for this purpose. 
|The appropriation requires that 
| any expenditure of this money be 
| matched by an equal amount raised 
| through private subscription. In 
| this initial year of advertising, it 
lis not expected that sufficient 
matching funds will be raised to 
permit use of the full amount of 
| the territorial appropriation. 
| Advertising opened in the New 
| York Times travel section Jan. 27 
‘and will continue on a 10-week 
| schedule. Ads will appear in Holi- 
day, Newsweek, Sunset Magazine 
and Time; in two trade publica- 
| tions reaching travel agencies, 
|ASTA Travel News and Travel 
Agent, and in three teacher publi- 
cations, Grade Teacher, Instructor 
j}and NEA Journal. 
| Among headlines to be used in 
the series are “Alaska is big and 
beautiful” and “Discoveries are 
| still being made in Alaska.” James 
|W. Chadwick, formerly in radio 
and publicity work in New York 
| and Hollywood, has been appointed 
| fulltime executive secretary of the 
association in offices being estab- 
lished here. 

The account is handled by Pear- 
son, Morgan & Pasco, Seattle. 


Promote Raisins on Coast 

California Raisin Advisory 
Board, Fresno, has started a re- 
|gional campaign promoting the 
eating of raisins with breakfast 
cereals. In a cooperative program 
with Sperry division, General 
Mills Inc., four-color, half-page 
newspaper insertions are sched- 
uled in the Pacific Coast Metro 
Comic Group in 14 markets, along 
with radio, trade publications and 
point of purchase promotion. J. 
Walter Thompson Co., San Fran- 
cisco, is the agency. 


Pre-Cut to Wayne Welch 


Pre-Cut Inc., Denver, a new or- 
ganization specializing in design 
and sale of material for pre-cut 
residential and commercial build- 
ings, has appointed Wayne Welch 
Inc., Denver, to direct its adver- 
tising. 


Connolly to KLZ, Denver 


John M. Connolly, formerly with 
WLW, Cincinnati, has been ap- 
pointed promotion director of KLZ, 
Denver. He succeeds John F. Con- 
nors, who has joined Bob Betts 
Advertising (AA, Feb. 4). 


AGA riipp 
‘itm: N 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 


Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 
343 So. Dearborn St., Chicago 4 
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During every single one of the post-war years, LOOK has topped its own previous records in both 
advertising and circulation. LOOK’s post-war rate of growth has had no equal in the major 
weekly field. Each year LOOK has been better than the year before. Each year LOOK 


has rewarded its advertisers with more than it has promised. Here are the facts 


for 1951... biggest year in LOOK’s history: 


ADVERTISING REVENUE $19,946,982...TOTAL CIRCULATION 3,224,042 


V ADVERTISI NG PAGES 


In 1951. LOOK carried more advertising pages than 
during any other year in its history. Total advertis- 


ing pages: 1,577.8. 


JV NUMBER OF ADVERTISERS 


In 1951. more advertisers invested in LOOK than dur- 
ing any other year in LOOK’s history. Total number 


of advertisers: 492. 


V CIRCULATION 


In 1951, the average total circulation of LOOK was 
3.224.042... the largest in its history. In newsstand 
sales, LOOK with an average of 1.266.404 was, on the 
basis of latest available figures. the only one of the big 
four magazines ... LOOK, Life, Post and Collier's... 


to show a gain in 1951. 


ray rT ‘ T i” oe A 

J RETAIL INFLUENCE 
In 1951, there were 38.499 retail store point-of-sale 
tie-ins with LOOK promotions in the food, drug and 
menswear fields. No other magazine had tie-ins even 


approaching this number. 


Year after year, Look gets 


JV ADVERTISING REVENUE 


In 1951, advertisers invested $19,946,982 in LOOK. 
This was the largest advertising revenue in LOOK’s 
history. 


J EDITORIAL IMPACT 


In 1951, articles from all but four issues of LOOK 
were quoted or referred to in news dispatches by one 
or more of the major news-gathering organizations 
(A.P., U.P. T.N.S. and foreign news services)... for 
a total of 72 wirebreaks in the course of the year. 
This is a record unequalled by any other major weekly 
magazine. 


‘ ‘ a @ icy 
J READER RESPONSE 
In 1951. LOOK received requests from individual read- 
ers and organizations for 1,114,503 reprints of LOOK 
articles... powerful evidence of LOOK’s ever-growing 
editorial significance. 


| L | ! MOST EXCITING 
| OO <q | MAGAZINE 

| canmypm comtes eiron IN AMERICA 

Rene cn cm em ee oe os es oe es es al 


1951-BIGGEST YEAR 
IN LOOKS HISTORY 
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New York, Feb. 7—Louis Arm- 
strong’s complaint against Para- 
dox Industries for allegedly “pi- 
rating” his early recordings was 
settled this week in supreme court, 
with the trumpeter receiving 
$1,000 in damages and a consent 
injunction. 

The permanent injunction and 
settlement was consented to by 
Paradox Industries and its presi- 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
USTS 


Louis Armstrong Settles Jolly Roger Suit 


dent, Dante Bolletino, who agreed 
not to duplicate any more Arm- 
strong or other records owned by 
Columbia 

Columbia Records was co-plain- 
tiff in the suit with Mr. Armstrong. 
They charged that records made 
on the Okeh label by the jazzman 
between 1925 and 1932 had been 
dubbed by Paradox and released 
under the Jolly Roger label. Six 
of the “bootlegged” long-playing 
discs have been on sale for about 
a year, it was said 


® Paradox is required to turn over 
all the “pirated” records on hand 
as well as masters and tape for 
destruction and to cease the use 
of the name of Louis Armstrong 


in advertising and promotion, ex- 
cept in the sale of records made 
for Columbia. 

When the suit was instigated, 
James B. Conkling, president of 
Columbia Records, a subsidiary of 
Columbia Broadcasting System, 
said the action was being taken to 
halt what was becoming an in- 
creasingly alarming problem in 
the industry. 

“No longer bashful, bootleggers 
now are operating more or less 
openly,” he said, some even going 
so far as to publish catalogs and 
have mailing lists. 

Court action has not been taken 
in the past—though a precedent 
was set when a state supreme 
court stopped the unauthorized off- 
the-air recording of Metropolitan 
Opera broadcasts recently—be- 


Advertising 


cause the “pirate’’ companies have 
been fly-by-night operators, Mr. 
Conkling indicated. 


Seabord Starts Campaign 


Seabord Packing Co., Leubec, 
Me., has begun a 13-week news- 
paper campaign for its Neptune 
brand Maine sardines. Dailies in 
15 major markets will carry the 
200-line ads on a weekly sched- 
ule. H. B. LeQuatte Inc., New 
York, is the Seabord Packing agen- 
ey. 


Firmenich to Calkins 


Firmenich Inc., manufacturer of 
aromatics and food flavors, has 
appointed Calkins & Holden, Car- 
lock, McClinton & Smith, New 
York, as its agency, effective April 
1. Platt-Forbes, New York, is the 
present agency. 


BOX SCORE 


, MORNING — 22 first (1 tic) out 


; of 22 rated periods. 


Ma AFTERNOON — 2] firsts and 3 


seconds out of 24 rated periods. 


: EVENING — 47 firsts, 16 seconds 
out of 70 rated periods. aN 


/ 


ANY Time ls GOOD TIME 
KANT DES MOINES 


aud Heres Why... 


Every KRNT personality show and news 


period out-Hoopers every competing show aN 
in Des Moines! These ratings are proof a 


conclusive that KRNT never was better 
— never a better buy! By every standard 
of comparison, KRNT is one of the great 
stations in the nation, We're big and ‘ 
growing bigger in a big market .. . FAST. 


buy Teal 

Very highly 
Mooperated 

Sales results 
premeditated 

CBS attihated 

Station in 

Des Moines’ 


TWE 
REGISTER 
And 
TRIBUNE 
STATION 


KRNT’s 


tions... 


audience 
114.7% greater than the No. 2 station, 
and is 19.8% larger than the combined 
total of the No. 3, 4, 5 and 6 rated sta- 
is 24.8% greater than No. 2 
and 3 stations combined. 


KRNT ... FIRST 


in afternoon audience! 


KRNT’s audience (46.2%) is 90.9% 
greater than the No. 2 


KRNT ... FIRST 


in morning audience! 


(42.3% share) is 


station, and is 


larger than the combined total of No. 
2, 3, and 4 rated stations. 


KRNT ... FIRST 


in evening audience! 
KRNT’s audience (36.5%) is 39.8% 


greater than the No. 2 


Station. . . is 


112.2°% greater than the No. 3 station 


of No 


is larger than the combined total 
3, 4, 5, and 6 rated stations. 


KRNT ... FIRST 


in total rated time periods! 


KRNT’s audience (40.5%) 
greater than the No. 2 
greater by 17.7% 


3, 4, 


is 73.1% 
station, and is 
than the total of No. 


5, and 6 stations combined. 


STATION WITH THE 


FABULOUS PERSONALITIES 


AND 


ASTRONOMICAL HOOPERS 


Represented by THE KATZ AGENCY .. . SOURCE: C. E. HOOPER DES MOINES AUDIENCE INDEX, OCTOBER-NOVEMBER, 1951 


1952 


Age, February 11, 


General Foods 
Names Mortimer 
Executive V. P. 


New York, Feb. 7—Charles G. 
Mortimer Jr., since 1950 operating 
v.p. of General Foods Corp., has 
been elected ex- 
ecutive v.p. to 
succeed Edwin T. 
Gibson, who re- 
tired Jan. 1. 

Mr. Mortimer 
joined GF in 
1928. For the first 
seven years he 
was merchandis- 
ing manager of 


several of the 
C. G. Mortimer Jr. Company's prod- 
ucts, including 
Calumet baking powder, Sanka 


coffee, Log Cabin syrup, Certo and 
Sure-Jell. 

In 1938 he became general ad- 
vertising manager, and in 1943 
was elected v.p. in charge of ad- 
vertising. Four years later, he was 
assigned to take charge of cor- 
porate marketing. 


@ He has been a member of the 
board since May, 1950. As oper- 
ating v.p., the general managers 
of the company’s Birds Eye, As- 
sociated Products, Igleheart Bros., 
Bireley’s, and the shrimp and oys- 
| ter divisions reported to him. 

| Mr. Mortimer attended Stevens 
Institute of Technology. He is mar- 
ried, the father of three sons and 
a daughter, and lives in Glen 
Ridge, N. J. He was chairman of 
the Advertising Council from 1947 
to 1950. 


HEADS POST ADVERTISING 

New York, Feb. 7—Leon A. Mil- 
ler has been named director of 
sales and advertising of Post 
Cereals division of General Foods 
Corp., effective March 1. He suc- 
ceeds E. W. Ebep, now GF’s cor- 
porate advertising director. 

Mr. Miller formerly was assist- 
ant general manager of the divi- 
sion, and has been with the unit 
since 1933, except for two years 
as industrial relations manager of 
Igleheart Bros. division of GF. 


Ballantine Resigns 
from Bantam Books 


New York, Feb. 7—Ian Ballan- 
tine, president of Bantam Books 
Inc., has “withdrawn” from that 
post. Executive direction of the 
company is now the responsibility 
of John O'Connor, chairman of the 
board. No reason was given for 
Mr. Ballantine’s withdrawal. 

Mr. Ballantine became president 
and director of Bantam in 1945, 
when that reprint company was 
organized by Grosset & Dunlap 
and Curtis Publishing Co. Previ- 
ously he had been president of 
Penguin books. Some time ago, 
Mr. Ballantine told AA he owned 
“about a third” of Bantam 

Mr. O'Connor is president of 
Grosset & Dunlap (the major 
stockholder in Bantam), president 
of the American Book Publishers 
Council, chairman of the board 
of Wonder Books, and director of 
| the Book-of-the-Month Club. 


Pacific Mills to FC&B 

Pacific Mills has transferred its 
worsted division from J. Walter 
Thompson Co. to Foote, Cone & 
Belding, New York, effective 
March 1. JWT retains the cotton 
and rayon divisions. 


Bergen Bluestone to Force 

Bergen Bluestone Co., Paramus, 
N. J., has appointed Force Inc., 
Paterson, N. J., to handie adver- 
tising and public relations for both 
trade and consumer promotion. It 
is a new account. 
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T bumped into the Florist an 
knocked over a contract— 


he taught me to Say tt with 
FLOWERS-BY-WIRE  f 


He was just coming out of his shop; I was running for a train. We 
both were shaken up. I apologized by explaining that I'd missed the 
early train, and was bound to be late for a customer's sales meeting. 


“Why don’t you wire flowers?” he asked. ‘“They’re sure to arrive on 
time ...and there’s no more graceful way to explain.” 


I took his tip and the customer loved it. It taught me some- 
thing: the nicest way to ask for an order is to say it 
with FLOWERS-BY-WIRE. 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events + as a ‘thank you” for the 


order + on almost any business occasion « for those at home when you're away. 


You can wire flowers to anywhere... ftom anywhere... more than 18,000 F.T.D. 


look for the famous F.T.D. Mercury Emblem and Interflora Member Shops at your service! 


It identifies the right shops! 
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NO [-7'7] FARM 
MAGAZINE COVERS 
THE SOUTHERN 


FARM MARKET 


ADEQUATELY 


The Southern farm market is BIG... its resources are tremendous... its 
potential for the advertiser is phenomenal ... 

More than $50,000,000,000 has been spent by Southern farmers in the past ten 
years, resulting in—more than a million additional electrified farm homes 


in the South—over a million more automotive units and more electrical 
appliances bought for use by Southern farm homes than in any other farm 
section in America. 


..» AND IT’S ONLY THE BEGINNING! 
IT TAKES MORE THAN ONE... 70 GET THE JOB DONE! 


We would be doing you a disservice if we claimed that Farm and Ranch-Southern 


Agriculturist gave you complete coverage of the Southern Farm Market... 


let’s be frank about | 
m coverage in the south Fy 


i @ 
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Prove it for yourself—take a look at the following RFD circulation of the 4 major farm 
magazines having circulation in the 15 Southern states comprising this record-breaking 
Southern farm market: 


There are 2,638,528 farms in the South (including ranches and plantations—1950 Census) 


RFD Circulation Ratio to all 
in the South Southern Farms 


_ Farm and Ranch = Southern Agriculturist 858 ,227 


Progressive Farmer 700,159 26.5 
Country Gentleman 343,540 13.0 
Farm Journal 299,522 11.4 
TOTAL | 2,201,448 83.4 


More Southern Farm Families Read 
Farm and Ranch-Southern Agriculturist 
Than Any Other Publication. 
Circulation Guarantee 


1,290,000 


‘ = ue = /T TAKES MORE THAN 
> @ im ONE...10 GET THE 
JOB DONE! 


For more information, write, wire or phone 
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any of our offices listed here. 


Atlanta 1 New York 17 
1036 Peachtree St. N.E. 122 E. 42nd St. 
oe a = Los Angeles 17 San Francisco 3 Elgin 1800 MUrray Hill 5-6815 
: — Simpson-Reilly, Ltd. Simpson-Reilly, Ltd. 
§ 318 Murfreesboro Road 318 Halliburton Bldg. 814 Central Tower Dallas 2 Chicago 1 
Nashville 10, Tenn. 1709 W. 8th St. 703 Market St. 2027 Young St. 333 N. Michigan Ave. 


3 Telephone: 42-5511 DUnkirk 8-1179 Douglas 2-4994 Riverside 1181 Dearborn 2-5182 
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Our Prejudices Show Up Here 


In the Voice of the Advertiser department in this issue appears a 
letter from Randall B. Smith of New York, bitterly accusing ADvER- 
TISING AGe of carrying material in its news columns which is preju- 


diced against Duane Jones and in favor of Scheideler, Beck & Werner, 


“Wathe new agency which developed as one result of the “Duane Jones 


ase - 


This letter from Mr. Smith was handed to the editor along with 
@ memorandum from Jim O'Gara, AA associate editor who has cov- 
@red most of the Duane Jones developments. His memo said: 

“This is not the only reaction to the Jones-SBW Tabasco picture 
Which Mr. Smith writes about. I received a nasty note yesterday 
ffom----------- . It said: ‘Aren't reporters supposed to report the 
Gews’? Aren't you supposed to get it from both sides? Or, haven't 
You been to school 
* “It’s curious, but until this Tabasco picture ran Monday, I'd been 
hearing that ADVERTISING AGE was prejudiced in favor of Duane 
Zones! This from people in the business, to say nothing, of course, 
@bout the lads at SB&W: Mr. S. at one point told me AA had no busi- 
ess reporting the ‘clap-trap’ that Jones was giving out, so regularly!” 

Nor is this all. An extraordinary number of people, not visibly con- 
have appointed themselves “consult- 


any school?’ 


Bected in any way with the case, 
hg editors” for the sole purpose of telling us what to print, 
Bandle it, and what to leave out. 

It is interesting—-but not especially unusual—that a publication 
Which attempts to report the news, impartially and accurately, should 
Be berated by both sides in a controversy in which bitterness is likely 
It is more than interesting that this 
we believe that it is highly 


how to 


® obscure objective judgment 
Sort of thing should happen, 
significant. 

The very fact that both sides, and their respective sympathizers, 
are strongly convinced that a publication is “giving them the worst 
of it” good that the” reporting 
is as impartial and unbiased as it is possible to make it. AA will 
begin to worry about the impartiality of its news columns when one 
accuses us of bias and the other commends 


however; 


is a remarkably indication, usually, 


person to a controversy 


us for fair reporting—not when both sides insist that we are going 
to put them in an unfavorable light. 

of course, it is impossible to publish anything 
of “prejudice.” The very act of 
determining how long a story is to run, what kind of headline it is to 


sort 


out of our 
Strictly 


which does not 


Wa) 
speaking, 
exhibit some sort 
carry, and where it is to be placed, require the exercise of some 
of judgment which reflects a “prejudice” as to the interest and value 
of the story. But the constant objective of the good newspaper is 
to keep its news columns as fair and free from bias as is humanly 
possible 

The news a good newspaper reports is not always pleasing to all 
But it 


remembered that a good newspaper does not manufacture the news— 


its readers, nor even necessarily pleasant to read. must be 


it merely 
As far as ADVERTISING AGE is concerned, 


reports it 
we expect to continue re- 
pleasant or unpleasant, without per- 


porting the news, good or bad, 


sonal bias in any direction 

We make no tTlaim to infallibility. 
to the importance or interest of a story is faulty 
we may be taken in by other who has an interest in 
presenting a distorted viewpoint of a situation despite 
our best efforts, and then we are committed to 
correcting them, 

But we have never knowingly 
story in our news columns, and we never intend to do so. Our opin- 


Occasionally our judgment as 


Occasionally, also, 
someone or 
Occasionally, 
we make mistakes; 
can 


as fairly and as quickly as we 


presented a prejudiced or biased 


ions and our prejudices are reserved for these columns on the edi- 
torial page, where they are clearly understood to be opinions and not 
news reports. 


A 


. And working for a big organization 
married. . 


—Lichty, in the Chicago Sun-Times 


like this has 9 ong a say you get 


.an office collection here counts up. . 


What They're Saying 


Synthetic Shoeleather 

Folks used to say, “There is no 
substitute for shoe leather.” 

They were right. There was no 
substitute for rubber, either, until 
rubber became expensive and 
rare. Then scientists learned to! 
mix a bit of natural rubber in with 
a lot of synthetic rubber and do 
most jobs as well, or better, than 
before. 

Good salesmen are getting ex- 
pensive and rare so more and more 
business men are turning to “syn- 
thetic shoeleather,” or advertising, 
to do their doorbell ringing for 
them. 

They are using advertising as a 
marketing machine to help a} 
salesman produce more in an hour, 
just as production machinery helps 
the production worker make — and 
earn — more in an hour. 

Like all good machinery, adver- 
tising is designed to produce (a 
sale) cheaper than the man it re- 
places or supplements. Advertising, 
used correctly, never costs money. 
It saves money. It makes money. 


—John D. Yeck, of Yeck & Yeck, 
Dayton, speaking at the first annual | 
investment advertising conference, 
sponsored by Standard & Poor's Corp. | 
in New York. | 


Second Honeymoons | 

Even more important than | 

checking for the obvious are sec- | 

ond honeymoons 

between agency 
and client. 

On the glad nup- 
tial days, when a 
is new and fresh 
great dreams are} 
dreamed and new 
ideas throb in 
every breast. The 
troth pledgers vow 
that it will always 


stay that way 
Then familiarity 
with them. The creative wizard 


has its way 
in the agency turns out to be 
merely an extremely smart fellow, 


but he has his once-in-a-lifetime 


_ideas only on Mondays, Wednes- | 


days and Fridays. And the ad- 
vertising manager (really a great 
guy) who once responded ardently 
to each creative gem becomes, over 
the years, the same shrewd, hard- 
boiled sifter of ideas that he al- 
ways was. 

The relationship settles down, 
like marriage, into a stable, sane, 
and often extremely satisfactory 
way of life. 

But once in a while, to make the 
marriage exceptional, there should 
be a second honeymoon. It is a 
time to bring out the old love let- 
ters tied in blue—the first propo- 
Sals, as it were. It bring the stars 
back to the eyes again, along with 
the blushes. Nostalgia has long 
been known to artists as one of the 


| strongest impulses toward creative | 


effort. 


—Proofs to Client, published by 
Harold F. Stanfield Ltd., Montreal 


Dress It in Drama 

Simmons makes beds; 
sells sleep. 

Carnation produces milk; but it 
sells healthy babies. 

General Electric makes bulbs; 
but it sells good eyesight. 

Adrian, America’s great de- 
signer, creates clothes that breathe 
high fashion; yet what he sells a 
woman is poise. 

The furnace people make fur- 


but he 


naces; but they sell no sniffles in| 


the bedroom — and ping pong in 
the basement. 

If you are a manufacturer of 
cosmetics, you make cold cream; 
but you sell a hot date. 

So what you make is one thing 
—what you sell is another. 

Only when you translate what 
you make and sell into human 
needs and desires do you make a 
sale. And only when that process 
is repeated again and again do you 
make a profit. 

In short: you must sell an idea 
..an idea rooted in fact but 
dressed in drama. 


—Hal Stebbins, in “Backstage in 
Advertising,” a series of ads for Hal 
Stebbins Inc., Los Angeles. 


dvertising Age, February 11, 1952 


| Rough Proofs 


Chicagoans who didn’t like the 
recent New Yorker series on their 
home town may be mollified now 
that the new editor of the maga- 
zine has been named as William 
Shawn, of Chicago. 

3 

In spite of the fact that the copy 
for Kellogg's corn flakes magazine 
ads is now being written by chil- 
dren, Leo Burnett copywriters in- 
sist that they’re not worried about 
losing their jobs. 

e 


Not all advertising agencies 
think the best copy can be pro- 
duced by the kiddies, as a mid- 
western organization advertising 
for two new copywriters declares 
unequivocally, “No beginners, 
please.” 

e 


It is reported that the son of the 
president of the Equitable Life 
placed a considerable volume of its 
advertising before an investigation 
started last summer. 

The plan may have been entirely 
equitable, but not too prudential. 

a 


Some N. W. Ayer men have been 
working in Atlantic Refining serv- 
ice stations to get the feel of the 
business. Wonder if they have any 
| fishing rod or golf club accounts. 


7 

Two nudist magazines are indig- 
nant to the point of suing two New 
York City officials because news- 
dealers were warned not to sell 
the publications. They insist that 
they and their readers have noth- 
ing to hide. 


A Washington report says that 
the 1,356,863 marriages in ten 
months of 1951 “assure another 
| Substantial baby crop in the year 
to come.” 

The Bureau of the Census ex- 
pects every newly married couple 
to do their duty. 

- 


Franklin Bell tells of the univer- 
Sal sales appeal of the newsboy’s 
arresting cry, “Read about it! Read 
about it! Read about it!” 

The more successful newsboys 
“Read all about 


| 


| invariably shout, 
a” 
* 


Another unkind slap at agency 
| brass was retelling the famous 
R&R story about how the first 
head of the organization was 
chosen. The winner got the private 
| office and the loser had to take the 
title. 


“Listeners and sponsors alike,” 
|says the radio-television critic of 
the world’s greatest advertising 
journal, “could use more God- 
freys.” 

Arthur is doing everything he 
can to increase the availabilities. 


> 
Calvert is distributing 500,000 

taste test kits to dealers, most of 
whom have plenty of customers 
who will provide enthusiastic co- 
operation in trying all the avail- 
able brands. 

e 


Even if the ground hog saw his 
shadow, no one can deny that the 
Hot Stove League has been forced 
to give way to news of the Grape- 
| fruit Circuit. 

Copy Cus. 
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BUSINESS IN PHILADELPHIA, 
THE NATION’S 3rd MARKET, IS CONSTANTLY 


I NEW MULTI-MILLION DOLLAR MACARONI 
PLANT TYPIFIES THE GROWTH OF PHILADELPHIA 


INDUSTRIALLY, BIG PHILADELPHIA IS GROWING = ff This new plant of V. La Rosa & Sons, Inc. is the 
EVEN BIGGER ... GOING PLACES WITH RAPID STRIDES! i world’s largest and most modern of its kind. Through- 


out Philadelphia, food processors turn out billions 


= he Y  —_— } of dollars worth of their production for consump- 
ee nee Ino; ; | tion throughout U.S. and the world. 
| ; FY = se Se Miter Fimay 
Agee Arey o- =. “r¥ coreg ope 
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THE INQUIRER’S LEADERSHIP IS INCREASING, 
TOO—THE ONLY PHILADELPHIA NEWSPAPER 
TO SHOW A GAIN IN 1951! 


Bice Sai BAAS RCT IR eh Rie Se RE Se SS Fee TET 
Ss ; a a é - ~ ae » & .* 


Today, THE INQUIRER is way out in front... with 
a total advertising linage in 1951 of 36,890,000 

. a gain of 875,000 lines over 1950... and a 
lead over Philadelphia’s second newspaper of 
6,700,000 lines. THE INQUIRER is first in NATION- 
AL, RETAIL, DEPARTMENT STORE, CLASSIFIED 
and TOTAL ADVERTISING! 


THE INQUIRER, PHILADELPHIA’S FIRST NEWSPAPER, 
MATCHES THE CITY’S FORWARD STEPS WITH ITS OWN 


Now in its 19h 
Consecutive Year of Total 


cea” he Philadelphia Inquirer — 


Philadelphia Prefers The Inquirer 


eS eS 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Cogst Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Gorfield 1-7946 * 1127 Wilshire Boulevord, Los Angeles, Michigan 0259 
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How to “% 


keep Keminded of the 
' fundamentals 


As we all know, it is so easy to fall in with a 
“vogue” in creating advertising; 


These vogues may range all the way from various 
sales appeals to special art or type|styles. Only the 
consumers’ response distinguishes trivial adver- 
tising from that which is fundamentally sound. 


In New York or Dallas—Buenos Aires, Manila 
or London—the same fundamentals of mecha- 
nized mass selling hold true. 


Serving 528 clients in 29 offices throughout the 
world keeps us constantly reminded of the fun- 
damentals of advertising. 


THE WORLD IS YOUR MARKET 


TORONTO 
LONDON 


CHICAGO 
NEW YORK 


WASHINGTON 
MIAMI 


RIO DE JANEIRO 
SAO PAULO 


DETROIT HAVANA BUENOS AIRES BOMBAY HONG KONG 
DALLAS MEXICO CITY SANTIAGO CALCUTTA JOHANNESBURG 
WESLACO MONTERREY BOGOTA NEW DELHI CAPE TOWN 


HOLLYWOOD CARACAS PANAMA 


MADRAS 


Reminds us that no two art directors are apt to 

. . . . P 
produce an advertisement in identical style. Nor 
do copy writers express themselves alike. 


Is a constant reminder that investigation of facts 
is important in the development of a sound 
advertising program. (Last year Grant researchers 


around the Globe conducted over 300,000 


interviews.) 


Is a constant reminder that the development of 
a sound program must precede the creation of 
an advertising campaign in order to produce the 
desired results. 


KARACHI 
MANILA 


Lan tae 2. poe ini? Po, : 2 reas ae Bier = (ae Cae = atte: 2: SP eae rote tee a ee apes ete ¢ as ie 
Le Gy ae ota Pe ae th 6 Aine 5 es P q ; “e eee ¥ ij . ‘ ees) 
. j Soi Se 
A ; fees 
a os 
| aR 
: j a 
; : $ ; a : pox 
< —— —_— ao 
330) | a Pat 
i; iy eae 
ph : “ j ! eit 
ene” a | ae 
=e . — | is ei os 
: © gil : 
: F ‘ ifr j j ee << 
| | Ab tty ty | Be tne iene i nn el 
ea ; 
eet : | we | | fi \ : 
e ; . ¥ ‘ ‘ : a ‘ f ~\ 2 
Bx | 1. “ v 's i f \ te 
Bt Wadi ‘ 
‘als .- .* > od 2 % 3 
tee or 
a ee 
oe. rid 
fo, : 
. nf 
4 ™, Es 
Ae * 4 
a oe 
i i 
- ie 
op int 
q | ; ae 
> ons 
_ te 
; : Bo ; 
= 3 : f bo 
. » f 4 ae 
2 % = 
iy 8 re 
" - ~ 2 
es ss 
io 4 0s 
ue ; . 
ee i 
al “ae 
a ee 
_ ay i 
i he , 5 ; ‘Bay 
ie RG 
Be. eed 
oe 
‘43 | Ls 
3 | sy 
i a 
| Bett ; ; " °oe SP 
Ox: a ie 
a? F v pe . “ Pe rae = ay : ‘i Bi i + i F: a a Be 
Bin sh } ; mS oe ‘ ‘ 
a - es — = 
ate pe 8 5 = Se 
ee A 3 
s SS igi : 
Lom oe 
tae =—- =>. aa 
Ea fo os é vent “a | e 
ie -~ Ave ae = is 
A A) a 
Tee S > 4 “f 
rae AND 2S 
sae i 
a —— 
ries bs : é * f 58 eee fe te ae ik iae 5 St ee 7 ee oS ee Pe eae tm ei ae Sh a ee ae Beis 


cues 
et, A: : 


You have probably seen Grant-prepared 
advertising in the United States for: 


Throughout the world other famous 


names in industry depend on Grant 


It may be the advertising of Coca-Cola in 
India, South Africa or Hong Kong—or of the 
roducts of International General Electric or 

Colgate-Palmolive-Peet on 5 continents. 


In 15 foreign countries you may have seen 
Grant-produced advertising for the largest 
cigarette manufacturer in each country. 


The range 1s wide and the activity constant in 
the serving of 438 clients through 21 Grant 
offices in foreign countries and 90 clients 


through 8 Grant offices in the United States. 


The advertising may be done in many different 
languages but the fundamentals are the same. 
Around the globe, it is the consumers’ response 
that counts. 


A technique, a style, a clever trick learned in 
one place may be helpful in another, but it is 
the continuous basic experience that keeps us 
reminded of the fundamentals so necessary to 
sell the products of our clients. 


(rail Adversing [N¢ 


THE MOST COMPLETE NETWORK OF WHOLLY-OWNED, INTEGRATED 
ADVERTISING AGENCY OFFICES IN THE WORLD 


: | sup DUTCH CLRANSER | as 
i “-FOLGER'S a 2a cH MARGARINE | . 
. cHRYSLER AIRTBMP oVALTINE “NATIONAL arauiues. sO 2 
“FLORISTS! (TELEGRAPH DELIVERY ASSN. | | S 
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O'Keefe Joins Red Dot 

Joseph F. O’Keefe Jr., formerly 
v.p. and sales manager of Mira- 
cloth Corp., Chicago, has been ap- 
pointed sales manager in charge of 
merchandising for Red Det Foods 
Inc., Madison, Wis., manufacturer 
of potato chips and specialty foods. 


Joy Opens Art Service 

Walter S. Joy, art and package 
designer with Shulton Inc., New 
York, for the past 12 years, has 
resigned to open his own business 
in the graphic arts, lettering and 
packaging fields. Offices are at 119 
Greene St., New York 


Murphy Rejoins ‘Oregonian’ 

Ethel Murphy has left the copy 
department of Don Allen & Asso- 
ciates, Portland, Ore., to return 
to the advertising department of 
the Oregonian, Portland. 


Detroit, Feb. 5—Will C. Grant, 
president of Grant Advertising, 
told the Detroit Adcraft Club 
Friday that American industry can 
best fight the spread of com- 
munism by developing world mar- 
kets and showing the benefits of 
the free enterprise system. 

Theme of the address was “The 
Power of the Idea.” Mr. Grant, 
who claims to have the world’s 
largest network of wholly owned 
advertising agency offices, cited 
Mexico as an example of the “po- 
tency of advertising in implanting 
ideas which bear fruit in better 
living standards.” 

He said that 12 years ago, when 
Grant Advertising opened its first 
office in Mexico, it was fairly 


1, O11,687 
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will earn more than 


} $6,000,000,000 


ee 


ste 


in the next 
12 months! 


The one medium they all 
receive, read, respect 
and follow is... 


New York * Chicago * Detroit > Los Angeles 


_ Advertising Helps Defeat Communism: Grant 


common to see the Mexican laborer 


slumbering in the shade of a tree, 


rather than at work in a factory. 
He was wretchedly poor, said Mr. 
Grant, but was to all intents satis- 
fied with his way of life. 

Mr. Grant added that after the | 
Mexican and his family were ex- | 
posed to American products) 
through advertising, they began | 
to want those things for them- 
selves. So, he continued, the aver- 

|age Mexican worker, prodded by 
his family, went to work. His work, 
explained Mr. Grant, created | 
| wealth for his community and the 
| wages he earned bought things to 
| better his living standards. 

' 

| 

| St. Louis PR Men Elect 


| The St. Louis chapter of the| 
| Public Relations Society of Amer-| 
ica has elected Dan J. Forrestal, | 
| assistant director of the advertis- 
ing and public relations depart- 
|ment of Monsanto Chemical Co., | 
| president. Robert Hillard, a part-_| 
| ner of Fleishman, Hillard & Asso- 
| ciates, public relations counselor, | 
|} has been elected v.p., and Arthur 
E. Wright Jr., president of Condor 
Films Inc., secretary-treasurer. } 


Names Lilleston Sales V. P. | 

Horace J. Lilleston has been ap- | 
| pointed v.p. in charge of sales for| 
| Sloane-Blabon Corp., New York,| 
a division of Alexander Smith Inc. 
He has resigned as v.p. in charge | 
of marketing for Pabco Products 
Inc., San Francisco, a company 
with whom he has been associated | 
for the past 35 years. Mr. Lilleston | 
| succeeds Wilbur Newman, who re-| 
| signed last September. | 
| 


Issues Book on Paper 

The American Society for Test- 
ing Materials, Philadelphia, has 
issued the second edition of “Pa- 
|per and Paperboard; Character- 
| istics, Nomenclature and Signifi- 
| cance of Tests,” Special Technical 
| Publication No. 60-A. The 140-page 
| monograph can be procured from 
| the society at 1916 Race St., Phil- 
| adelphia 3, at $2.50 a copy. 


| 
| Con Gebbie Resigns 
Con Gebbie has resigned as press | 
|relations representative for Shell 
| Oil Co., New York, to form his 
own public relations organization, 
Gebbie Press. His duties will be 
assumed by Robert G. Pearson, 
manager of the publicity and in-| 
formation division. 
Two Join Westheimer 
Robert L. Mahon and Mrs. Joyce | 
Andrews, both formerly with Olian 
Advertising, St. Louis, have been 
appointed account executives of | 
Westheimer & Block, St. Louis. 


DON’T LET 
ANYBODY KID YOU 


there’s no substitute, absolutely no substitute for _ 


THE GARY POST-TRIBUN 


Gary’s only newspaper 


for delivering your advertising with sales-producing impact in the 


Gary Metropolitan Trading Area. 
More than twice the effective coverage of all Chicago dailies com- 
bined in this area, and no other medium even approaches our audi- 
ence and local level influence in this market. 


B GARY 


Second City 


Metropolis of Indiana Industry 


in the State 


Advertising Age, February 11, 1952 


Getting Personal 


Dan Welch, one of Foote, Cone & Belding’s account execs in 
Chicago, is, officially, Daniel E. Welch II, which distinguishes him 
from I and III. III, who now weighs about 8 lbs. 2 oz., was born 
Jan. 24, on I’s birthday... 

John H. L. Trautfelter, v.p. and treasurer of The Baltimore Ra- 
dio Show Inc. (WFBR), has been elected president of the Execu- 
tives Assn. of Baltimore...And Philip Cohen of American Broad- 
casting Co.’s WJZ is the 1952 head of the Professional Sales Club 
of New York... 

The Legal Aid Society in New York has lined up a number of 
advertising and publishing people for its 1952 drive. John H. Hosch 
Jr., J. Walter Thompson v.p., and Jack D. Tarcher, head of the 
Tarcher agency, have been named advertising division co-chair- 
men, and James Parton, assistant to the president of the Herald 
Tribune, heads the magazine publishers and newspaper division... 

Another instance of advertising agency talent in community af- 
fairs is the case of H. Victor Grohmann, of Needham & Grohmann. 
As president of the Tenafly, N. J., Community Chest he recently 
completed a campaign which went well over the top even though 
this year’s goal had been increased 25%... 

Lew King, president of King, Ackerman, Deckard & Burch, 
Phoenix, has been given the Fraternal Order of Eagles Youth 
Guidance award for his work with children of the Southwest—spe- 
cifically for his Junior 
Rangers of America 
broadcast (Liberty net- 


work) and a local TV 
show... 
Kenneth E. Guptill, 


Hyster Co. export repre- 
sentative, left Chicago by 
air for a _ three-month 
trip—business—that will 
include Cuba, Puerto Rico 
and Mexico. ..A. P. (Bon- 
dy) Bondurant, v.p. and 
ad director of Glenmore 
Distilleries Co., has been 
elected to a three-year 
term as a director of the 
Louisville Chamber of 
Commerce. He’s also a 
director of the Louisville 
Park Theatrical Assn. and 
is serving his second term 
as prexy of the Louis- 
ville adclub. .. 

Public relations wheel 
Carl Byoir joins RCA 
President Frank Folsom 
and Gen. Julius Ochs Ad- 
ler of the New York Times 
as a trustee of the National Jewish Hospital in Denver, non-sec- 
tarian free tuberculosis center. ..William P. Drake, v.p. in charge 
of sales of Pennsylvania Salt Mfg. Co., Philadelphia, has been ap- 
pointed director of the rubber, chemicals and drugs division of the 
Office of Price Stabilization. He will serve until next July 1... 

When B. Blumenthal & Co., New York, the oldest and one of the 
largest button and buckle makers in the country, celebrated its 75th 
anniversary, employes used the occasion to present a plaque to 
President Paul Hellman and a second one to senior v.p. Edward A. 
Leopold, who has been with the company for 50 years... 

The excitement of wedding preparations is running high at the 
home of Bill Webster, president of Webster Outdoor Advertising 
Co., Miami, whose daughter Audrey Jane is being married Feb. 24 
to Lt. Larry Larson of the Air Force. The young people will make 
their home in Alaska... 

When the Marine Corps recruiting station in Boston ran out of 
funds for recruiting posters, Frank Jervis, owner of Central Sq. 
Printing & Engraving Co., Cambridge, saved the day by running 
some off gratis...Walter Blanchfield, Boston rep of This Week 
Magazine, is taking it easy in bed after a little ticker trouble... 

Robert W. Holmgren, assistant business manager of American 
Broadcasting Co.’s television department, is engaged to co-worker 
Mildred Ann Platt. ..A potential staff member has been lined up for 
Federal Advertising Corp., Paterson, N. J., with the birth of Bruce 
Allen, according to father Robert W. Heimlich, v.p. of the outdoor 
agency. .. ; 

Hal W. Johnston, executive v.p. and director of sales of Stecher- 
Traung Lithograph Corp., Rochester, N. Y., was elected president 
of the Canning Machinery & Supplies Assn. at its annual meeting 
in Atlantic City... 

A college romance at Syracuse University had a happy ending 
when Howard Johansen, account exec at WEEI, Boston, returned to 
Syracuse a few weeks ago to marry Anne Lindsay of Endicott, 
N. Y...Heading publicity for Cincinnati’s 52 Red Cross drive is 
W. T. Kilduff, advertising and sales promotion manager of H. & S. 
Pogue Co. ..The same job in Santa Barbara, Cal., for the drive in 
that area is Colin M. Selph, v.p. and general manager of Station 
KDB... 

An important pre-convention job for the 1952 conference of the 
National Industrial Advertisers Assn. has been handed to Emil 
Stanley, executive v.p. of The Traffic Service Corp. He has been 
appointed chairman of the attendance and promotion committee 
for the meeting (Chicago, June 29-July 2)... 

William W. Cary, director of public relations for Northwestern 
Mutual Life Insurance Co., Milwaukee, has been reelected chairman 
of the downtown Milwaukee YMCA committee of management. .. 

In the U. S. on a three-week visit as publicity adviser for KLM 
Airlines—one of his accounts—and to take in a week’s worth of 
Florida sunshine, is Joost Smit, president of Smit’s Advies En 
Service Bureau N. V., Amsterdam agency and J. Walter Thomp- 
son affiliate in The Netherlands. . . 


DOUBLE CELEBRATION—A. H. Fensholt, presi- 
dent of The Fensholt Co., cuts the cake at an 
office party celebrating his birthday and the 
Chicago agency’s 30th anniversary, both of 


which fell on Jan. 23. 
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Comics magazines are 
virtually legal tender 

among their young 
enthusiastic readers. They 
are read and swapped . . . 
read and bartered . . . read 
and traded . . . read and 
passed along until they are 
literally worn out! 

That's how advertising in 
comics books is hard 

at work around the clock 
and around the calendar, 
making friends and 
followers 365 days a year. 
Little wonder that 
advertising pays off . . . plus! 


ational 
OMICS 
roup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Miss Hoyland Promoted 

Alyson Hoyland, who joined 
Modern Bride recently as a mem- 
ber of the sales staff, has been 
promoted to retail sales promo- 
tion director of the magazine. 


Rensel to Lohmeyer-Adleman 

J. Griffith Rensel, formerly a 
partner of Weightman Inc., Phil- 
adelphia, has been appointed v.p 
and account executive of Lohmey- 
er-Adieman, Philadelphia. 


Cel-U-Dex Names Picard 

Cel-U-Dex Corp., Brooklyn, 
manufacturer of filing systems and 
indexes, has appointed Picard Ad- 
vertising, New York, to direct its 
advertising 


Brand Names Day Is April 16 

Brand Names Foundation, New 
York, will hold a Brand Names 
Day meeting on Wednesday, April 
16, at the Waldorf-Astoria, New 
York 
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Department Store Sales... 


All Districts Lag Behind ‘51 Marks 


WASHINGTON, Feb. 5—Depart- 
ment store sales continue to lag 
behind those of a year ago. For the 
fourth consecutive week, the Fed- 
eral Reserve Board index (1935-39 
equals 100) shows declines for the 
period, with the index for the week 
ending Jan. 26 at 239, 14% below 
that for the corresponding week 
in 1951. 

Again, and for the fourth 
straight week, all 12 Federal Re- 
serve districts reported losses. The 
Minneapolis district was the hard- 
est hit, down 22% over last year. 


DEPARTMENT STORE 
— SALES INDEX | 


~ 193539 EQUALS 100 


Week to Jan. 
Week to Jan 
Week to Jan. 28, '50*..222 
Week to Jan. 29, '49*..218 
Week to Jan. 31, °48*....233 
Week to Feb. 1, °47*....217 


26, '52*.p239 
27, °51*..278 


pPreliminary 
*Not adjusted seasonally 


The Boston area was off 17%; 

the New York district showed a San Diego, each 6%; Jacksonville, 

decline of 16%, and the Cleveland, 3%, and Erie, which showed a 

St. Louis and Kansas City dis- 2% increase. 

tricts each reported losses of 15%. Among the cities, the largest | 
Only seven cities registered loss was sustained by St. Paul, 

gains during the week. Augusta off 33% over the corresponding 

was up 19%; Columbus, 10%; week in 1951. Spokane was down 


Houston, 8%; New Orleans and 26%; both St. Joseph and Den- 


to catch 
an 


atomic killer / 


Today, there's a potential killer in labs 
radioactivity! 


and factories 


But atom workers are safe 


the weapons of science. 


Besides every precaution, workers get 
daily check-ups with ion-chamber “guns” 
and other radiation-detection instruments. 
They catch the killer before it strikes! 


With atomic industry 
mand for nuclear 


booming, 
instruments 1s 


ast. 


That's why, when shipping these and 
other precision instruments, both shipper 
and receiver stamp their orders: via Air 


Express! 


thanks to why: 


IT’S FASTEST — Air Express gets top 
priority of all commercial shipping ser- 
gives the fastest, most complete 
door-to-door pick -up-and -delivery ser- 
vice in all cities and principal towns at 


vices 


de- no eNxtra cost 


great 


Delivery must be certain — and it must be 
f 


The world’s fastest shipping service 
brings this vital equipment safe, sound 
and soon to laboratories and defense pro- 
duction centers everywhere. 

Whatever your business, you can profit 
from regular use of Air Express. Here's 


vides one-carrier responsibility all the way 
and gets a receipt upon delivery. 

IT’S PROFITABLE — Air Express service 
costs less than you think, gives you many 
profit-making opportunities. 

For more facts, call Air Express Divi- 
sion of Railway Express Agency. 


“SAP OWES 


GETS THERE FIRST 


IT’S DEPENDABLE — Air Express pro- 


1952 


ver were minus 23%; Oklahoma 
City reported a 22% loss, and 
Pittsburgh suffered a decline of 
21%. 

In chain store and mail order 
sales, the Department of Com- 
merce reports that December sales 
hit an estimated $3.8 billion, a 
3% increase over December, 1950. 
The department reports that total 
dollar volume of sales for 1951' in 
this segment of retail trade rose 
to $34 billion, a gain of more than 


8% over 1950. 

% Change from ‘50-'51 
Federal Reserve Jan. o. Wk. 
District and City To of Jan 
Nev. Dec 6 
UNITED STATES ... 5 —l —I4 
Boston District .... 2 1 —17 
New Haven 4 —4 —13 
Boston 3 2 --18 
Lowell-Lawrence —2 2 —13 
Springfield 5 1 —13 
Providence o —2 —20 
New York District ........ 6 —3 —16 
Newark we 6 —6 —19 
Buffalo 6 -—2 —16 
New York 5 -—5 —16 
Rochester 7 2 —11 
Syracuse . 8 6 —14 
Philadelphia District .... 4—t —14 
Philadelphia “ 3-6 —18 
Cleveland District 8s —3 —15 
Akron 10-3 —16 
Cincinnati 1 -—2 —13 
Cleveland 8 —10 —16 
Columbus 6 0 10 
Toledo 7 —4 —i5 
Erie 8 1 2 
Pittsburgh | 7 —21 
Richmond Disirict 5 1 —10 
Washington 4 2 -7 
Baltimore 6 2 —15 
Atlanta District 4 4-7 
Birmingham 2 2 —12 
Jacksonville 9 7 3 
Miami 7 2 -9 
Atlanta i -3 —12 
Augusta 21 17 19 
New Orleans 1 7 6 
Nashville 2 8 —18 
Chicago District 4—2 —13 
Chicago 4 —-2 —11 
Indianapolis 8 2—il7 
Detroit 5 —7 —16 
Milwaukee 4 0 —11 
St. Louis District 2 —2 —15 
Little Rock 0) 2 —18 
Louisville 2 3 17 
St. Louis Area 2 0 —13 
Memphis 3 4 —15 
Minneapolis District oo —2?2 
Minneapolis o —1l —18 
St. Paul —5 -—2 —33 
Duluth-Superior --1 0 —8 
Kansas City District 3 1 —15 
Denver 3 —1l —23 
Wichita 15 6 -—3 
Kansas City 4 4 -—9 
St. Joseph 1 —4 —23 
Oklahoma City — -—2 —22 
Tulsa 2-4-1 
Dallas District 5 5 —# 
Dallas 1 2 —19 
El Paso 2 6 10 
Fort Worth 2 2 —12 
Houston 15 10 8 
San Antonio 1 5 -—9 
San Francisco District 4 2 —12 
Los Angeles Area 2 1 —13 
Oakland 2-2 —14 
San Diego 6 5 6 
San Francisco 5 8 -—9 
Portland 2—4 —16 
Salt Lake City 7 1 —16 
Seattle 6 1 —12 
Spokane 5 —4 —26 

Gibraltar Adds 2 Accounts 
Gibraltar Advertising, New 


York, has been appointed to di- 
rect advertising for Kurt A. Baer 
Inc.. New York, importer and 
manufacturers’ representative of 
nonferrous metals and Leelite Inc., 
New York, manufacturer of alum- 
inum outdoor furniture. 


Closes Portland Oftice 


Beaumont & Hohman has closed 
its Portland, Ore., branch, estab- 
lished in 1937, and consolidated its 
Oregon and Washington territories. 
Louis Marchi, Portland manager, 
has returned to Seattle headquar- 
ters where he will continue to 
service the agency’s Oregon ac- 
counts. 


Steffen Co. Adds 2 Accounts 


Paul J. Steffen Co., Chicago, has 
been appointed to direct advertis- 
ing for General Cement Mfg. Co., 
maker of radio and _ television 
products, and Wood Specialty Mfg. 
Co., manufacturer of electronics 
tools and equipment, both of Rock- 
ford, Ill. 


Marlon Appoints Zlowe Co. 

Marlon Confections Corp., New 
York, has appointed the Zlowe Co., 
New York, for a special television 
and merchandising campaign on 
Milk Chocolate Teens. Scheck Ad- 
vertising, Newark, is the second 
agency on the account. 


Promotes O. C. Holland 


Interchemical Corp., printing ink 
division, New York, has promoted 
O. C. Holland, who has been with 
the company since 1947, to direc- 
tor of advertising and sales promo- 
tion. He succeeds the late George 
Welp. 
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That Magnificent Yankee, the 

late, great Justice Holmes, used to talk 

about ‘‘fire in the belly.” A man 

had to have spirit and spunk, gumption and guts, 

to get some place in this challenging world. Magazines 
are no different than men. From the day of its birth 


practical builder jas had ‘fire in the belly”... the 


| : 
courage to stand for what is best in the light construction 
industry. {.and to fight for it. Readers have been quick 
to sense this courage and to respect it. This respect, in 
7 
turn, is}yours when you use the advertising pages of 
Affiliated with 6 Building Industry Magazines q } ; 
comprising the largest, most distinguished publications Practical Builder. It costs you nothing, yet it is k 
in the building industry: Building Supply News, i 
Building Material Merchant, Ceramic Industry, 
Ceramic Data Book, Brick and worth everything. It is one of the 
Clay Record, Masonry Building. 
Sr. ‘‘priceless ingredients” that makes PB... 
IN REMODELING... free to any manufacturer - 
who asks for it on his letterhead. ¥ 
OinoustRiar PUBLICATIONS, INC., CHICAGO 3 


... Of the light construction 
industry 
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RCA Victor Launches 


Intensive TV Sales 


Program for Dealers 


CambpEN, N. J., Feb. 5—RCA Vic- 
tor division has launched what it 
describes the most intensive 
television sales training program 
for dealer benefit ever undertaken 
by any manufacturer. 

The initial program will consist 
of a series of three sales clinics 
to be conducted by distributors in 
every television area. These clinics 
will run through March 

Prepared in 
Amos Parrish & Co., 
merchandising consultants, the 
program has been designed pri- 
marily to help dealer sales staffs 
improve their sales abilities by 
suggesting a variety of different 
sales techniques and by illustra- 
ting ways of demonstrating the 
“plus” merits of RCA Victor re- 
ceivers 


as 


cooperation with 
New York 


@ The slogan of the _ intensive 
training program is “Prove It 
Yourself,” and the objective is to 
have distributors show dealer 
salesmen how to do so by explain- 
ing the many easily understood 
ways to demonstrate sets. Parrish 
also has prepared a variety of in- 
formative materials for use at the 
“glinics. These include slides, book- 
x sound films, scripts and car- 
as 


The company began planning the 
PFOcram last October under the 
G@ifection of H. G. Baker, v.p. in 
charge of RCA’s home instrument 
department. “Television shoppers 
aré becoming more discrimina- 
ting,’ Mr. Baker explained. “They 
ha¥e become interested in what's 
beRind the picture screen. They 
‘te to know about the extra fea- 
tutes.” 

he training program will help 
Gé@@ler salesmen tell customers 


e stories. In addition, it is 
xi that the program also will 
reduce turnover in sales per- 


SoOfne!l. As part of the program, 
thé company is offering more than 
$56,000 in prizes to participating 
dealers and salesmen 


Halott Buys KCRT 

Harvey H. Halott of New York 
hag bought KCRT, Trinidad, Colo., 
fram Bert Coyleand and Mel 
Co®per, subject to approval by the 
Pederal Communications Commis- 
sion 


Perhaps, 

FRANKLIN BELL, 

Peter Piper did pick 

a peck of pickled 
peppers — 

but we're betting it was a jan 
of Heinz pickles. 


And if Peter and his pretty 
spouse Pauline purchased the 
in Cincinnati, they 
probably perused the pages of 
the Times-Star, put “pickles” 


pickles 


on their shopping list, and 
picked Heinz from the shelf 
pronto. Pretty prudent pur- 


chase! 


For two reasons, we believe 
(1) Pete and Pauline know a 
good product; (2) they read 
Heinz ads in the Times-Star. 
Heinz and hundreds of other 
food firms place more adver- 
tising in the Times-Star than 
in any other Cincinnati daily 


Keystone to Watt Advertising 
Keystone Products Co., Union 
City, N. J., manufacturer of cus- 
tom-built and special-purpose 
transformers, has appointed W. H. 
Watt Advertising, Upper Darby, 
Pa., to handle its advertising, pub- 
lic relations and convention and 
exhibit programs. Trade publica- 
tions will be used. Previously, the 
company did no advertising. 


Walther-Boland Moves 
Walther-Boland Associates has 

moved to larger quarters at 301 

Broadway, San Francisco 3. 


| Goodrich Boosts Isenburg 


Orville E. Isenburg, formerly 
field sales manager tor plastic 
materials of B. F. Goodrich Co., 
has been appointed international 
sales manager of B. F. Goodrich 
Chemical Co., succeeding James C. 
Richards, recently elected a v.p. 


Hudson Joins Nash Motors 

M. L. Hudson, formerly export 
manager of Federal Motor Truck 
Co., Detroit, has been appointed 
assistant sales manager of Nash 
Motors export division, Nash-Kel- 
vinator Corp., Detroit. 


Advertising Age, February 11, 1952 


Cook Co. Switches Agency 

H. C. Cook Co., Ansonia, Conn., 
manufacturer of nail clippers, 
stationery hardware and metal 
novelties, has appointed E. J. Lush 
Inc., New Haven, to direct its ad- 
vertising. Trade publications, dis- 
plays, catalogs and direct mail will 
be used. Claude Schaffner Ad- 
vertising, New Haven, is listed as 
the previous agency. 


Newark Agency Moves 

Mercready, Handy & Van Den- 
burgh has moved to 16-18 Van 
Wagenen St., Newark 4. 


Goodchild to Albert Frank 


Theodore F. Goodchild, formerly 
account executive at Geyer, Newell 
& Ganger, and before that with 
Wm. B. Remington Inc., has joined 
Albert Frank-Guenther Law Inc., 
New York, as head of the agency’s 
industrial advertising department. 


Agency Changes Name 

Moore & Beckham, Greenwich, 
Conn., has changed its name to 
Moore & Co. The change follows 
the resignation of Robert S. Beck- 
ham last Nov. 5. No other per- 
sonnel changes are involved. 


More 


women 


oe out 


and buy 


Woman’s Da 


than 


any other 


magazine 


in the 


world* 
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Erwin, Wasey Gets Palmers 
Erwin, Wasey of Canada, Mont- 
eal, has been appointed to handle 
he advertising promotion for Pal- 
mers Ltd., Montreal. manufacturer 


if cosmetics and beauty aids. R. C. | 


Smith & Son, Toronto, is listed as 
he previous agency. 


Poster Assn. Hikes Rate 

The Poster Advertising Assn. of 
Canada, Toronto, has issued a new 
idvertising rate and data booklet, 
effective on all contracts for post- 
ing beginning July 1. The increase 
in rates is approximately 442%. 


dvertising Age, February 11, 1952 


Cone Outlines Newspaper Co-op Plan 


New York, Feb. 5—Newspapers 
are joining forces with the Ad- 
vertising Council to project public 
service messages. 

Known as the Newspaper Co- 
eperation Plan, it is being sup- 
ported by 67 newspapers through- 
out the country, according to Fair- 
fax M. Cone, president of Foote, 
Cone & Belding and chairman of 
the council. Under the new facility, 
he said, newspapers will contribute 


free space 26 times annually for | 


one-column, 3” ads on a council 
campaign. The ads will run in a 
prominent position in the news- 
papers; and some publishers have 
agreed to allocate front-page space 
to the public service causes. 

Mr. Cone pointed out that the 
volunteer project offers U. S. 
newspapers a new opportunity “to 
crusade in the public interest at 
the national level, and on a regu- 
larly scheduled basis.” 

With the present nucleus of 67 


21 


| dailies, the council will now in-) life, and American Red Cross. 
vite the cooperation of all other| The newspaper plan, Mr. Cone 
U. S. daily papers so that the pro- | said, will match in importance 
ject can get under way in Febru- similar plans already supported by 
ary. The council now conducts 15 other advertising media, namely, 
to 20 major public service cam- | radio, TV, magazines, outdoor and 
paigns every year. It is these that | transportation advertising. 
will be embodied in the Newspaper, The undertaking was proposed 
Cooperation Plan. | by the newspaper directors of the 
council and developed by a special 
® These include blood donation,| committee of council directors, ap- 
better schools, CARE, U. S. defense | pointed by Mr. Cone. 
bonds; forest fire prevention; de- 
fense mobilization; student nurse 
recruitment; religion in American | 


‘Ranger Joe’ Moves 
The “Ranger Joe” western 
series will switch from ABC-TV 


ih ERE Re 


| to CBS-TV, effective March 2, 12 
noon, EST. The 15-minute drama, 
which originates at WCAU-TV, 
Philadelphia, is sponsored by 
Ranger Joe Inc., through Lamb & 
Keen, for its cereals. 


Foster Joins St. Georges 

Mark Foster, formerly with 
Cohen Miller Associates, has 
joined St. Georges & Keyes, Balti- 
more, as account executive and 
Washington representative. 


How can my 


national ¥ 


| 


If your prospects are business- 
men, you can do a broad national 
job along with a deep regional 
job by using The Wall Street 
Journal. 


There are 4 daily printings of 
The Wall Street Journal — in 
New York, Chicago, Dallas 
and San Francisco. Each of 
these is identical with other 
editions except for the added 
impact of useful, specialized 
regional news. 


It's easy to gain extra advan- 
tages for your advertising by 
: using your national copy in these 
: editions, plus different dealer 
names (or other localized mate- 
rial) for greater local value. 


This unusual opportunity de- 
serves your investigation. Call 
or write any Wall Street Journal 
sales office for more information. 
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During 1951 NEWSWEEK moved 
from third to second place among 
all magazines in number of insur- 
ance advertising pages carried. 


For NEWSWEEK this caps a 13- 

year rise in importance as a vehicle 
for life, fire, casualty and other insurance 
advertising. A chief reason is: 


NEWSWEEK’s 800,000-plus circulation 
delivers more $5,000-and-over-income 
families...per advertising dollar...than 
any other magazine. 


And that’s why NEWSWEEK offers the best 
insurance for the performance of your adver- 
tising dollars in these days of high advertising 
costs, hard-pressed average family incomes. 


ALL THESE INSURANCE COMPANIES 
ADVERTISE IN NEWSWEEK 


(SURANCE COMPANY of REW YORE 


Motnal THE MUTUAL LIFE 
of Boston 


The 
NORTHWESTERN MUTUAL | 
Company 


The Travelers 


ALL FORMS OF INSURANCE AND SURETY BONDS 
| AMICO | The PRUDENTIAL 
INSURANCE COMPANY OF AMERICA 


SUN LIFE ASSURANCE COMPANY OF CANADA BS 


Insurance Company 
VERMONT AMERICA 


Metropolitan Life =) 
Insurance Company «THE HOME*« 
(Susumance Company 


BS 
AMERICAN MUTUAL Hardware Mutuals 


| HARTFORD Fire insurance Co. 
& APPILIATES 


JOHNSON & HIGGINS NEW YORK LIFE 
INSURANCE BROKERS — avensce spsusrens INSURANCE COMPANY 
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Barnes Launches Agency 
Albert J. Barnes has established 

an advertising agency under his 

name in the Union Life Bldg., 


Little Rock, Ark. 


COUPON 
THE WEST 


AT LOW COST 


| SEE PAGE 73 & 


(Advertisement) 


Hal Short Adds 2 Accounts 

Hal Short & Co., Portland, Ore., 
has been appointed to direct ad- 
vertising and promotion for the 
annual Portland Home Show to be 
held April 18-27. The agency also 
has been appointed to handle ad- 
vertising and promotion for the 
Eisenhower for Oregon Committee 
in the coming campaign. 


Two Agencies Join Four A's 

Bozell & Jacobs, Omaha, and 
Ross Advertising, St. Louis, have 
been electec to membership in the 
American Assn. of Advertising 
Agencies. 


Charles C. Flarida Moves 

Charles C. Flarida Jr. Inc., mar- 
keting research, has moved to 
larger quarters at 415 Lexington 
Ave., New York. 


/ume was $67,000. In 1951 


Advertising Age, February 11, 1952 


Spokane Hardware Store, for $32 a Week 
in Radio, Has Doubled Sales in One Year 


SPOKANE, Feb. 5—A one-minute 
spot a day, five days a week, over 
KGA here, has doubled the busi- 
ness of Burchett & Haggard, mer- 
chandise, hardware and building 
material dealer. 

In 1950, the firm’s business vol- 
it did 
better than $134,000. 

In addition, the firm, still dazed 
by its quick rise, has been awarded 
the distributorship of Lepick 
heaters for Washington and Idaho 
and may get another state soon. 
And the cost for the radio time is 
only $32 a week. 

When Del Cody of KGA, Spo- 
kane’s 50,000-watt outlet for ABC, 


went to see Burchett & Haggard 
about radio advertising he was 
given a cold response. 

“We were reluctant at first, 
says James Burchett. “We thought 
$32 a week too much to spend.” 

But he and Everett Haggard 
finally agreed to give radio a short 
trial. The results were sensational. 
From all over the Northwest, peo- 
ple wrote asking for literature on 
Lepick heaters. In many cases they 
sent in their money for the heaters, 
sight unseen. Burchett & Haggard 
(they have recently taken in a 
partner—George Charter) have 
sold heaters as far away as Duluth, 
Minn. 


” 


| 


Lynn Akeman, Miami, Mo., first place win- 

ner of the 1951 

Corn contest, also placed first in 1949 with 
140 bushels per acre. 


Missouri Farmers Assn. 


“Missouri Ruralist keeps me posted on the latest 
developments in farming. And it’s not in general 
terms about the whole country or a region—these 
facts apply to my state, my county and my farm! 


“These are money-making facts—ideas that I can 
put to work on my land. I know from experience 
that I can trust this information. It works!” Other 
Missouri farmers agree. Missouri Ruralist articles 
give them timely, practical ideas that help “up” 
production—and put more money in their pockets 
at the end of the season! 


Missouri is a BILLION Dollar Farm Market — 
Missouri is the nation’s 7th largest corn producer 
with 132,022,000 bushels of corn grown in 1951. 


THE 


mately a decade! 


LYNN AKEMAN, 


a Missouri Corn Champion, 
After Growing 
143.6 Bushels Per Acre 


in Saline County 


says About 


RURALIST, 


“AN INSPIRATION FOR BETTER FARMING!” 


From its crops and livestock there’s a total farm 
income averaging around one billion dollars a year 
—and Missouri has been in that small but select 
group known as “billion dollar states” for approxi- 


Trust in Missouri Ruralist Sells merchandise FOR 
YOU— Missouri Ruralist is the trusted friend of 
Missouri’s farmers and their families. 
torial columns zgive them the near-to-home news 
and practical farming help they want. Your adver- 


The edi- 


tisement next to these trusted editorial columns can 


win you the same friendly support. That’s why you 
need Missouri Ruralist to sell this vast farm mar- 
ket. Write for complete information today. 


Missouri Ruralist 


Business Office, Topeka, Kansas 


Published by 
CAPPER PUBLICATIONS 


The radio advertising, all done 
by Del Cody, is unique in that 
very little straight commercial ma- 
terial is used. The spots are in- 
formal, breezy, slangy and are 


|often recorded ad-lib. “It’s 
| straight, pure, downright, low- 
down corn,” says Del Cody. 

je “The advertising,” continues 


Cody, “is negative, if anything. We 
poke more fun at the owners than 
anything else. When we haven't 
| anything in particular to say about 
|the stuff they’re selling, we say, 
‘You might as well patronize Bur- 
|chett and Haggard as anybody 
| else. You stand a better chance of 
| getting gypped there than any 
| place in town.’” 

Mr. Burchett is referred to as 
“Diamond Jim,” Haggard as “hag- 
|gardy old man Haggard” and 
Charter as “Fatso.” 

“We build crazy antics around 
the products,” says Mr. Charter. 
|“Once, when we had a special on 
hoses, we told the folks on the ra- 
|dio that Old Man Haggard had 
stuck his head up through the hose 
'and through the nozzle. When we 
were advertising a deep freezer we 
| told the folks Diamond Jim tripped 
| into the freezer as he was carrying 
| some milk. I shut the door on him. 
| When I finally let him out, the 
| milk had turned to ice cream. We 
|had a sprinkler we told the folks 
| was so powerful that it shot me 
in the air and kept me suspended 
there. When Del advertises snow 
| shovels he tells the men they can 
| get better callouses on our shovel 
handles than any in town. The 
| only thing we don’t make fun of 
|is the Lepick heater. We just are 
| real modest about it and don’t say 
|; nothin’ but it’s the greatest inven- 
| tion since fire.” 


le When Cody first started his ra- 
| dio advertising for Burchett & 
Haggard, he was surprised to find 
men and women from Spokane 
and Inland Empire corralling him 
in the studio and asking, “Why do 
you treat those poor men like that? 
Aren’t you ashamed of yourself? 
| What'd they ever do to you?” 
Now he takes it in stride. He 
| finds that more people who laugh 
| or weep over the three “poor men” 
|wind up doing some _ shopping 
| there. 
| As for the firm’s attitude, Mr. 
Charter says emphatically: “We 
wouldn’t go off the radio if we 
|had to go into smaller quarters. 
Our increase in business is due 
| entirely to radio advertising.” 


Jules Lennard Joins Mogul 

Jules Lennard has joined Emil 
| Mogul Co., New York, in the new- 
| ly created position of director of 
merchandising and marketing, to 
coordinate the agency’s increased 
activity in the package goods field. 
He was formerly with Block Drug 
Co., Jersey City, as sales promo- 
tion manager, and more recently 
| product manager for several Block 
| items. 


| Designers Elect Pike 

Stewart Pike of Philadelphia has 
been elected president of the In- 
| dustrial Designers Institute, suc- 
|ceeding Paul MacAlister of Chi- 
|'cago. Other officers elected in- 
clude: Robert L. Gruen, New 
York, v.p.; Henry Hagert, Phila- 
delphia, secretary, and Kurt Ver- 
sen, Englewood, N. J., treasurer. 


|xuRA Promotes Alagood 

Oscar Alagood, formerly promo- 
|tion manager of KLRA, Little 
| Rock, Ark., has been promoted to 
local sales manager of the sta- 
tion. Succeeding him is Bob Hicks, 
who moves up from merchandising 
supervisor and assistant promo- 
tion manager. 


‘American’ Sets Boost 

American Magazine will in- 
crease its advertising rates about 
6% effective with the July, 1952, 
issue. Mounting costs of produc- 
tion, materials and distribution 
were cited for the increase. 
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No other network...no other medium... gives you the mass coverage of the 
rich, fast-growing West delivered by NBC Western Network ! 


How do you reach the most people... for the least money... in the fabulous Pacific Coast market? 
There’s just one answer: buying radio time on the NBC Western Network. Yes, costs per 
thousand on NBC Western Network are lower than for any network serving this great market! 
And the most recent figures prove that—day or night —your advertising message on NBC 
Western Network reaches more radio homes than are reached by any other network. 
Sell your product or service to the fast-growing, fast-buying millions in the West over the 
NBC Western Network. For complete details, consult your nearest NBC Sales Office today. 

Ae WESTERN NETWORK 
NATIONAL BROADCASTING COMPANY 


A Division of Radio Corporation of America 
HOLLYWOOD - SAN FRANCISCO + CHICAGO + NEW YORK 
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Ray-Hirsch Adds Rosenholz Simpson Joins ‘Herald’ 


Ray-Hirsch, New York, has béen William Simpson, formerly with 
appointed to handle advertising W. T. Grant Stores in Connecticut, 
for the men’s wear division of J. has joined the advertising staff of 
Rosenholz Inc., New York, manu- the Herald, Manchester, Conn., 
facturer of Rosewood fabrics. evening paper. 
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AD VER TIS ER 


Using VER-TIS for Dealerships! 
THe AD-VER-TIS-ER, INC... FORT WAYNE, INDIANA 


Resigns From Lithofold 


Vonne V. Circele has resigned as 
special sales representative for 
American Lithofold Corp. to be- 
come sales manager for the new 
New York office of Forms Co., 
business machine forms manufac- 
turer. 


Sorrell to Sweeney & James 


Jack Sorrell, formerly advertis- 
ing manager of Lamson & Sessions 
Co., Cleveland, has dissolved his 
own year-old agency to become an 
account executive with Sweeney 
& James, Cleveland. 


Denman & Baker Names Krohl 

Raymond W. Krohl, formerly 
assistant production manager of 
MacManus, John & Adams, De- 
troit, has been appointed produc- 
tion manager of Denman & Baker, 
Detroit agency. 


Advertising Age, February 11, 1952 


Salesmanship, Not Cut Prices, Is Appliance 
Merchandising Key, Hotpoint Tells Dealers 


Cuicaco, Feb. 6—“Cut prices, 
fantastic premiums, exorbitant 
trade-in allowances and the like” 
are only temporary business stimu- 
lants, “They’re tremendously cost- 
ly, they’re habit forming and the 
need for increased dosages con- 
tinues until they finally result in 
ruination.” 

These statements are contained 
in a letter to all Hotpoint dealers 


. from Edward R. Taylor, Hotpoint 


v.p. in charge of marketing. Its 
purpose is to preface Hotpoint’s 
spring selling activities and to 
point out that the answer to de- 
veloping sound appliance mer- 
chandising “is not in going the 
price route, but in salesmanship.” 


of eee FH 49 
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sistently good ratings in the other time segments.** 


CBS Affiliate . 


Mrs. M. E. Megargee, President 
910 KC 


JOHN BLAIR & COMPANY > 


. 1000 Watts Day . 


you have the time 


bonus 


When you buy time on WGBI, you get a preponderance of the Scranton market (61.1% 
in the morning, 53.6°% in the afternoon, 71.6% in the evening)*... plus a very neat slice of 
the Wilkes-Barre-Hazleton audience. Actually, WGBI has a larger percentage of Wilkes-Barre- 
Hazleton listeners than any other radio station in the 1:00 to 2:00 p.m. period, and has excep- 
tionally high Wilkes-Barre-Hazleton ratings between 10:00 a.m. and 12:30 p.m. and con- 


Although WGBI heads all CBS stations in the morning, afternoon and evening... 
5 although WGBL is by far the favorite station among Scranton- Wilkes-Barre’s 694,000 people . . . 
fa, although WGBI offers an impressive bonus in Wilkes-Barre-Hazleton . .. still, time costs are 
low. Low enough, in fact, to make it worth your while to call your John Blair man today! 


*Figures from Scranton Hooper Radio Audience Index, March-April 1951. 
**Figures from the Pulse of Wilkes-Barre-Hazleton, November 12-16, 1951; 7 a.m. to 7 p.m. 


: WGBI 


George D. Coleman, General Manager 


500 Watts Night 


NATIONAL REPRESENTATIVES 


In reviewing the growth of the 
appliance industry to the point 
where it is the second largest con- 
sumer durable goods business, Mr. 
Taylor said business indicators 
show this growth will continue. 
However, he warned, this growth 
could be endangered by “special 
deal” merchandising on some ap- 
pliances that influence prices on 
all appliances, with dealer profits 
suffering as a result. 


@ Despite many encouraging busi- 
ness indicators, he said, the ap- 
pliance business is being jeopard- 
ized by the “deal artists who be- 
lieve that the selling job can be 
|done simply by manipulating 
prices and reducing margins.” This 
practice represents the greatest 
hazard in the industry today, he 
added, and it. undermines the en- 
tire structure of the appliance 
business by completely destroying 
standards of value. 


‘Bardahl Schedules 
Magazine Drive for 
Its Oil Additive 


SEATTLE, Feb. 7—The largest 
national advertising campaign yet 
undertaken for Bardahl, oil addi- 
tive, opened last week in The Sat- 
urday Evening Post with a full 
page in two colors. Similar color 
ads will appear in Collier’s, Coro- 
net, Life and Speed Age. 

The new series is based on car- 
toons which point up the advan- 
tages of adding Bardahl to motor 
oil for extra lubrication. Special 
cartoons for reaching oil handlers 
are prepared for trade ads in Su- 
per Service Station. 

Radio and television will be 
used on a cooperative basis. 

The product is produced by Bar- 
dah] Manufacturing Corp., Seattle. 
Blending distributors are located 
| in St. Louis, Boston, Vancouver, 
|Montreal and Mexico City. 

The Wallace Mackay Co., Seat- 
jtle, handles the account. 


Aslesen Buys Mahr-Bufton 
Aslesen Co., Minneapolis, has 
| purchased all the properties and 
| interests of Mahr-Bufton Co., 
| Minneapolis, maker of baby car- 
|riages, tractor hoods and restau- 
rant tables and chairs. Purchase 
includes Glamahr Products Co. 
land Patent Holding Co. of South 
| Dakota. F. Clifford Estey, for- 
|merly sales manager of Char- 
| Lynn Co., Minneapolis, has been 
|appointed executive v.p. of the 
company. 


Court Appoints W. B. Ross 

William B. Ross of W. B. Ross 
& Associates, Los Angeles adver- 
tising and public relations agency, 
has been appointed federal court 
trustee to handle the operation and 
management of the stations and 
properties of Broadcasting Corp. 
of America. The court instructed 
him to operate the business on a 
cash basis and to work out a plan 
to pay off creditors. 


Pennington Heads Merrick 

R. B. Pennington Jr., formerly 
manager of the offset division of 
A. S. Gilman Inc., has been ap- 
pointed v.p. and general manager 
of Merrick Lithograph Co., newly 
organized Cleveland company spe- 
cializing in multi-colored displays, 
packaging and advertising ma- 
terial. The company is located at 
2165 Lakeside Ave. 


Brokerage Appoints F&S&R 

Fuller & Smith & Ross, Cleve- 
land, has been appointed to han- 
dle advertising and publicity for 
the opening of Baxter & Williams 
Co., Cleveland’s newest stock brok- 
erage firm. 


Saxe Leaves Bertha Bannan 

Gertrude Saxe has_ resigned 
from Bertha Bannan, Boston ra- 
dio representative, and moved to 
Dallas. 
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THE BANKS OF COLORADO = = 

Oly da SAME sat gu howe 4: SANES APO / 


BANKERS’ STORY—This ad is the first 
in a series being run in more than 30 Col- 
orado newspapers by the Colorado Bank- 
ers Assn. to acquaint the public with 
the difference between savings accounts 
in banks and those in savings and loan 
associations. Hal Nieman Associates, Den- 
ver, is the agency. 


Philco ‘52 Magazine 
Use Increased 20% 


PHILADELPHIA, Feb. 5—Philco 
Corp. will utilize an equivalent of 
137 full pages of magazine adver- 
tising in 1952 to promote its prod- 
ucts. This is about 20% over the 
amount of magazine space the 
company used in 1951. 

The company also has decided 
to use, in addition to more inser- 
tions, reverse b&w pages and four- 
color bleeds for the first time since 
1941. 

Purpose of this expansion and 
the change in ad designs, John 
Gilligan, v.p. in charge of Philco 
advertising, told ADVERTISING AGE, 
is to provide a greater impact on 
the consumer and to do that more 
frequently and with more reader 
interest. 

The magazine schedule for 1952 
will revolve chiefly around Col- 
lier’s, Life, Look and The Saturday 
Evening Post, he said. 


@ The magazine advertising will 
be used for consistent impact fol- 
lowing an initial newspaper drive 
in key markets. The new television 
drive began in 36 markets on Jan. 
22 with spreads and then with full 
pages in other TV areas. This 
newspaper drive, to be supported 
by the “Philco Playhouse” every 
other week on NBC-TV, continues 
for four weeks. Following that, 
Philco will begin a campaign for 
its refrigerators in newspapers, 
magazines and via “Breakfast 
Club” on th ABC radio network. 

Hutchins Advertising Co. han- 
dles the Philco account. 


Bourjois Elects Two V. P.s 

Bourjois Inc., New York, has 
elected E. Raymond Johnson, sales 
manager, and Frank P. Yates, on 
the sales staff, as v.p.s of Bourjois 
and Barbara Gould Inc. Both men 
have been with the company for 
more than 30 years. 


WARL Names Representative 

WARL, Arlington, Va., has ap- 
pointed National Time Sales as its 
national representative. The inde- 
pendent radio station operates on 
1,000 watts. 


COUPON 
THE WEST 


AT LOW COST 
IN JUNE 


| SEE PAGE 73 | 


(Advertisement) 
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| Teletone Claims Bankruptcy 


Teletone Radio Corp., Elizabeth, 
N. J., has filed a bankruptcy peti- 


| tion in U. S. district court, New 


York. The company lists liabilities 


| of $2,136,997, which includes fed- 


eral taxes of $1,253,644 and unse- 
cured claims of $810,512, and 
claims assets of $3,809,306. Tele- 
tone proposes to reduce its un- 
secured claims by 50% 
settlement of 10% annually, be- 
ginning one year after confirma- 
tion of the proposed settlement. 


| Saber Joins Ray Austrian 


and a. 


Vita-Var Appoints Hewitt 

Vita-Var Corp., Newark, paint’ 
and varnish manufacturer, has ap- 
pointed Hewitt, Ogilvy, Benson & 
Mather, New York, to handle its 


advertising. The company former- 
ly placed its advertising direct. Easel or Wall hanger styles. Made of steel in any 
color Boked Enamel or Laquer. 

Also adaptable to trucks and taxicabs 

THE YARDER MANUFACTURING CO. 


Lester Saber, formerly with 
816 PHILLIPS AVE. TOLEDO 12, OHIO 


Getschal & Richard, New York, 


= for point-of-sale material or advertising messages. ~~ 


has joined Ray Austrian & Associ- 
ates, New York, as_ production 


| Manager. 


Hi OW MAN sportsmen 


do you get for each 


129 of advertising? 


Based on ABC, full page, black and white 


...pplus @ substantial bonus Der issue / 


Hunting & Fishing Magazine advertising rates are based on 850,000 A.B.c. guarantee. 

This is the /argest circulation of any magazine in the sportsmen’s market at the lowest 

cost per thousand. Experienced advertisers in this specialized field have proven for them- 
selves the pulling power of this leading magazine in the 5 billion dollar sportsmen’s mar- 
ket. Prove for yourself that the new Hunting & Fishing is by every measurement the most 
powerful advertising medium of its kind now being offered to American advertisers! 


GET THE FACTS 
AND YOU'LL BUY 


CHICAGO * 612 N. Michigan Ave. » SU 7-1585 
NEW YORK * 55 W. 42nd St. © CH 43740 


SAN FRANCISCO + 57 Post St. * SU 1.5568 
LOS ANGELES * 2330 W. Third St. + DU 7-4388 


Se vamiat ween? Jaeee. nied 


a TT 7 a 
uf _ i 
ea ——— 
oe. REMOVAL vise 
ot } SLOT . 
| AT TOP nee 
7 a s 
: a 
de veo 
3 oY aa 
kanes 
2 Sedge 2 
| HUNTING a 
pr ING L- 
ee ae Ewe “5 ERIS: oles Te JS on 
: ai A Eat .. gqaeee oe OTe baa 
a e 133 ; Z 4 : 4 ; a : 
(oleae. oa < Pha 
perce a , J 5 = : A \ eae 
ie ‘ ‘ x » : % i 
a ‘_ : Sp 
Bs ' em ’ ie os on 
, < 
: 3: } —_ . : to 
aM ea 1SHING | amie “1 2 
x j _\¥Z 19050009) & en sce RS eS 
sy Beer ees wim ouTeOOs ‘ eS 
| EEE coment wi Oe ae 
% : s be \ P _ 7 7 a : ea? 
ma. > (sa re a. 
2 a ude _- TS ae 
x ean 
oo ote ; ) is . . ; 3 


V>*s 


, Or. 


MA 
19a 


money talks too 


Pocket | 


SR a Ohl kg + s a8, = ae ae Sp 2 ie Rg REM CE nee ok evel ce, fo ae rey tae aes Te a: eta oe came ne Ty 
y aged ‘ ae a ny) Ee 3 eee <a ee ee Pee. Se Eee ee a ie = a aes 
Be Vasc eas wie ghd rs ae ord. ; : ; : : Leer 
a a Se 
: = 

P ee 
T= 

; ae 
} ae 
+4 " 4 
: p ae 

= a 
Shr ae yy H 
; Sar S = Uv y ' ) i} } ' i 
' — 3 icles at Ai / } 4 
; a / / Hi ec 
' Ss 7 ” , Y. — 

ala a \ \ va -¢ Pi 

| \ oe 

= A . or Sa aoe. 
a5 aN ‘a ca 
a = i nee 

s \ , as 
re CG) ‘ Beating 
m6 | \ ee 
Sao Ss ' i es, 

> it ee 
. N\ j 1 \ | eae 
i SN / ss 

: \ oe 
Ry N ~ he 
oo. S Beal 
_, :\. 
® ® ee 
ey — eee 
aq ; eae 
_/ : a 
ing } | q oe 
ag f = ’ 7 : 
ok oy) a 
. : = 
4 2 5 
} ° f 4 a 
_—) . ee 
cn 4 ! a ' ee 
a ee 
ee ge 
me } : ee 
iy f % me: 
— i 3 Ba 

— ; Ff . Eee 
“2 | ~ 3 } i 
a : ‘ —a \ ae 
5 Ry Le % "7 ; ‘ . 

ae . x & ° J oe 
ps . Baw A ae 
i€ ane ~ ‘~ : es 
us "oe, | ; 
hy % Bs ae 
seas 2 ~~ RP: 1 aie * 
ie: “ican” 
gn ae 
is Cp up = 

z ( ; ie 
ie : ‘ ge OV ers see 


faite 


Ai you ask of the cash that you carry is to carry you through the day... 


But on CBS Radio, the pocket money of the average businessman ($30.15*) can do 
much more. If delivers advertising to 27,400 actual listeners—8,400 more than 


on any other network. (Based on average CBS Radio program, NRI, Noy. 4-10, 1951.) 


Among costs of doing business today, the low cost of radio is in a column by itself... 


and among networks, so is the low cost of CBS Radio. 


The cost-per-thousand listeners on CBS Radio — $1.10 — is 30% less than on 
any other network. And whether you compare it with Medium ‘*B”’ (a certain daily ) 


or Medium ‘*C”’ (a certain weekly) or with any other through Medium **Z*’— 


CBS Radio delivers more circulation for the money and more advertising atiention. 


Let your advertising talk where your customers listen most—on 


The CBS Radio Network 


w According to a survey of 16,000 businessmen 
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$587,330,000 RETAIL SALES, 1950, 


in the FABULOUS SOUTHWEST 


162,400,000 Total sales, 1940 
$424,930,000 GAIN—A 262% INCREASE* 


Cover this rich market — the FABULOUS 
SOUTHWEST —through The El Paso Times 
a and El Paso Herald-Post. Two separate 
. newspapers -—— 27c a line buys both! 


May 10, 195! 


*Sales Management's ‘Survey of Buying Power,"’ 
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El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 


EVENING 
Che Zl Paso Times 
AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


Represented nationally by Scripps-Howard Genera! 
Advertising Department and Texas Deoily Press League. 
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Sen. Brewster Asks Liquor Industry 
To Make a ‘Pact’ with Congress 


WASHINGTON, Feb. 6—Sen. Owen 
Brewster (R., Me.) suggested to- 
day that legislation to keep dis-| 
tilled spirits ads off the air 
(S. 2444) could be shelved if the 
Distilled Spirits Institute would 
enter into a “pact to give Congress | 
a year’s notice before changing} 
existing resolutions which keep 
member companies out of radio} 
and TV 

“If we could be sure of a year 
before you change your policy on 
| this subject, then Congress would 
have ample time to take up the 
| problem and determine whether it | 
| wanted to adopt legislation on the 
| subject,” Sen. Brewster told Ed- 
ward F. O’Brien, chairman of 
DSI’s advertising committee. 


s Earlier, Sen. Edwin C. Johnson 
(D., Colo.), chairman of the com- 


home of the ‘yellow pages.’ 


Telephone Business Office. 


He’s the National Trade Mark Service 
representative of the Telephone Company. 
And he’s carrying the Telephone Directory, 


Here’s what he’s ready to do for you. First, show 
you how National Trade Mark Service will link you 
more tightly to your authorized dealers. Second, show 
vou how National Trade Mark Service can be custom 
tailored to give your national advertising — magazine. 
newspaper, radio, TV, ete.—maximum pulling power in 
markets anywhere in the United States. 

Why not call the Directory Representative today and 
have him show you how easy it is to reach prospects. 


You can reach him through your local 


mittee and sponsor of the bill, 
asked whether Mr. O’Brien could 
assure the committee that liquor 
would still be off the air ten years 
from now, or even five years from 
now. 

Mr. O’Brien said the institute’s 
attitude toward radio and TV was 
based on its estimate of public ac- 
ceptance of its message. He said 
there was no way to know whether 
the public might not be receptive 
to distilled spirits broadcasts be- 
fore the ten years or five years 
ended. 

Earlier, Sen. Johnson denied 
that the bill was “a bogey man” 
dealing with something which 
doesn't exist. 


8 In a sharp exchange with Clin- 
ton M. Hester, Washington counse] 
of the U. S. Brewers Foundation, he 
insisted the bill was designed to 
“help distillers and broadcasters 
enforce their code.” 

Contending that many stations 
may be desperate for revenue in 
the near future, Sen. Johnson said 
he feels some distillers already 
have plans to break into radio and 
TV, and that he understands 211 
stations and two networks have 
already indicated their willingness 
to accept liquor programs. 

“Once one company breaks in, 
others will have to follow for their 


own protection,” Sen. Johnson 
said. 
“IT have discovered that you 


can't wait until the horse is out 
of the barn. After millions of 
dollars are being poured into 
radio and TV by distillers, it will 
be impossible to get legislation 
through.” 


@ As Mr. O'Brien indicated in- 
terest in the pact proposed by 
Sen. Brewster, and suggested that 
he consult DSI members, Sen. 
Johnson asked for assurance that 
a pact binding DSI would be suf- 
ficient to keep the industry off 
the air. 

“If the 15% of the industry 
which is outside DSI goes on the 
air, won’t your members have to 
follow their lead?” he asked. Mr. 
O’Brien expressed confidence that 
DSI would be able to speak for 
the industry. 

“If everyone has followed our 
lead for the good of the industry 
during the past 17 years, why 
shouldn’t they stick with us in 
the future?” he argued. 

Including a long list of labor 
leaders and spokesmen for adver- 
tising and media groups, foes of 
the liquor advertising bill mustered 
50 witnesses for the rebuttal ses- 
sion this week. Earlier, Drys, lead 
by Bishop Wilbur E. Hammaker 
of the Board of Temperance of 
the Methodist church, paraded 35 
witnesses before the committee. 


® In his first appearance before 
a congressional committee since 
accepting the presidency last sum- 
mer, Harold Fellows of the Na- 
tional Assn. of Radio & Television 
Broadcasters said the proposed 
legislation is the wrong approach 
to the control of distilled spirits 
ads 

Asserting that voluntary self 
regulation on the part of broad- 
casters is the “sound and effective” 
way of keeping liquor off the air, 
he said “there was not the slightest 
aspect of controversy” on this 
point when NARTB wrote its TV 
code last fall. 

“No mass meeting had to be 
called to deliberate the point; no 
arguments had to be held over the 
heads of unbelievers. It was an 
accepted fact. . distilled spirits ad- 
vertising could not be accepted by 
television operators.” 

Several beverage and advertis- 
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for a Long Time 
(An Open Letter to Donald |. Roth) 


Dee Der 
We here been competitors lo many many ees But mere then 
thet we've been seighbors ond triends. 


We've always felt that the BLACKMAWH was on oulitanding om 


We we contedent the DACKHAWE hes shee: bere un oth 


Smee + ote te gre vow cantomers the best 

The DACKHAWK son easet te Chicege ond te the goed seme 
of the vastewant bnsiness everywhere, We don't mind saying The 
HLACKHAWE 6 an ancellent place to eet.” 


Comey pet 
' 
Merve J Herdag Merwe bie 
3% 
RESTAURANTS RESTAURANT 
— mer Masiethal 
HOUSE 
RESTAURANTS RESTAURANT 
BD Comper 
GiMB ELS CHEZ PAREE 


We’ve Known the Blackhawk | 


Confidence 


Through the years, Chicago's 
7 


remauranm have earned wide 
tame tor the excetience of 

meals they werve No tamnees 

we the world w more dependent 

upon public confidence None 

more richly deserves that confi- 


DON’T BEEF ABOUT THE BEEF—These two ads in Chicago newspapers last week con- 
cern the Great Horsemeat Scandal, although the word “horsemeat” appears nowhere 


in them. At left is an ad by six competitive 


restaurants supporting an unlucky seventh 


—the Blackhawk—which was closed temporarily when horsemeat was allegedly found 
there. At right, the Chicago Restaurant Assn. stresses that its members deserve con- 
fidence. Meanwhile, hamburger sales were poor and the jokes worse. 


ing witnesses warned that legisla- 
tion controlling broadcasts of| 
liquor ads might be a precedent! 
for attack on other media and| 
commodities. } 

“If the proposed legislation is! 
a proper exercise of congressional 
power, you will soon be impor- 
tuned for similar restrictive dis- 
criminatory legislation by those 
minorities who feel that tobacco 
is injurious to health; by those 
minorities who believe coffee is 
harmful to the nerves; by those 
minorities who are opposed to the 
use of medical products in any 
form; and as an extreme possibil- 
ity, you might be pressured by 
vegetarians to prohibit advertise- 
ments for meat,” Mr. O’Brien 
testified. “In fact, there is a min-| 
ority which is opposed to all ad-) 
vertising in any form.” 


® William L. Daley, Washington 
representative of the National Edi- 
torial Assn., said weekly newspa- 
pers were alarmed, even though 
the present bill is aimed ex- 
clusively at competitors, and might 
even divert revenue to printed 
media. “Indifference would not be 
compatible with the historic policy 
of the American press to keep its) 
functioning unfettered and free 
of arbitrary restraints.” 

Pointing out that some adver- 
tising agencies accept liquor ac- 
counts and others do not, Richard 
L. Scheidker testified that the 
American Assn. of Advertising 
Agencies “strongly feels that 
S. 2444 is discriminatory against a 
lawful industry, against advertis- 
ing as a whole, and against partic-| 
ular advertising media; that it} 
would be a dangerous and unwise 
precedent, giving aid and comfort} 
to those groups which seek to ex- 
tend such discriminatory legisla- 
tion.” 

Contending that radio and TV 
programs sponsored by brewers} 


and magazine campaigns signed by | 


the U.S. Brewers Foundation have 
won “the highest awards possible,” 
he said “the American people have 
overwhelmingly accepted the use 
of radio and TV by brewers.” He 
pointed out that brewers’ ads are 
appearing in magazines which are 
widely circulated in rural areas 
“where Dry sentiment is the 
strongest.” 


8 “Distillers have never used radio 
or TV to advertise their products,” 
he said, “and distillers as well as 
radio and television stations have 
been and are observing advertis- 
ing codes under which they do not 
use radio and TV. 

“But the distilling industry is, 
as the Supreme Court has said, as 
legitimate as the cabbage, the can- 
dlestick or the potato industries, 
and under the 21st Amendment has 
a perfect right to use radio and 
TV if it wishes to.” 

Sen. Johnson protested that he 
had legal advice from the legis- 
lative counsel of the committee 
that the ban on liquor broadcasis 
would stand up in court. He con- 
ceded that the broad ban on liquor 
advertising—previously proposed 
in the so-called Capper and Langer 
bills—might have run into Consti- 
tutional difficulties. 


Seiberling Tells Ad Plans 


Seiberling Rubber Co., Akron 
tire manufacturer, outlined 1952 
promotion plans at three one-week 
sales conferences in January and 
announced that ads will be run in 
Country Gentleman, Holiday, Life, 
Pathfinder and The Saturday Eve- 
ning Post. Meldrum & Fewsmith, 
Cleveland, is the agency. 


To Getschal & Richard 


Getschal & Richard, New York, 
has been appointed to handle the 
advertising for Motorola-New 
York, distributor for Motorola 
products in the metropolitan area. 
John Thomas Miller, New York, 
formerly was the agency. 


“CONSUMERS REACHED AND SOLD 


BY SIOUX CITY NEWSPAPERS” 


“Regardless of how good a product or a service may be, 
or how clever or hard hitting advertisements are, volume 
sales cannot result unless enough people are told about that 

product or that service, and are induced to 


| i 


City, lowa. 
"In the retail 


kan Pye we distribute. 


buy it,” says Lew Pardee, vice president of 
Cartan & Jeffrey Co., food broker in Sioux 


area* serviced by our com- 


pany, continues Mr. Pardee, ‘the Sioux 
City Journal and Journal-Tribune newspapers 
are continually reaching and selling con- 
sumers and potential consumers the products 


Results show that Sioux City 


Journal and Journal-Tribune advertising pays off with .. . 


sales.” 


*Sioux City A.B.C. 


Retail Trade Area (49 counties in 


lowa, Nebraska, South Dakota, Minnesota). Popula- 
tion—818,400 "Buy Minded” people. 


(Advertisement) 
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REPRESENTATIVES 
New York — Edward Kruspek, Advertising Moneger, 51 £. 42nd St.. Murrey Hill 7-687! 
Chicege — J. Goldstein, Western Manager, 360 N. Michigan Ave., State 2-6273 
los Angeles—R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg.. Woodward 3-0495 
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25 TV Stations 
Expected to Get 
Delayed TV Okay 


Wasuincton, Feb. 5—The Fed- 
eral Communications Commission 
is expected to move ahead shortly 
to clear up the status of 25 TV 
stations which were put on tempo- 
rary licenses for failing to program 
educational and religious material 

Most of the stations are expected 
to get their renewals following an 
exchange of correspondence in the 
near future clarifying their inten- 
tion to carry educational and re- 
ligious programs 

In announcing that the stations 
were put on temporary licenses, 
FCC staff members conceded that 
in some instances the stations may 
not be properly identifying pro- 
grams which are carried in the 
composite week's log collected by 
FCC each year. In these cases, the 
exchange of correspondence is ex- 
pected to bring out that the sta- 


tions are already carrying educa- | 


tional and religious material. 


s FCC's action in holding up regu- 
lar renewals for the stations was 
the first instance of the commis- 
sion’s questioning of TV program- 
ming practices, and represents a 
warning that the commission will 
‘eer ise closer supervision of TV 


imfhe future 
t the same time the 25 were 
qU@stioned, FCC granted regular 


ramewals to 53 other TV stations 
Big network-owned stations were 
among the TV outlets caught in 
FCC's programming investigation 


West Coast Agencies Merge 
‘and Q. Svane Advertising, 
Francisco, and Gerth-Pacific 
ertising, San Francisco and 
ywood, have consolidated. Ed- 
P. Gerth will head the com- 
d organization 


bs | 


Mec Carney to La Fond 

ead Carney & Co., New York 

Ma@Magement consultant, has ap- 
ted Richard La Fond Adver- 
zg, New York, its agency. 


Tartaglia to Richard-Lewis 

lex Richard Tartaglia has 
be@n appointed assistant to the art 
difector of Richard-Lewis, New 
YoRk agency. 


NAMA Sets Convention Date 
he National Automatic Mer- 
chandising Assn. will hold its an- 
= convention in Chicago, Sept. 
-17 


on the 
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Refer. First. to the 
1952 MARKET DATA & 
DIRECTORY NUMBER 
Industrial Marketing 


| 200 £. MLLINOIS ST. ¢ CHICAGO 11, ILL | 


Goldblatt Promotes Richman 
R. A. Richman, formerly direc- 
tor of sales and publicity, has been 
promoted to the newly created post 
of director of resource relations of 
| Goldblatt Bros., Chicago depart- 
!ment store chain. He will organ- 
lize and help develop definite ad- 
| vertising and selling programs de- 
signed to promote and expand 
resource relations in collaboration 
| with the chain's merchandising 
}and buying divisions. Max Apple- 


|baum, advertising manager, will 
lassume Mr. Richman’s former du- 
ties as well as his own 


Schaefer Promotes Morris 


F. & M. Schaefer Brewing Co., 
Brooklyn, has promoted John T 
Morris from advertising manager 


to director of marketing. John Ne- 
mesh, assistant advertising mana- 
ger, has been promoted to succeed 
Mr. Morris 


F&S&R Adds Three to Staff 

Bruno Skoggard, formerly a free 
lance writer, has joined Fuller & 
Smith & Ross, New York, as an 
associate account executive. David 
Denison, previously with Cunning- 
ham & Walsh, has been appointed 
to the agency’s copy staff, and 
Cairn Ennis, formerly with Down- 
ey & Associates, has become a 
member of F&S&R's production de- 
partment. 


Gardner to Goerl Associates 

Margaret Gardner, writer and 
newspaper correspondent, has 
joined the public relations depart- 
ment of Stephen Goer! Associates, 
New York. 


Sardeau Appoints Wexton 

Sardeau Inc., manufacturer of 
Suspicion perfume, has appointed 
Wexton Co., New York, to handle 
its account. 


Advertising Age, February 11, 1952 


Hyde Joins Laughlin-Wilson 

James L. Hyde Jr., formerly 
manager of the New Orleans office 
of Ruthrauff & Ryan, has been ap- 
pointed v.p. and general manager 
of the New Orleans branch of 
Laughlin-Wilson-Baxter & Per- 
sons, Houston. 


Macwhyte Boosts Wilder 

Macwhyte Co., Kenosha, Wis., 
manufacturer of wire, wire rope 
and aircraft cable, has elected 
George C. Wilder v.p. and assistant 
general manager. Mr. Wilder has 
been assistant to the general man- 
ager since January, 1949. 


Buzzarte Joins Vladimir 

Mrs. Alice H. Buzzarte, formerly 
owner of Advertising Associates, 
Tokyo, Japan, has joined the cre- 
ative and executive staff of Irwin 
Vladimir & Co., New York, export 
advertising agency. 


| Miller Inc. Adds Bucyrus 

Bucyrus Steel Products, Bucyrus, 
O., maker of blades for bulldozers, 
motor graders, snow plows and 
maintainers, has appointed Harry 
M. Miller Inc., Columbus, to direct 
its advertising and promotion ac- 
tivities. Trade publications and di- 
rect mail will be used. 


Doyle Appointed Asst. A. M. 

Geoffery C. Doyle, formerly 
with Robert Conahay & Associates, 
New York, has been appointed as- 
sistant advertising manager for 
Scandinavian Airlines System Inc., 
New York. 


Adam Hat Stores to Hirshon 
Adam Hat Stores Inc., New 
York, has appointed Hirshon-Gar- 
field, New York, to handle all ad- 
vertising of its wholesale, retail 
and agency divisions. Ward Whee- 
lock Co. formerly had the account. 


(His business paper . . . of course) 


More help from ABP. . - available on request 


The Plus of Paid Circulation 


A sound appraisal ...with some historical perspective ...of 
the values that accrue to advertisers in publications that are 
paid for by subscribers, with circulations audited by ABC. 
A straightforward report on a much-discussed question. 


A Guide to Effective Wartime Advertising 

An analysis of the themes, techniques and objectives 
that make business advertising pay off in the present 
partially mobilized economy ... with reproductions of 
many successful advertisements that accomplished im- 
portant aims in business papers of all types, during the 


last war. New edition. 


What Can Business Profitably Do With Its 


Tax Dollars? 


A business economist’s clear analysis of five different 
ways in which today’s profits can be invested for the 
greatest good to the general economy and to your indi- 
vidual business...as a basis for sound decisions on 
fiscal and promotional policy. 


Research Looks at Business Paper Readership 
Have you seen ABP’s color-slide film, based on the ARF 
studies of business paper reading? Write for a showing, 


for your next group meeting. 
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Philip Morris’ 
irritation Ads 
[rritate FTC 


Examiner Rules That 
Hygroscopic Agents 
Don’t Affect Health 


WASHINGTON, Feb. 5—The Feder- | 


al Trade Commission today re- 
ceived a hearing examiner’s report 
which threatens—in some distant 
future—to inflict a body blow on 
Philip Morris in the battle of the 
hygroscopic agents. 
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brands. Within the past two years 
it has issued orders preventing 
Camels, Lucky Strikes and Old 
Golds from claiming that there is 
any significant difference in the 
quality of the tobacco or the 


Pulling together the results of 
nearly ten years of litigation, FTC 
| Hearing Examiner Earl J. Kolb 
' has ruled that hygroscopic agents— 
chemicals which keep cigarets soft, 
pliable and in good smoking con- 
dition—have little or nothing to do 
with smoking irritation. 

Unless his findings are set aside 
within 30 days (Philip Morris has|® In today’s initial decision, Mr. 
already announced it will protest! Kolb held that glycerin, the hygro- 
the decision) Philip Morris would! scopic agent used by most popular 
be prevented from using an array| brands, is not an irritant, in the 
of advertising themes, all keyed, quantities in which it is used in 
to the claim that the special hygro- | cigarets. 
scopic agent in its cigarets is less In addition, he said diethylene 
irritating than that in other brands. | glycol, the special chemical used 

With the completion of the) by Philip Morris, does not render 
Philip Morris case, FTC will have Philip Morris less irritating than 
cleaned up a batch of complaints other leading brands in which 
touching on the most ambitious other hygroscopic agents are used. 
claims of several of the major In reaching his decision, Mr. 


uct. 


| amount of nicotine in their prod-| 


Kolb said a number of tests had} 
been made with specially prepared | 


cigarets, some containing diethy- 
lene glycol, some containing gly- 
cerin, some containing no hygro- 
scopic agent. 

In a statement released in New 
York, Philip Morris Co. charged 
that substantially all the adverse 
testimony given before the exam- 
iner during the hearings was sub- 
sidized by competing tobacco firms 
or by the American Assn. of Soap 
and Glycerine Producers, whose 
product is used by other cigaret 
manufacturers. 

“The examiner in reaching his 
decision did not consider or have 
before him any independent re-| 
search undertaken or supervised) 
by the commission to substantiate | 
the complaint or to support the 


ANY MAN WITH BUSINESS ON HIS MIND puts his 

mind on his business paper. He reads, not just a page or two. . 

Not now and then . . . but regularly. The Best Informed Men in every Field . . . 

whether they buy, merchandise or manage, design or build . 
their business papers, even when time’s their scarcest commodity. 

That stickler-for-accuracy, the Advertising Research Foundation, says 

it’s a fact: four studies* made so far show that ABC circulation figures are a 

mighty accurate index of business paper reading. For every 100 subscribers, 

they found an average of 98 readers of the issues surveyed. And 98% of them 


turn to editorial pages . . . 97% to advertising pages. 


Of course they do! A man’s business paper helps him to solve his day-to- 
day problems . . . to improve his company’s position . . . and his own. He reads 
both the editorial and advertising pages because both talk business —his business. 
The editorial pages prime him with ideas . . . start him planning . . . tell him 
how ... send him to the advertising pages to find the products, materials and 


services he needs. To be thoroughly posted, he reads both! 


That's why the business press can muster so much concentrated buying 
power in such compact and keenly interested audiences. That’s why you can 
sell more of any product . . . at lower cost . .. when you sell in the business press 


first—to the Best Informed Men in your Field. 


*ARF's “Continuing Study of Business Papers” is sponsored by ABP. 
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. but thoroughly. 


. . find time for 


| nificant,” 
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evidence supplied by our commer- 
cial competitors,” Philip Morris 
contended. 


® The firm said it offered in evi- 
dence the results of thousands of 
experiments and tests conducted 
by noted scientists in the leading 
universities, medical schools and 
hospitals of the nation to prove its 
contention. 

Taking issue with the finding 
that the irritation caused by gly- 
cerin in other brands “is not sig- 
Philip Morris insisted 
“the fact of this admittedly irritat- 
ing ingredient in other leading 
brands should be left to the deter- 
mination of the individual smok- 
.” 

In its statement, Philip Morris 
pointed out that the results of ex- 
periments involving its special 
moistening agent had been report- 
ed editorially in scientific journals 
and in Philip Morris advertising 
It stressed the fact that an adver- 
tisement reporting these tests had 
been accepted for publication in 
the Journal of the American Medi- 
cal Assn. and in state medical 
journals. 


@ Mr. Kolb said smoke from all 
cigarets, including Philip Morris, 
is an irritant, depending on the 
tolerance of the individual smoker, 
the frequency and rapidity with 
which cigarets are smoked, the 
length to which they are smoked 
and the extent to which a ar 
inhales. 

In addition to banning the cl 
that Philip Morris is less irritat- 
ing than other brands because ®f 
the use of diethylene glycol, e 
proposed decision forbids t 
themes: 

That studies, surveys and - 
periments made for and finan 
by the Philip Morris Co. to supy 
its advertising claims were c 
ducted by distinguished doctors 
the sole benefit of their professi 

That the superiority of Ph 
Morris is recognized by emin 
medical authorities. 

That Philip Morris cigarets ca 


that area 
brands. 

The complaint in the case 
issued Aug. 5, 1942. 


Valz to Sutherland-Abbott 


Dino G. Valz has been appoin 
media director of Sutherland- 
bott, Boston. 


A-D-V-E-R-1-I-E-S 


(Trade Mark) 
MAKE EXCELLENT 


BUSINESS 
PROMOTIONS 


That's the verdict of many 
outstanding concerns (foods, 
feeds, industrial, beverages, 
™ insurance, etc.) who have 
proved they are ‘‘tops’’ for 
Good Will building at. con- 
ventions, sales meetings, 
product promotion, anni- 
versaries, salesman iden- 
tification, merchandise 
shows etc “Adver- 
Ties’ are Smart and 
Individual Ambassadors 
to tell your “‘best’’ ad 
vertising story in a 


More than $7 million will be spent this year for almost 2 million subscriptions 


to the 116 ABC-audited publications that are members of ABP .. . 


proving again the importance of the leading papers in every field to the business 
men who need and read them. These ABP publications work actively to keep 


readership high . . . take part in cooperative programs to improve their 


service-to-the-readers . . . join in constructive projects that make the business 


press an increasingly effective advertising force. Always look for the 
ABP-ABC symbols when you build your list. 


THE ASSOCIATED BUSINESS PUBLICATIONS 
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Founded 1916 
East 42nd Street, New York 17, N. Y. * MUrray Hill 6-4980 


refined and subtle 
manner... . 


MADE SPECIAL 
TO ORDER 


“Adver-Ties" are 
NOT stock ties, but 
made individual to 
requirements de- 
signed with illus- 
tration of product, 


Ties’ are pro- 
duced under ex- 
Clusive patent 
made of highest 
quality material 
and hand-tall- 
ored by ‘‘tie ex- 
perts with 32 
years experience 
QUANTITY LOTS 
SUPPLIED at nom- 
inal cost State 


prices will be promptiy 


sent... ALSO REGULAR TIES—large 
assortment. Ties individually packaged 
and labeled. 


AMERICAN NECKWEAR MFG. cod 
(Dept. AA) Phone WEbster 9.7592 
320 So. Fronklin $t., Chicage 6, lilineis 
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California Fruit Growers Exchange Sued 


For $2,400,000 in Anti-Trust Lawsuit 


Los ANGELES, Feb. 5—Violation 
of federal and state anti-trust laws 
has been charged against the 
California Fruit Growers Ex- 
change, owner of the Sunkist label, 
and its subsidiaries, in a_ suit 


BANNER-FLY (4) 


@ NITE NEON-FLYING 
© SKY- BROADCASTING 


AMERICAN SKY ADVERTISING CO. 


333 NO. MICHIGAN AVE” NEW YORK OFFICE 
CHICAGO FU ILLINOIS 224 EAST 38TH ST 
PHONE $1 2.7487 ° MU 77-6477 


$2,400,000 filed in federal 
Winckler & Smith 
Anaheim, Cal. 


for 
court here by 
Products Co., 


The suit charges that the ex- 
change and its subsidiaries, Ex- 
change Orange Products Co. and 
Exchange Lemon Products Co., 
dominate and control the citrus 
fruit industry in California and 
Arizona, and constitute a mono. 
poly. The plaintiff alleges that the 


Sunkist companies conspired to 
drive competitors from the canned 
citrus juice market by cutting off 
the necessary supply of fruit. 


434 S$. Wabash Avenve 
Chicege 5, lilinols 


THE WAY-TO-DO-IT 
BUSINESS MAGAZINE FOR TODAY'S ALERT CHURCH LEADERS 


wer pain cincuation 56,968 — may, 1951 


16.97% Pastors 
26.43% Church Officers 
9.39% Sunday Schoo! Superintendents 


40.51% Sunday Schoo! Teachers 
SOSHSSSSSOSSSSSSSSSSSSSSSSSSHSSSEHESEESESEEE 


home owners! 


let HOUSEHO 


balance your budget ! 


Household itself is HEAVY on 

home improvements... decorating... 
furnishing ... new appliances... 
heavy on ways to spend for the home. 


Most important, Household goes 
HEAVY where most go light—in the 
small cities and towns under 25,000. 
Other magazines of large circulation 
put little of it here. 
2,000,000-plus is concentrated here. 


Without Household, you 

skimp this best of all home 
markets! Let Household add 
its weight to your non-metro- 
politan coverage—/et Household 
balance your budget! 


Winckler & Smith, producers of 
the Anagold line of juices, de- 
scribes the exchange as the largest 
single citrus fruit marketing or- 
ganization in the U.S. As such, it 
was said to market between 60% 
and 90% of all oranges, lemons and 
grapefruit produced in California 
and Arizona. 

Treble damages are asked, as 
well as several injunctions to 
force a break up and divorcement 
of the Sunkist subsidiaries. 

An AA query to the exchange 
drew “no comment.” Some state- 
ment will probably be made with- 
in the next week, however. 


‘Fortnight’ Hikes Rates 
Fortnight, published by O. D. 


4 Keep Associates Inc., Los Angeles, 


has announced a 65,000 net paid 
circulation guarantee—a 44% in-| 
crease—and has raised its rates! 
33%. 


Cormack Advertising Moves 

J. A. Cormack Advertising, Mil- 
waukee, has moved to 2755 N. 3rd 
St 
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Florida Citrus Commission Buys $100,000 
Worth of Time on ‘Today’ Television Show 


LAKELAND, F.ia., Feb. 6~—-The 
Florida citrus industry, undergoing 
its worst season from a price 
standpoint in several years, today 
switched additional funds into the 
television field for what was de- 
scribed as a “shot in the arm” 
campaign. 

Members of the Florida Citrus 
Commission, on the recommenda- 
tion of the J. Walter Thompson 
agency, voted to buy time on the 
“Today” program, the Dave Gar- 
roway show on NBC-TV from 7-9 
a.m. daily. A fund of $100,000 was 
set up for the campaign, with most 
of it coming from cancelations to 
be made in other media. 

As outlined by Ralph M. Henry, 
commission advertising manager, 
the TV money will come from im- 
mediate cancelation of the Sunday 
supplement schedule ($43,000 in 
The American Weekly and This 
Week Magazine; a $10,000 reduc- 


on Home Spending ! 


And why not? The HEAVY spenders 
are the ones who own their homes— 
and Household families are 76% 


.. Household’s 


Household Magazine, Topeka, Kansas 


Household circulation 


Household editorial is HEAVY 
on home ideas . . . Household 
families are HEAVY on home activities . . . 


is HEAVY in the home 
towns of America! 


tion in trade paper advertising; a 
$7,000 reduction in radio spots, 
|which will be cut out in cities 
where the TV program is carried, 
and $41,000 to be taken from re- 
serve funds). 


8 The national magazine schedule, 
the big b&w newspaper schedule 
and radio and TV spots in cities 
not covered by the Garroway show 
will not be disturbed. Mr. Henry 
also got approval for employment 
of four additional merchandising 
men. 

Don Francisco of the Thompson 
agency told the commission that 
the place on the NBC-TV program 
would give them 500,000 viewers 
daily at a cost of $10,000 a week, 
with a low outlay of $1.79 per 
1,000 viewers. He advocated that 
the program be started at once as 
a shot in the arm for the lagging 
citrus deal, which has been plagued 
of late by heavy supplies and low 
prices. 

The show will be carried in New 
York, Boston, Providence, Omaha, 
Jacksonville, Schenectady, Utica, 
Wilmington, Kansas City, Balti- 
more, Washington, Richmond, Nor- 
folk, Lancaster, Cleveland, New 
Haven, Detroit, Cincinnati, Day- 
ton, Columbus, Chicago, St. Louis, 
Erie, Pittsburgh, Memphis, At- 
lanta, Birmingham, Louisville, and 
Minneapolis. 


ABC Asks Righi to 
Own 7 TV Stations 


New York, Feb. 6—American 
Broadcasting Co. has filed a peti- 
tion with the Federal Communi- 
cations Commission to amend its 
| ruling governing the total number 
_ of television stations that one com- 
| pany may own. 

Specifically, the petition re- 
quests that the commission amend 
| Section 3.640 (B) of its rules and 
regulations to permit persons un- 
der common control to own and 
operate at least seven commercial 
TV stations, of which not more 
than five may be in the very high 
frequency (VHF) band. 
| Present regulations prohibit per- 
|sons under common control from 
|owning more than five stations. 
| If the amendment is adopted, 
| ABC plans to increase its owned 
television stations from five to 
seven with two additional stations 
operating in the ultra high fre- 
| quency (UHF) band, according to 


Frank Marx, v.p. in charge of 
engineering. 
| B&B Promotes Charles Pooler 


| Benton & Bowles has promoted 
| Charles A. Pooler, v.p. in charge 
|of research, to the newly created 
| position of v.p. in charge of mar- 


Charles A. Pooler 


A. A. Whittoker 


keting. He will supervise research, 
media and merchandising. A. A. 
Whittaker, director of research, has 
been appointed to succeed Mr. 
Pooler. 


Two Join FC4B in L. A. 


Glenn Gladfelder, formerly with 
Batten, Barton, Durstine & Os- 
born, Minneapolis, and Earl R. Du- 
gan, previously with Erwin, Wa- 
sey & Co., Los Angeles, have joined 
the Los Angeles staff of Foote, 
Cone & Belding. Mr. Dugan suc- 
ceeds Richard Marshall on the 
Hughes Aircraft account. Mr. Mar- 
shall has been advanced to news- 
| paper space buyer, succeeditig Miss 
Ruth Haskell, who has retired. 
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|GE X-Ray Promotes Three | ASR Buys Radio Show 


General Electric X-ray Depart-'| American Safety Razor Corp., 
ment, Milwaukee, has promoted! New York, will present the “Red 
three of its executives. Roy Heck- Skelton Show” over CBS-AM for 
enbach, in charge of diagnostic x- 12 times to advertise Treet and 
ray apparatus advertising, hasbeen Blue Star blades. Sponsorship | 
promoted to copy chief. Austin M.| starts Feb. 13. For six weeks the} 
West, merchandising manager, has | broadcast will be carried every | 
been advanced to manager of sup-| week by ASR, which will then| 


The Sun Shines Bright On PADUCAH--- 


@ $500 Million Atomic Plant Is Geing Up. 
@ Greatest bank activity gain in U.S. 
@ No. 1 High Spot City (Sales Management). 


The Paducah Sun-Democrat 


f t 
plies and wholesale products, and| use an alternate week schedule for | 
Walter R. Petrie, assistant manager the remaining six times. Batten, 25,000-Plus Paducah, Ky. Burke, Kuipers 
of merchandising, has been named | Barton, Durstine & Osborn is the | Daily - Sunday & Mahoney 
to succeed Mr. West. agency. 
f 
t 
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Ad Assn. of the West Completes Program 
for 1952 Advertising Recognition Week 


e 


SAN Francisco, Feb. 5 


tions for observance of the third 
annual Advertising Recognition 
Week—Feb. 17 to 23—are almost 


complete, according to Charles W. 
Collier, executive v.p. of the Ad- 
Assn. of the West. Gen- 
era! theme of this year’s obser- 
vance will be, “Advertising—a ser- 
vant in everybody's home.” 

Special kits to assist AAW mem- 
ber advertising clubs in setting up 
their community Advertising Rec- 
ognition Week programs already 
have been distributed, Mr. Collier 
told AA 

The observance also has been of- 
ficially recognized as a national 
week by the Department of Com- 
merce 

Governors of the 11 western 
states in AAW “territory” have 
announced they will issue special 
proclamations for the week 


vertising 


® Mr. Collier also pointed out that 
there are indications the obser- 
vance may spread to other parts 
of the country by next year and 
become “a truly national week.” 
He added that “this in no sense 
is a self-glorification week. The 
observance is designed to interpret 
for the public advertising’s oppor- 
tunities and values. It is merely 


_* ~~ spearnead for increased efforts 


create better understanding of 
@@vertising throughout the year.” 
“All media will be urged to co- 
Qperate in the Advertising Recog- 
Aition Week effort, Mr. Collier 
Stores will be asked to set up 
special window displays portraying 
haw advertising builds business 
amid helps the consumer. Adver- 
tig@rs are being asked to publicize 
ements as to how advertising 
; business and consumer 


res 


he Herbert Kirschner Trophy 
} be awarded to the city doing 
best job of promoting Advertis- 
Recognition Week. The com- 
tee of judges which will make 

award will be announced later. 
Pi tnur House of House & Le- 
lafd, Portland, and senior v.p. of 
AAW, is general chairman of the 
A@vertising Recognition Week 
es He has urged an all-out 
effrt by participating clubs in 
gefting their community organiza- 
s—women’s clubs, schools, bus- | 


} 
-____ 


7% rg a 


Smart refiners know free 
balloons bring people to 
service stations for gas, 
oil, grease jobs. People have children — 
children love balloons! Attract kids, sell 
parents with PIONEER Qualatex “Float 
ing Billboards’! Refiner buys balloons or 
splits cost with distributor or station 
Whatever your product, pinpoint sales 
efforts at point-of-sale with PIONEER 
balloons. Printed in non-fading crackless 
pigments. Our Ad Service Departmen: 
gives you ideas, samples, imprint intor- 
mation. Write today— 
The PIONEER Rubber 
Company, 108 Tiffin Road, 
Willard, Obie 
°_— 


sacoon YOUR SALES 


WITH PIONEER QUALATEX 
» (2% gtBOARos 
hoarine 8! 


Prepara- iness, 


professional and civie or- 
ganizations, chambers of commerce 
and other groups—behind the ob- 
servance. 


KORK Names Hollingbery 

George P. Hollingbery Co., New 
York, has been named national 
representative for KORK, Las 
Vegas NBC radio affiliate. 


Dormalux to Warner Co. 

Dormalux Co. Buffalo, manu- 
facturer of contemporary furniture 
and built-in breakfast nooks, has 
appointed Harold Warner Co., Buf- 
falo, to direct its advertising 
Newspapers, magazines, trade pub- 
lications and direct mail will be 
used. 


Vanden Co. Promotes Peck 

Vanden Co., Chicago, has elected 
Robert G. Peck Jr., account execu- 
tive with the agency for five years, 
V.p. 


Advertising Age, February 11, 1952 


Jarron Named Ad Manager 

Sylvia Jarron, formerly with 
Williams Advertising Agency, Los 
Angeles, has been appointed ad- 
vertising manager of Cobblers Inc., 
Los Angeles, manufacturer of wo- 
men’s sports shoes. 


Barker to McCann-Erickson 

William R. Barker, formerly di- 
rector of statistical research for 
Real Estate Research Corp., has 
been appointed research assistant 
in the Chicago office of McCann- 
Erickson. 


KBKW. Aberdeen, Joins ABC 

KBKW, Aberdeen, Wash., has 
joined the American Broadcasting 
Co. network, as the 5lst station in 
the net’s western division. Totai 
number of ABC radio outlets is 
now 312. The station operates on 
250 watts on 1450 kilocycles. 


Cortright Joins Wilson 

Mrs. Ilse Cortright, formerly 
with the advertising department 
of Standard Brands Inc., has joined 
the creative staff of the New York 
office of Wilson, Haight & Welch. 


HOW TO GET THERE... 


*fustest 


with 


MUTUAL clients have a consistent record for getting there “fustest’’—in a 


sense never dreamed of by the late Nathan Bedford Forrest. And they consistently 


get there with the ‘‘mostest’’—in a way the old general would heartily approve. 


First in homes per time-and-talent dollar among all Azd-show sponsors in net- 


work radio is Derby Foods, Inc., with “Sky King” on 525 MBS stations for Peter 


Pan peanut butter? (And Mutual presents the most kid shows of any network.) 


First in homes per dollar among all mystery sponsors in network radio is the 


Williamson Candy Co., with’True Detective Mysteries” on 515 MBS stations 


. * ~ 
for Oh Henry bars. (And Mutual has the most mystery shows of any network.) 


In fact, first-in-homes-per-dollar applies to the average of all once-a-week 


. - T 
programs on MBS compared with the average on each of the other networks. 


*N. RL, OCT.-NOV,, 1951 
TN. RL, JAN.-SEPT., 1951 


PLB; VARIETY “NETWORK PROGRAM COSTS 
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*ollock Appoints Munson Dawson Joins Rose-Martin ‘Spiegel Elected President Horn Opens Own Office 

Miller Munson, formerly mana- Aaron Dawson, formerly an ac- Edwin J. Spiegel has _ been William K. Horn, formerly pub- 
er of the Erwin, Wasey & Co. count executive and copywriter for elected president of Gaylord Con-  lisher of the Morning Index, Ter- 
ffice in Seattle and later with Artley Advertising, New York, has tainer Corp., Milwaukee, succeed- rell, Tex., has opened an office 
‘uthrauff & Ryan, Seattle, has been appointed to the copy de-| ing the late Clifford W. Gaylord. in the Fidelity Bldg., Dallas, and 
een appointed an account execu- partment of Rose-Martin, New Mr. Spiegel, who has been v.p.and will engage in newspaper sales 


tive with David Pollock Advertis- York agency. treasurer, will continue as treas- and related services. 
ng, Seattle. urer. 

t Segall Advertising Adds Two Sawyer Appoints Gardner 
Remington Adds Parkwood Theodore H. Segall Advertising, KVAN Appoints Elaine Hunter M. Sawyer & Son, Cam- 


Parkwood Laminates Inc., San Francisco, has been appointed Elaine Hunter, formerly in sales beckon Mass., manufacturer of in- 
Wakefield, Mass., has appointed to direct advertising for J. J. Lu- and sales promotion with KPKW, dustrial protective clothing and 
Wm. B. Remington Inc., Spring- kanish Co., appliance distributor, Pasco, Wash., has been appointed children’s rainwear, has appointed 
field, Mass., to handle advertising and Harold Burk & C»., insurance account executive and promotion Donald W. Gardner Advertising, 
for its industrial laminates. broker. artist for KVAN, Vancouver, Wash. Boston, to handle its account. 


the mostest ”’, 


MISTER 
PLUS 


Over-riding all these “fustest’’ facts—and helping to explain them—is a strategic 


“mostest’” which no other network has matched for the past 12 years: 


The Mutual Broadcasting System provides a field force of 550 affiliated 
stations in markets of all sizes throughout the 48 states... nearly double the 
next network's total...and with a selective deployability in hookups that can 


assure a matchless fit to your marketing needs. 


Wherever your battle-lines are mapped out in the sales-struggle for 1952, 


Mutual’s General PLUS can get you there “fustest with the mostest” for sure. 


thee MUTUAL 
broadcasting system of 
550 affiliated stations 


Inland Press Finds 


Ad Revenues Follow 


Circulation Figures 


Cuicaco, Feb. 5—The Inland 
Daily Press Assn. reports that 
newspaper advertising revenues 
show a closer relationship to cir- 
culation size than they do to city 
populations, trade area populations 
or retail sales figures. 

In data reported by Inland’s 290 
daily newspapers, ranging from 
2,500 to 120,000 circulation, it was 
found that 1950 advertising reven- 
ues averaged about $25 per sub- 
scriber, with individual newspa- 
per deviations from this figure 
averaging only 6.9%. 


@ The deviations in other areas 
were much greater. Advertisiny 
revenues—as per cents of a city’s 
retail sales volume—averaged 
1.068% but the individual devia- 
tion averaged 27.6%. Inland said 
the biggest factor in this incon- 
stancy is that, as retail volume 
rises, advertising revenues increase 
more than proportionately. 

In relation to city corporate 
limit population, average ad rev- 
enues remained consistent through 
all circulation groups at $15.59 per 
capita. However, the individual de- 
viation jumped to 31.1%. 


Pastirik Promoted to A. M. 
Edward Pastirik, assistant 
vertising manager of J. W. A 
& Co., Chicago bakery supply 
ganization, has been promoted 
advertising manager. He s 
ceeds Robert Allen, who has bi 
promoted to sales promotion m 

ager. 


Caron Appoints Agency 

Caron Spinning Co., Roch 
Ill., and Robesonia, Pa., manuf, 
turer of hand and machine k 
ting yarns, has appointed C 
mings, Brand & McPherson, R 
ford, Ill., to direct its adve 
ing. 


Wolfe Joins Ted Ball Co. 
Robert Wolfe, formerly art @i- 
rector of Stamps-Conhaim-Whilfe- 
head, has been appointed art 
rector of Ted H. Ball Co., Ho 
wood agency. 


‘Liquor Key’ to Treuhatt 


Illinois Liquor Key, Chicago, 
appointed Jack H. Treuhaft, 


| MR. FRANCIS R. METZDORF, for- 
merly Manager of General Out- 
door Advertising Company’s 
Washington Branch, steps up to 
become Assistant to Mr. U. H. 
Burke, Chicago Manager and 
Regional Director of GOA’s 
Central and Western Regions. 
Metzdorf holds degrees from the 
University of Illinois and the 
Kent College of Law. He is a 
member of the Illinois Bar. With 
GOA since 1934, Metzdorf’s wide 
experience as Manager of the 
Chicago Lease Department and 
as Head of the firm’s Washington 
office provides him with an ex- 
cellent background for his new 
position. 

(Advertisement ) 
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TSWG reaches 


Alt 


of all wage-earner 
families! 


UE STORY 


MACFADDEN PUBLICATIONS, INC. » 205 EAST 42nd STREET « NEW YORK 17 
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TRUE STORY WOMEN’S GROUP delivers 
maximum coverage and impact in the great 
wage-earner market—largest market for con- 
sumer goods in our economy today! 


concentrates more than 


65% 


of its circulation in 
the rich wage - earner 
market! 
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Burlingame to Kelso Agency 
*rice Burlingame has resigned 
as instructor of advertising at the 
school of journalism, University of 
Oregon, Eugene, Ore., to become 
production manager and assistant 
art director of Kelso Norman Ad- 
vertising, San Francisco. 


Stanley Joins KFI 
Joseph L. Stanley has been ap- 
pointed station sales executive of 


KFI, Los Angeles. 


Pacific Promotes Combs 

Roger Combs, assistant sales 
manager of Pacific Outdoor Ad- 
vertising, Los Angeles, has been 
promoted to the newly created post 
of sales promotion manager. 


Ringrose Joins Vladimir 

Evelyn Ringrose, formerly with 
Export Advertising, has joined the 
executive staff of Irwin Vladimir 
of Illinois, Chicago, as assistant to 
the manager. 


QNUENCRLAWT 


Newscolor Division 


Teletype CV 25 


CLEVELAND SHOPPING NEWS 


A Plant That Gets Things Done Fast .. and Right! 


U.S. Chamber Calls 
Some Door-to-Door 
Sales Laws Unfair 


WASHINGTON, Feb. 5—Directors 
of the U. S. Chamber of Commerce 
have urged local chambers to be 
careful about endorsing restric- 
tions on door-to-door selling in 
their communities. 

In a special policy statement, 
the national chamber’s directors 
endorsed thé principle of sound 
regulation over door-to-door sell- 
ing, but told local chambers many 
regulations adopted in_ recent 
months have “dangerous implica- 
tions.” 


Plasto Mtg. Appoints Agency 
Plasto Mfg. Co., Chicago, man- 
ufacturer of full-color, three-di- 
mensional trademark replicas for 
point of purchase advertising, has 
appointed Burlingame-Grussman, 
Chicago, to direct its account. 
Trade publications and direct mail 


oa 


Advertising Age, February 11, 1952 


A&P Slants Copy at Men 


Atlantic & Pacific Tea Co. in 
New England is using 200 news- 
papers in the region to acquaint| 
the man of the house with A&P} 
meat department policies. The ads | 
will picture various beef cuts, and 
copy will explain the A&P method 
of trimming waste from meat be- 
fore pricing. A spokesman for A&P 
said that the campaign was 
prompted by the fact that more| 
men are doing grocery shopping | 
these days. 


Fischer Lime Promotes Two 

Fischer Lime & Cement Co., 
Memphis, has promoted Carroll 
L. Joachimi, sales promotion and 
advertising manager, to assistant 
to the president. Elmer Blalack, 
with the company since 1951, has 
been promoted to succeed Mr. Jo- 
achimi. 


Barioni Promoted to S. M. 

A. C. Barioni, who has been in 
charge of sales research in the 
electric shaver division of Reming- 
ton Rand Inc., Bridgeport, Conn., 
has been promoted to sales mana- 


‘Time’ Backs Book 
on What Collegians 
Earn, Think, Etc. 


New York, Feb. 5—How much 
do college graduates earn? What 
kind of jobs do they hold? What 
do they think about politics, reli- 
gion, sex? 

Answers to these questions are 
contained in a book called “They 
Went to College,” to be published 
April 3 by Harcourt, Brace & Co. 
Written by Ernest Havemann and 
Patricia Salter West, the work is 
based on a survey sponsored by 
Time in cooperation with the Co- 
lumbia University bureau of ap- 
plied research. 

The book describes what has 
happened to 9,064 graduates of 
more than 1,000 colleges—quoting 
from their letters, organizing the 
results of the survey, and present- 
ing a mass biography of the group. 


8 Some findings: 
“College graduates have one 


are planned. 


ger for the division. 


|}trait very much in common. 
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WHO ACCLAIMED NATION'S BEST 
RADIO NEWS OPERATION IN 1951! 


NATIONAL ASSOCIATION OF RADIO 
NEWS DIRECTORS MAKE AWARD AT 
ANNUAL CONVENTION IN CHICAGO 


Shelley and Veteran Staff Praised 


Des Moines, lowa (Nov. 18)—This 
city's famous $0,000-watt Station WHO, 
has been awarded one of the broadcasting 
industry's most coveted prizes — the 1951 
Distinguished Achievement Award for 
Radio News, sponsored by the National 
Assdciation of Radio News Directors. 
The presentation was made on November 
i7 at the NARND's Annual Convention 
in Chicago. 

In making the award, Baskett Mosse, 
chairman of the judges’ committee, said 
“...we are happy to announce tonight that 
radio station WHO, Des Moines, Iowa, 
was selected as the outstanding radio news 
operation in the United States for 1951. 
+ « « The committee felt that special 
recognition should be given to News Di- 
rector Jack Shelley and his very fine and 


veteran news staff”. 


BEST EQUIPMENT, VETERAN 
STAFF, BIG BUDGET 

The WHO News Bureau has an im- 
pressive physical plant: seven leased-wire 
machines; a portable battery-operated 
tape recorder; a telephone recorder; three 
short-wave monitors for state and city 
police and fire department broadcasts; 
a number of subscription services; and 
a library which includes several special- 
ized news encyclopedia, 


The seven leased-wire machines include 
two Associated Press, two United Press 
and three International News Service 
machines, is is by far the greatest num- 
ber of leased-wire machines servicing any 
radio station in this section of the coun- 
try, and exceeds the leased-wire service 
available to many of the country’s leading 
daily newspapers. Only two of the seven 


wires — the other 


machines are “radio” 
five bring in detailed stories known as 


press’ wire service. Press wire service 
gives lengthy accounts and the three 
news services bring in three different 
versions of the big stories around the 
world. This necessitates constant boiling 
down, rewriting and sifting of details, 
playing up news of local interest — all 
tailored to fit a split-second time period. 


NINE VETERAN REPORTERS 
EDIT AND BROADCAST NEWS 

The WHO News Bureau is headed by 
veteran Jack Shelley, and includes eight 
other full-time men and a secretary. Eight 
of the men are college-trained reporters, 
rewriters and broadcasters, all of whom 
are heard on the air. The ninth man is 
a specialist in political reporting. The 
ten people on the staff represent a total 
of 85 years’ experience with WHO. Five 
of the News Bureau staff have been with 
WHO ten or more years. 

In addition to the regular full-time staff, 
the WHO News Bureau maintains a statt 
of 75 correspondents — or part-time re- 
porters — throughout Iowa and in South- 
ern Minnesota and Northern Missouri, 
heavy WHO listening areas. 


TELEPHONE USED EXTENSIVELY 

The WHO News Bureau uses the local 
and long-distance telephone extensively 
to supplement and verify the regular news 
services’ coverage, Staff members check 
directly with peace officers and hospitals 
each morning to get accident reports and 
accident victims’ conditions which may 
have changed since the late night news 
reports. In many instances, the leased- 


| 


wire services do not clear this type of 
information until too late for a 7:30 a.m 
even an 8:45 a.m. — newscast 
Telephone checks also minimize the pos- 
sibility of loss of news when events take 
place in remote areas, distant from a 
news service reporter. 


STAFF WORKS TWO SHIFTS 

The WHO News Bureau maintains a 
morning and a night shift. There is a cer- 
tain amount of specialization within each 
shift in that one man may be assigned 
Washington and foreign news, another 
Iowa news, and a third miscellaneous 
human-interest stories. Whatever the 
assignment, the reporter stays on it for an 
indefinite period, building up a_back- 
ground for that specific job, and becoming 
a specialized reporter on that shift. Each 
shift writes its news copy especially for 
the men who will be airing it. 


$100,000 ANNUAL BUDGET 

To operate its award-winning News 
Bureau and to provide Iowa-Plus listen- 
ers with unexcelled news coverage, 
WHO spends more than $100,000 annu- 
ally. This figure is believed to be one of 
the highest figures in the Nation. 


PUBLIC SERVICE EXTRAS 

In addition to its regular news ser- 
vices, the WHO News Bureau provides 
its listeners with a variety of public- 
service extras. These include free an- 
nouncements regarding public and private 
meetings during periods of extreme 
weather conditions, up-to-the-minute 
reports on road and weather conditions 
and emergency calls on newscasts to 
locate families or members of families 
who are traveling or are visiting away 
from home, etc. The News Bureau has 
also developed a system whereby a copy 
of each newscast mentioning an lowa 
serviceman is sent to the next of kin. 
This service has required the cooperation 
of local postmasters in many cases be- 
cause of the lack of a street address or 
the name of the next of kin. Management 
at WHO considers the public service 
aspect . . . the many extra “little things” 
that WHO does for its listening public 

. . to be the difference between a routine 
news operation and one that is contribut- 
ing to the welfare of the community. This 
— then — is the difference between a good 
news operation and the “Best Radio News 
Operation in the United States”. 


BETTER NEWS—BETTER AUDIENCES 

The leadership of WHO's News Ser- 
vice is only one of many reasons why 
WHO is Iowa's greatest advertising 
value. The 1951 lowa Radio Audience 
Survey, accepted by leading advertisers 
and agencies as a completely authorita- 
tive analysis of listening habits in this 
state, shows that WHO is by far the 
most-listened-to” station in Iowa, Write 
for your copy, or ask Free & Peters. 


+ WHO for lowa Plus! + 
DES MOINES .... 50,000 WATTS 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
FREE & PETERS, INC. 
National Representatives 


—or 


Viewed strictly from a materialis- 
tic point of view, they are con- 
spicuously successful.” 

“In every age group except the 
under-30s, the graduates are 
sharply anti-New Deal.” 

“The more money the graduate 
makes the more children he has.” 

Time plans to take full-page ad- 
vertisements in leading newspa- 
pers in the U. S. and space in mar- 
keting and college media. The pub- 
lisher will run a separate initial 
campaign in leading markets, and 
will go into cooperative advertis- 
ing with bookstores. 

Young & Rubicam will handle 
for Time and Denhard, Pfeiffer & 
Wells for Harcourt, Brace. 


Zippo Plans Biggest Drive 
With Consumer, Trade Ads 


Zippo Mfg. Co., Bradford, Pa., 
plans its biggest advertising cam- 
paign in 1952, using b&w half- 
pages in Life, Look and The Sat- 
urday Evening Post “with greater 
frequency each month from Jan- 
uary through August.” 

Five business publications will 
carry two-thirds pages in b&w 
each month, while column inser- 
tions will appear in military pub- 
lications. Thirteen publications in 
the tobacco, drug, jewelry and 
newsdealer fields are also on the 
list, carrying pages and some 
spreads. Geyer, Newell & Ganger, 
New York, is the agency. 


Sponsors West Coast News 

Imperial Candy Co., Seattle, has 
signed to sponsor “Chet Huntley 
and the News,” over 19 stations 
of American Broadcasting Co.’s 
Pacific Coast and Rocky Mountain 
radio networks for its Societe 
Brand candy. The sponsorship cov- 
ers a weekly quarter-hour on Sun- 
days, 8:45 a.m., PST. Pacific Na- 
tional Advertising, Seattle, placed 
the business. 


Wilson Appointed President 
Harry Wilson, v.p. and _ sales 
manager of Tuckett’s Ltd., Hamil- 
ton, Ont., cigaret manufacturer, 
has been appointed president of 
the company, succeeding T. H. 
McGuire, who has been elected 
chairman of the board. Mr. Wilson 
has been associated with Tuckett’s 
for the past 23 years and was ap- 
pointed sales manager in 1949. 


King Candy Appoints Two 

King Candy Co., Ft. Worth, has 
appointed L. C. DeForest, former- 
ly an agency executive in New 
York, advertising and merchandis- 
ing manager. E. J. Robb, former- 
ly fountain division sales mana- 
ger for Dr. Pepper Co., Dallas, has 
been appointed head of the sales 
department. 


‘Needham Promotes Two 

Needham, Louis & Brorby, Chi- 
cago, has promoted Alfred J. Bren- 
nan and Louis F. Ohliger to as- 
sistant merchandising directors. 
Mr. Brennan joined the Chicago 
agency in 1932 and Mr. Ohliger 
lin 1949. 
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|The Annual Building and Equipment Number 
of Hospital Management Closes March 1 § 


In spite of shortages of some critical materials, the 
expansion of hospitals continues at a rate which will 
make 1952 one of the biggest years on record in this 
field. Government policy is favorable to the establish- 
ment of increased facilities, since hospital service is 
vitally important in war or peace. 

The Public Health Service is the “claimant agency” 
working for the allocation of steel and other materials 
needed for hospital construction. Through its efforts 
and those of others who realize the importance of 
hospital service, it is estimated that the level of hos- 
pital construction in 1952 will fall very little below 
the record-breaking totals of the past two years. 

This means that a manufacturer of building mate- 
rials and equipment will find the hospital market the 
bright spot in his sales picture for 1952. His potential 
here is so great that it is highly desirable to give the 
field the intensive coverage which the present oppor- 
tunity justifies. 


How to Cover 
This Expanding Market 


Hospital Management, the No. 1 hospital publication, 
offers by far the best coverage of the market avail- 
able through any paid circulation magazine. It reaches 
nearly 6,000 different hospitals all over the United 
States and Canada with the largest voluntary paid 
hospital circulation ever established. 

Compare the coverage you can get through Hos- 
pital Management with that available elsewhere. 
Some hospital magazines refuse to supply this signifi- 
cant information to their advertisers. It is important 
for advertisers and agencies to demand it. You can’t 
possibly tell how much advertising you need unless 
you know what coverage you are getting through 
your present media. 

Since one publication which has claimed effective 
coverage of this market is now circulating sales pro- 
motion material indicating that it reaches “over half” 
of the more than 8,500 hospitals in operation in the 
United States, it is obvious that the question of mar- 
ket coverage is one which it will pay you to look into. 

In addition to reaching more hospitals, Hospital 
Management also reaches more factors of buying in- 
fluence, since it is read at all levels of administrative 
and buying authority. It reaches administrators and 
purchasing agents, but goes beyond them to key 
department heads. 

Every manufacturer knows that the heads of de- 
partments who use his products have a hand in deter- 
mining brand specification and sources of supply. 
Hence the equipment installed in each department 
when a new building is erected or an old one modern- 
ized can feel the benefit of support from advertising 
contact at these levels. 

During 1951 Hospital Management sent over 7,500 
inquiries to suppliers as the result of product informa- 
tion and literature reviews published in a special 
department of the magazine. Over seventy different 
titles were used by buyers inquiring for this informa- 
tion—again demonstrating the unique penetration 
offered by Hospital Management. 


Complete Coverage of 
Hospital Architects Provided 


Out of the thousands of architectural offices in the 
United States, there are at any one time several 
hundred which are designing hospital buildings and 
supervising their construction. It is impossible to 
forecast what architects will have hospital jobs from 
year to year, because there are few offices specializ- 
ing exclusively in this field. 

The best possible method of reaching architects 
with a message about hospital building materials and 
equipment is to put the name of the architect on the 
mailing-list of a hospital magazine when he gets such 
a project, and to keep it there until the job is com- 


This architect's rendering of the first unit of the new Mt. Sinai Hospital in Los Angeles typifies the march of progress in” 


i 


hospital construction. Occupying a 3\%4 acre property, the 160-bed unit has been designed by Welton Becket and Associates 


faced with decorative tile and mosaics, and planned throughout to take advantage of the California climate-—with a balcony 
for each rooia and a solarium for each floor. The layout is such that the building can be expanded in several horizontal 


and Palmer, Krisel and Lindsay, associated architects and engineers, as a contemporary structure of reinforced concrete, | 


directions—the ultimate goal being a 650-bed hospital. As soon as this first unit is completed, the present Mt. Sinai Hospital 


on Breed Street (an 81-bed, $700,000 institution) will be used only for custodial care, with all general hospital services 


being moved to the new building. 


pleted. That is the successful method used by Hos- 
pital Management, and it works. Architects read hos- 
pital journals not to get floor plans and building 
specifications, but to orient themselves to the special 
problems of hospital administration, so as to design 
buildings which provide the best possible facilities 
for the care of the sick, and to reduce the time and 
labor factor required in providing the service. 

That is why architects enthuse over the practical 
and down-to-earth character of the material appear- 
ing in Hospital Management. Here are a few typical 
comments: 

Carl H. Buetow, St. Paul: We have used your mag- 
azine with satisfactory results. It has offered many 
design suggestions, particularly where management, 
controls and techniques are concerned. 

Baumann and Baumann, Knoxville: We are receiv- 
ing Hospital Management regularly. It is very inter- 
esting and we wish to continue to receive it. 

DeWitt & Swank, Dallas: We have enjoyed receiv- 
ing and profited from reading Hospital Management, 
and hope that you will continue to send it to us. 

Irving A. Obel, Wausau, Wisc.: We are receiving 
your fine publication regularly and find it most inter- 
esting and helpful. 

Frederic A. Fletcher, Baltimore: We are receiving 
Hospital Management regularly, and frequently find 
articles in it that are helpful to us in our work. 

Smith, Hinchman & Grylls, Inc., Detroit: We have 
been receiving the magazine regularly, and find it both 
interesting and useful in planning hospitals because 
of the discussion of the various problems that arise 
in hospital management and operation. 

F. C. Georgeson, Eureka, Calif.: We receive Hos- 
pital Management regularly, and find it very interest- 
ing and helpful in our hospital design work. We cer- 
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tainly do not wish to be without it. 

Ingham, Boyd & Pratt, Pittsburgh: We receive Ho 
pital Management and find it both interesting 
helpful. While some of our hospital work is approagh- 
ing completion, we have additional work in - 
liminary stages at the present time. 


Building Material 
Manufacturers Get Action 


Building material and equipment manufacturers 
have found Hospital Management a profitable adver- 
tising medium. 

“Hospital Management has been a regular medium 
on the Celotex schedule for many years,” says Allen 
Wilson, assistant manager of the acoustical depart- 
ment of the Celotex Corporation. “In selecting Hos- 
pital Management, all of the usual yardsticks, such 
as circulation figures and distribution, were used. How- 
ever, even more attention was given to the editorial 
content, and also to the fact that field surveys indi- 
cated that Hospital Management was one book ad- 
ministrators kept on their shelves and used from 
time to time as a reference source in solving problems 
of hospital administration”. 

Other leading advertisers in this field, like Detroit 
Steel Products Co., Crane Co., Minneapolis-Honey- 
well, J. A. Sexauer, Smooth Ceilings Co., Coates Elec- 
tric Co., etc, have been represented regularly in 
Hospital Management. More manufacturers in this 
classification are represented in Hospital Manage- 
ment in 1952 than ever before. 

Make your reservation now for the Annual Build- 
ing and Equipment Number, closing March 1. 


Hospital Management @©@ 


200 E. Illinois St. 


Chicago 11, Illinois 


READ MOST BY MOST HOSPITAL EXECUTIVES 
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* Home Power, of course, when you talk 
about the New York Journal-American 
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HERE’S no power like Home Power for 

you as an advertiser. Home is where the 
Journal-American takes you — straight home 
to more than 700,000 New York families, every 
evening. 

You ring over 700,000 door bells, greet 
more than 700,000 heads of the house and 
their households, tell and sell your story to 
more than 700,000 heavy-earning, heavy- 


spending families when you go home in the 
Journal-American. 

Home is the higher-income districts. Ac- 
cording to the latest ABC audit, the Journal- 
American sells more newspapers in New York’s 
8 best suburban counties than all other metro- 
politan evening papers combined. 

Yes, your story strikes home — the best 
homes — in the New York Journal-American! 


FOLLOW THE LEADER INTO MORE THAN 700,000 NEW YORK HOMES 
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Industry’s 1952 Expansion Budgets 
Will Increase 13%, Survey Shows 


New York, Feb. 5—American 
industry will spend about 13% 
more on new plants and equipment 
in 1952 than in 1951, for an esti- 
mated total of $21,175,000,000, ac- 
cording to the fifth annual survey 
of business plans made by Mc- 
Graw-Hill Publishing Co.’s de- 
partment of economics 

After 
Keezer, director of the department, 


plant and equipment expenditures | 


will remain relatively high. Many 
companies, he said, already have 
plans for greater 
1955 than they made in 1950. But 
defense industry plans are likely 
to taper off sharply after this year. 

“We are continuing to make 
these surveys,” Mr. Keezer said, 
“chiefly because our friends in in- 


1952, according to Dexter | 


investment in| 


capital expenditures in 1953 are 
expected to total $16,722,000,000, 
in 1954, $15,110,000,000, and in 
1955, $14,141,000,000 

The significance of these figures 
was stressed by Mr. Keezer as in- 
dicating an inclination on the part 
of industrial management to plan 
for business expansion over the 
next three years in anticipation of 
a falling off in defense work. 

In general, it was pointed out, 
non-defense industries are spend- 
ing most of their money now for 
modernization and replacement, 
not for more capacity. Since the 
readjustment is being made this 
year, investment in these indus- 
tries is not scheduled to drop much 
further in the 1953-55 period. 


dustry have told us that they find|« Both Mr. Keezer and Col. Wil- 
the results helpful in making their lard Chevalier, executive v.p. of 


Expenditures on 
new plants and equipment,” he 
emphasized, “largely determine | 
the level of general business activi- | 
ty. They completely determine the | 
markets for machinery and other | 
capital goods.” 


business plans. 


g The survey covers a representa-| 
e sample of companies through- 
@ industry. Participating compa-| 
= most of them large, account| 
fo® 60% of employment in the in- 
@ustries where capital investment} 
is “highest—-steel, a utomobiles, | 
chémicals, petroleum and utilities. | 
The study shows that manufac- | 
tufing industries plan an 8.5% in- 
cr@ase in capacity this year, com- 
paged with 7% in 1950. By the end 
0f91952, manufacturing capacity 
will be more than double the 1939 
level 
Bight out of ten manufacturers 
PORicipating in the survey plan 
substantial modernization and re-| 
platement of equipment. Half the! 
GOMHpanies will need more capacity 
t@ Make their present products, 
ah@ one-third are planning new 
capacity to make new products. 


®@ Expansion in some defense-sup- | 
porting industries, notably chemi- | 
calg petroleum and electric power, 
wilf not reach its peak until 1953, 
the} survey indicates, but for in- 
dustry as a whole, plans call for 
1953 expenditures well below those 
of 1952. 

Planned capital expenditures for 
all industry in 1952 total $21,175,-| 
000,000. Preliminary plans for! 
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McGraw-Hill, laid particular em- 
phasis on the fact that the survey 
shows that a majority of the com- 
panies participating reported that 
they make it a regular practice to 


budget capital expenditures sever- | 


al years ahead, usually from three 
to five years. 

As to where the money is com- 
ing from for capital expenditures, 
it was pointed out that companies 
generally have or can get enough 
money to carry through their in- 
vestment plans. Four out of five 
of the participating companies in- 


tend to finance entirely out of re-| 


tained earnings, depreciation and 
reserves, without resort to outside 
borrowing. 


@ Within the major industry 
groupings, the largest increases in 
capita! spending this year will be 
in mining, with 17%. Manufactur- 
ing, with 16%, ranks second; elec- 
tric and gas utilities report a 
planned 7% increase, and trans- 
portation and communications, an 
8% hike. 

The utility group, however, the 
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survey shows, is actually expand- 
ing faster than manufacturing. 
Power companies plan a 24% in- 
crease in investment this year, but 
gas companies will spend less. The 
biggest increase in spending, as 
distinct from the biggest spending 
among manufacturers, shows up 
in electrical manufacturing. Plans 
call for 1952 expenditures more 
than double those of last year. 

Expansion in defense industries 
is tremendous. In the arms-heavy 
automobile industry, for instance, | 
73% of all capital expenditures 
will go for expansion. | 

Chemical companies are spend- | 
ing 78% of their investment funds | 
to expand, and _ transportation | 
equipment, which includes aircraft 
manufacturing, is investing zlmost 
entirely in new capacity. 


® On the other hand, the food and 
textile industries are ticketing 
three-fourths of their 1952 spend- 
ing for replacement and moderni- | 
zation. Apparel and furniture com- 
panies plan to spend almost noth- 
ing for expansion, but substantial | 


sums for modernization. 

By the end of 1952, U. S. manu- 
facturing industries will have add- 
ed 8.4% to capacity, if they carry 
through present plans. Coupled 
with the new plants brought into 
operation in °51, this will total a 
16% increase during those two 
years of defense mobilization. 


|@ More than 40% of the companies 


answering the survey said that it 
takes longer now for an investment 
in new equipment to pay off than 
it did two or three years ago. 
Equipment costs are up, and taxes 
cut into the additional profit made 
possible by new and more efficient 
machines. If profits drop much, 
many projects might have to be 
dropped. 

While most companies plan to 
rely on reinvestment of earnings, 
others are planning to rely on the 
public money market. In the chem- 
ical industries, 19% plan to bor- 
row and 25% plan to sell stock. 
In petroleum, 17% count on bor- 
rowing; in steel, 29%, and in elec- 
trical manufacturing, 14%. 
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LP-Gas Promoters 
Set 6th Campaign 
for 50 Magazines 


Cuicaco, Feb. 6—The National 


Committee for LP-Gas Promotion 
will use 50 magazines in its sixth 
round of advertisements to pro- 
mote domestic and commercial use 
of liquefied petroleum gas in farm, 
small town and suburban areas. 
The ads scheduled for winter- 
spring insertion will have a new 
cartoon treatment and will stress 
the speed and convenience of using 
LP gas for water heating. In the 
farm magazines, secondary em- 
phasis will be given to use of the 
fuel for tractor operation. In pub- 


lications primarily reaching small | 


town and suburban prospects, LP- 
gas cooking will be featured. 
Advertisements will appear on a 
staggered schedule running into 
June, with the first major inser- 
tion set for the Feb. 16 Saturday 
Evening Post. The ads will range 
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bot, Sel 
7 


Everson * an 


in two colors. 

Lee A. Brand, chairman of the 
national committee and v.p. of 
Empire Stove Co., Belleville, IIl., 
announced that the farm media to 
be used include Capper’s Farmer, 
Country Gentleman, Farm Journal, 
Successful Farming and 30 re- 


from b&w half-pages to full pages gional and state magazines. The 


small town campaign will go into 
Grit, Household and Pathfinder 
and the “suburban” into Ameri- 
can Home, Better Homes & Gar- 
dens, Good Housekeeping, McCall's 
and The Saturday Evening Post. 


@ Space also will be carried in 
Agricultural Leaders’ Digest, Bet- 
ter Farming Methods, County 
Agent & Vo-Ag Teacher and Na- 
tional 4-H News; and in two com- 
mercial magazines, Resort Man- 


j}agement and Tourist Court Jour- 


nal. 

The National Committee for LP- 
Gas Promotion was launched in 
1950 by the Gas Appliance Manu- 
facturers Assn., Liquefied Petro- 
leum Gas Assn., National Butane- 
Propane Assn. and Natural Gaso- 
line Assn. of America. 

Advertising is handled by Bu- | 
chen Co., Chicago. 


KTTV Appoints Bob Bennett 
Bob Bennett, formerly with the 
Los Angeles Mirror, has been ap- 
pointed assistant sales service 
manager for KTTV, Los Angeles. | 


Avco Promotes Duggan, Craig 
F. F. Duggan, general sales man- 


ager of the American kitchens di- | 


vision of Avco Mfg. Corp., Cincin- 


nati, has been promoted to assist- | 


ant general sales manager of the 
Crosley division. 
Clarke, assistant general sales| 
manager in charge of field sales for) 
American kitchens, has been pro- 
moted to succeed Mr. Duggan. 


Ivel Corp. to Wexton Co. 

Ivel Corp., New York, designer 
and builder of displays and ex- 
hibits, has appointed Wexton Co., 
New York, its agency. Business 
paper advertising and a program | 


Charles K.. 


‘Printing House 
Profits Decline. 
Says PIA‘s Wetzel 


Cuicaco, Feb. 4—Arthur A. 
| Wetzel, president of the Printing 
|Industry of America, said last 
| week that executives of leading 
| printing companies have reported 
a general percentage decline in net 
profits despite sales increases of 
7% to 12%. 
| Mr. Wetzel, head of Wetzel 
Bros. in Milwaukee, gave this re- 
port at the close of a two-day 


of exhibit aids for manufacturers| meeting in Chicago of the PIA 


is planned. The first of these aids, 


a “Check-list of requirements for | 


a successful exhibit” is already | 


available. 


| Keeton Joins Dexter Co. 


| G. F. Keeton, who has been as- | 
sociated with General 
Corp. and the American kitchens | 


division of Avco, has been appoint- 
ed v.p. in charge of sales of Dexter 
Co., Fairfield, Ia., manufacturer 
of washing machines. 


No other 3:-million man-woman market 
is screened for the BUY on ifs mind! 


Electric | 


was big news to advertisers when 
Better Homes & Gardens became one 
of the 3 biggest man-woman magazines. 


But did you note something even more 
important—that BH&G is the only one 
of them that screens readers to assure 
you of the best possible prospects for 
your wares? 


BH&G built this unique combination of 
size and selectivity by skipping the usual 
attractions. BH&G publishes no fiction, 
no sensationalism, no general news pic- 
tures to pull in millions who might not 
be good customers. 

What attracts BH&G’s millions is the 
book’s devotion to things to try—things 
to BUY—to make families happier, busy 
days easier, life more interesting. 


Naturally, such millions must be the 
BUY-minded—selected men and women 
with the tastes and the means that are 
good for your business! 

These 3%-million families feel_ pretty 
close to BH&G. It is their trusted friend 
and buying counselor. So when, husbands 
and wives together, they pore over 
BH&G’s ideas, suggestions—and adver- 
tisements—many a sale is born. 

They could just as well be your sales. 
Why not look into these 3%-million 
better-income families—screened for the 
BUY on their minds! 


MEREDITH PUBLISHING COMPANY, Des Moines, lowo 


committee on business controls. 

Representatives attending the 
conference attributed the profit 
decline to increased taxes and 
wage boosts. A few executives re- 
ported a decline in both volume 
and profits but generally the pic- 
ture was one of high volume and 
low profits. 


® The PIA is composed predomi- 
nantly of small businesses and the 
committee pointed out that the ex- 
istence of many printers will be 
seriously threatened if taxes con- 
tinue to rise. 

Committee Chairman Kenneth 
P. Morse of Standard Register Co., 
Dayton, O., announced that the 
PIA will sponsor a series of busi- 
ness clinics throughout the coun- 
try in 1952 so that management 
personnel will be able to discyss 
common problems. 


Appoints James R. O'Connor 


American Beverage Co8p., 
Brooklyn, manufacturer of ; 
Brown's Cel-Ray and True-Frpit 
beverages and Schultz's beverages, 
has appointed James R. O’Connpr, 
formerly with General Out r 
Advertising Co., sales and adve@r- 
tising manager. { 


McCreery Adds 2 Accounts © 


Shelton Co., export-import or- 
ganization, and Morry Leh 
Hollywood men’s clothier, have 
appointed Walter McCreery m 
Beverly Hills, to direct their - 
vertising. Both accounts will e 
mail order campaigns in natiopal 
magazines. 


Kirby to O. L. Taylor Co. 

Winston L. Kirby, formerly with 
the national spot radio and tdle- 
vision sales department of Ameri 
can Broadcasting Co., has jo 
O. L. Taylor Co., New York, r 
representative. 


We Take Care of the 
worst Production 


BUGABOO 


* 

SILK SCREEN 
24-SHEET POSTERS 
P.O.P. DISPLAYS 
DECALCOMANIAS 
* 


“Finest Screen Process Printing 
Creative Art Facilities 
On-Time Delivery 
In Our — Yeor 


For complete “4 coll or write today 


SNIDERS 


2636 St. Louls Street New Orleans 19, Levisione 
Representatives in many lerge cities 


SEVERAL CHOICE TERRITORIES OPEN 
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Calls Woolf's Bombshell 
an ‘Atmosphere Purifier’ 

To the Editor: You are to be 
congratulated! That feature article 
by James Woolf in your Jan. 14 
issue is an atmosphere purifier in 
every respect. Yes—given the 
space, the audience, and, of course, 
Mr. Woolf's trenchant writing abil- 
ity, I could have written that 
bombshell myself...because that 
is exactly what it is. Fuddy-dud- 
dies in any business—but especial- 
ly our own advertising profession 
—need a bombshell from time to 


time to blast them out of their 
fatuous, smug, all’s-right-with- 
the-world (our profession) atti- 
tude 

To my mind, the degree of 
health still inherent in our pro- 


fession should be measured by the 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


{number of letters coming into 
James Woolf's office paying him 
the respect that his “Sacred Cow” 
article richly deserves. 


In recent years there has sprout- | 


ed in our country the stupid, bigot- 

|ted, naive, yes—dangerous notion 
that when one constructively criti- 
cizes certain shortcomings in their 
own particular business, then, like 
James Woolf, they’re suddenly a 
“renegade,” “ungrateful” and sub- 
ject to disdain. Notice how this 
poison has spread out until] it has 
engulfed the whole nation so that 
anyone even daring to criticize in 
the least the most obvious rotten- 
ness taking place in our country 
today, suddenly becomes “a trai- 
tor,” “a Commie,” “a Moscow 
agent”! (In fact I'll be greatly sur- 
prised if Mr. Woolf hasn't been 
branded one of these already.) 


How much closer 


ON ONE STATION 


PULSE has just completed its first audience measure- 


ment of 16 Western New York counties . . . Among 


24 radio stations reported (including six Rochester 
stations), here’s what PULSE found: 


Out of 432 quarter-hours per week: 


WHAM is FIRST in 
WHAM is TIED for 
WHAM is SECOND 


Is this dominance? Yes, 


429 
FIRST in 2 


in 1 


indeed! WHAM’s power 


and prestige permit you to buy one station in this 


rich area and get FIRST preference with listeners 


99.3% of the time! 


Ask your HOLLINGBERY man for complete details. 


The Stromberg-Carlson 
Station 


I say dangerous because if 
James Woolf’s critics have their 
|; way, the advertising profession 
| will be something to look back- 
ward to with little pride while 
| nothing to look forward to with 
hope, 
| Instead of indulging in verbal} 
diarrhea attacking Mr. Woolf’s| 
healthy criticisms, ’twould be bet- 
ter for his critics to take cognizance 
of, and attempt to answer just 
what Mr. Woolf is lambasting. The 
wisdom of foresight is indeed more 
fruitful than the wisdom of hind- 
sight. 

When, I ask, in the history of 
any profession or of a nation, have 
their kind ever been responsible 
for any progress of any sort? When | 
will such fools realize the simple 
law of sanity that only through 
today’s protest can we expect to- 
morrow’s progress? Suppose a 
Washington, a Jefferson, a Tom 
Paine or a Lincoln had been shunt- 
ed aside by their contemporary 
breed of standpatters...where 
would we be today? To put the 
query another way, how much fur- 
ther ahead in the evolutionary line 
of progress would we all be now, 
were it not for those status- 
quoites? 

If the advertising profession has 
grown and survives at all or pro- 
gresses any further, it is precisely 
because of the healthy influence 
and self-critical exposes by the 
Jim Woolfs in the business—and 
not because of those who are now 
trying to shrink James Woolf, the 
giant, down to their own pigmy 
size. If we love our country, we 
criticize and attempt to change 
what must be changed. If we re- 
spect our profession we must im- 
prove what needs improvement 
The Jim Woolfs, toward whom I 
am proud to feel an affinity, un- 
questionably love both. It is only 
the defilers of a nation or a pro- 
fession who attempt to stifle such 
critics. Phony “loyalty” (to para- 
phrase Mr. Samuel Johnson) is 
the last refuge of a scoundrel 

Calling names, labeling one a 
traitor or renegade never solved} 
a shortcoming yet. Let’s learn that 
there are no Sacred Cows any- 
where, least of all in our own 
backyard. 

Again—more power and space 
to the Jim Woolfs. 

Lou KASHINs, 

Lou Kashins Advertising, New 

York. 


> 
100% Agreement with Woolf 
To the Editor: I have just fin- 
| ished reading James Woolf's arti- 
|cle, “The Advertising Business Is 
No Sacred Cow to Me,” in ApvER- 
TISING AGE dated Jan. 14, and I of- 
fer my sincere and honest con-} 
| gratulations on the excellency of 
| this article. } 
The words that he stated are 
very very true and anyone who 
has the sincere and honest interest 
in advertising will agree with him! 
one hundred per cent 
Joun J. HENRY, 
General Manager, Better Busi- 
ness Bureau of Omaha Inc., 
Omaha, Neb 


j _ 
| Wants Better Look at Woolf 


To the Editor: Thanks to James | 
Woolf for the time and thought 
spent in preparing the article, “The 
Advertising Business Is No Sacred 
|Cow to Me,” which I have just 
| finished reading in the Jan. 14 is- 
sue of ADVERTISING AGE. I enjoyed 
every word of it. In fact I have 
been reading his articles for the 
past several years and have noth- 
ing but praise and support for him 
in his crusade for the betterment 
of advertising. More power to him. 


Advertising Age, February 11, 1952 


I have only one suggestion to 
offer to enhance the column. May 
we see a better halftone in some 
future issue? That plate of his 
learned countenance is_ either) 


| worn or too fine a screen and fills| 


in so that it is nearly black. It is| 
too dark and does not do justice 
to him. A glance at other small| 
plates in AA will show what I 
mean. It does add an air of mys- 
tery to his likeness but, when it 
comes to advertising he certainly is 
not in the dark. 

Keep up the crusade. Let the 
truth hurt where it may! 

A. F. VAN Eck, 

Assistant Publicity & Promo- 

tion Manager, Grinnell] Co., 

Providence, R. I. 


e e e 
Reader Suspects AA of 
‘Anti-Jonesian Prejudice’ 
To the Editor: I have been puz-| 
zled as to why you have permitted | 
your editorial columns to be used! 
in a conspicuously prejudiced | 
manner in the Duane Jones con-| 
troversy. } 
This week's issue [Jan. 28] con- | 
tains a typical example of this} 
ugly partisanship in the photo-| 
graph caption on Page 60, show- 
ing Tabasco sauce ads. When this 
latest example is added to pre- 
vious evidences of your enthusi- 
asm for the Scheideler, Beck & 
Werner firm, it makes a reader 
wonder just what is going on be- 
hind the scenes. And I might add 
—it makes my opinion as to value 
of your opinion and news judg- 
ment take a dip downward. 
I don’t know Jones or any of 
his associates, past or present, but 


I am a regular reader of AA, I 
buy it for factual news, unbiased 
and unprejudiced. There is plenty 
of worth while material in it. But 
I don’t buy it to read the press 
releases of any one agency. 
Frankly, I can’t see any good 
reason for the anti-Jonesian in- 
nuendo you created out of the 
switch from Eggs Goldenrod to 
scrambled eggs. And if SB&W have 
any self respect or good PR coun- 
sel, they would lay off such self 
praise that damns in its weakness. 
RANDALL SMITH, 
New York. 
See the editorial on Page i2 of 
this issue. 
e _ = 
Couple of Commercials Are 
Too Many for This Listener 
To the Editor: Why don’t you 
ask The Creative Man to listen 
to “Gangbusters” some Saturday 
night, and you'll hear a 25-minute 
program that has about ten min- 
utes of story dialog. The rest of 
the time is taken up with synopses, 
explanation, the CLUE, and four 
Grape-Nuts commercials. Of the 
latter, one that has annoyed me 
no end is: 
Announcer: There've been some 
changes made in Grape-Nuts! 
Outraged bystander: What??? 
You’ve changed Grape-Nuts? (in- 
credulously). Why, anybody who’d 
change Grape-Nuts would be mean 
enough to...(and here is inserted 
a metaphor that is the only copy 
change from week to week, Why 
they change it I can’t imagine, 
because it gets feebler every 
week). 
Another thought: When in the 


The Courier- 


4 


THE LOUISVILLE TIMES 


Owners and operators of Radio Station 
364,123 DAILY * 


WHAS and Television Station WHAS-TV 
293,426 SUNDAY 
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hell is Colgate going to quit re- 
ferring to that survey on ammoni- 
ated dentifrices made three years 
ago as “the recent survey by the 
Reader’s Digest?” 
4 I give up. 
Epwarp S. NIEDERKORN, 

Ross Advertising, Portland, 

Ore. 


* * * 
Stripper Overdressed 
To the Editor: Wonder how 


much business Minsky would do 
if his strip-teasers wore as much 


he felt that the competitive situa- 
tion in the U. S. indicated that un- 
| less they had some point of differ- 
| ence in their product they would 
| do better to stay out of the mar- 
| ket. With this in mind, he decided 
to give the product three features 
of distinction: 


that would deliver the last 
cigaret in the pack just as firm 
and fresh as the first one. 

| 2. An American blend of mild 
American tobaccos, made in 

| America, instead of the sharp 
Virginia tobacco that makes 
English cigarets anathema to 
Americans. 


3. A filter tip, but designed to | 


1. A dramatic package of metal | 
Confused by Experts’ 


blue, sales of the brand have in- 
creased from 200% to 400% in. 
each market it has entered, in the | 
course of the past three months. 
H. A. THOMPsON, 
Vice-President, Anderson & 
Cairns, New York. 


Conflicting Advice 

To the Editor: We are avid read- 
ers of both Jim Woolf and The 
Creative Man but you'll admit we 
had a right to be confused by their 
contradictory advice given in the 
Jan. 21 issue. 

And—how close can opposing! 


Production Column Serves 
as Mailing Piece 

To the Editor: In your Jan, 14) 
issue we read a well-written ar- 
ticle by Kenneth Butler titled 
“Sizing Is Important in Typog- 
raphy,” located in your Tips for) 
Production Man column (Page 71). | 
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The article appealed to us so 
much that we desire to reprint 
it in full as a mailing piece. Would 
you give us the necessary permis- 
sion? We will naturally give you 
credit for the article. 

Nat FALK, 

Art Director, Rapid Typog- 

raphers Inc., New York. 


The Network 
of Weekly Newspapers 


reaching 


the U.S. 


Armed Forces Everywhere 


be far ahead of any filter tip 
now on the American market 
...a five-ply filter using cell- 
ulose, the material used in gas 
masks, that would give the 
smoker real protection from 
the tars that form when to- 
bacco burns. 
Moving in on the solid base of 
fact instead of synthetic pseudo- 
medical nonsense pulled out of the 


| ideas get? Not more than .005 inch 
in this instance. 
TOM RAWLINGs, 

Sales Promotion Manager, Ke- 

lite Products Inc., Los Ange- 

les. 

On the reverse side of The Cre- 
ative Man’s advice—‘Other ad- 
vertisers please copy’’—is 
Woolf's headline: “We Admen... 
Are a Bunch of Copycats.” 


Advertising Offices: 
WASHINGTON: 3132 M St., N.W. 
MT. NEW YORK: 41 East 42nd St. 

LOS ANGELES: 6399 Wilshire Blvd. 


* 


wreav of Circulations) 


NAVY TIMES 


(Est'd. Oct. 20, 1951) 

CHICAGO: 203 N. Wabash Ave. 

PHILA.: R. W. McCarney, 1015 Chestnut St. 
SAN FRANCISCO: Monadnock Bidg. 

Also: LONDON — FRANKFURT — TOKYO 


‘ARMY TIMES _ AIR FORCE TIMES 


as the Princess featured in the 
attached ad that recently appeared 
in the Chicago Tribune. 
RALPH BOLANER-OLSON, 
Cosmopolitan, Chicago. 
. o o 


V. P.s Were Irresistible 

To the Editor: I could not re- 
sist dropping you a note to tell you | 
how much I enjoyed your open 
letter to the publisher that ap- 
peared in the Dec. 31 issue [“Edi- 
tor Discovers Why There Are So 
Many V.P.s in Agencies’’]. 

It tickled my funny bone and I 
have heard it discussed in several 
advertising agencies along Madi- 
son Ave. 

F WILLIAM Ruper, 
Ruder & Finn Associates, New 
York. 

. . * 


Nine Lives Illustrated 
To the Editor: This little ad- 
vertisement from Good House- 


, 


tL SAY KNITTING MILES. HC. 


@ GA00ON stieeE NEw TORR Ge OF 
keeping strikes an odd note. 
Cuuck Boots, 
Booth Lumber Co., Onarga, 
Il. 
- . 


How du Maurier Invaded 
U. S. Market Successfully 

To the Editor: Personally I 
couldn’t be more in agreement 
with this editorial (“Bad Advertis- 
ing for ‘Bad’ Products?,” AA, Dec. 
31] if I had written it myself. That 
also goes for our client du Maurier. 
Mr. A. Wix, chairman of Peter 
Jackson Ltd. of London, who or- 
iginated the brand, felt the same 
way when he decided to tackle the 
U. S. market. Although they had 
been selling du Maurier for 25 
years in 62 countries of the world, | 


OKLAHO! 


Every year we're growing more 


1, 
W0G 


ii e ’ 

Sky's the limit in “52 
From 326 ads in 1949 to 601 ads 
in 1951... that’s how advertisers 
have been increasing the selling 
power of their advertising in the 
Oklahoman and Times with 
R.O.P. color. 

With a brand new press es- 
pecially designed to print news- 
color and more pages of it—a 
12-unit Goss “Headliner” — the 
Oklahoman and Times now have 
unsurpassed facilities to meet the 
growing demand of advertisers 
for 1, 2 and 3 colors in their daily 
and Sunday R.O.P. advertising. 

1952 will be our most color-full 
year yet! 


TH 


/ 
j 


é oa ~ , or 


E DAILY 


a 
OMT omy moray 


The Only Sunday Magagine 
in a Matket of 2 Million 


No outside Sunday supplement 
touches so much as 2% of the 
Oklahoma market. The Sunday 
Magazine of the Daily Oklahoman 
is read in an average of 3 out of 
5 urban homes in Oklahoma. 


Y TIMES 


Ps A ema Ree 


CIRCULATION 
Sunday 261,454 


Daily 
Combined a 59, o08s2 


THE OKLAHOMA PUBLISHING CO. 
THE FARMER-STOCKMAN 
WKY © WKY-TV, OKLAHOMA CITY 
Represented by THE KATZ AGENCY, INC. 
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.uxe Sunkist 


Wien a mass product, you buy mass markets. 
Mid-America is one—a mass market, dominated by 
farmers. You can’t sell Mid-America without farm 
families, nor the magazine that concentrates on 


them alone! 
pers 


Cap 


_—Fanes 
qe CRE 


Conventions 


Indicates first listing in this column. 

Feb. 10-12. First District, Advertising 
Federation of America, Hotel Kimball, 
Springfield, Mass. 

Feb. 11-12. Inland Daily Press Assn., 
midwinter meeting, Congress Hotel, Chi- 
cago. | 

*Feb. 11-12. British Columbia Assn. of 
Broadcasters, annual meeting, Vancouver | 
Hotel, Vancouver, B. C 

Feb. 20. Associated Business Publica- 
tions, annual eastern clinics, Hotel Astor, 
New York j 

Feb. 24-26. New England Newspaper | 
Advertising Executives Assn. and Ad- 
vertising Managers Bureau of the New 
York State Dailies, joint meeting, Strat- 
field Hotel, Bridgeport, Conn | 

Feb. 28-29. Oregon State Broadcasters | 
Assn., annual meeting, Eugene Hotel, 
Eugene, Ore. 

March 17-20. National Premium Buyers | 
Exposition (19th annual), Conrad wes 

} 


Hotel, Chicago. 

March 19-21. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 21-22. Third annual Advertising 
Institute, Emory University and the At- 
lanta Advertising Club, in Atlanta. 

March 24-27. Canadian Assn. of Broad- 
casters, annual meeting, Royal York 
Hotel, Toronto 

| 


March 26-28. American Assn. of In-| 
dustrial Editors, -first national conven-| 
tion, Netherland Plaza Hotel, Cincinnati. | 

March 30-April 2. National Assn of | 
Radio & Television Broadcasters, annual | 
convention, Conrad Hilton Hotel, Chicago. | 

April 1-3. Point of Purchase Advertising 
Institute, annual symposium, Waldorf- 
Astoria Hotel, New York | 

*April 1-4. American Management Assn | 
2ist annual packaging conference and | 
exposition, Auditorium, Atlantic City, 
N. J. 
April 3-5. American Assn. of Adver=| 
tising Agencies, spring meeting, The 
Greenbriar, White Sulphur Springs, w. | 
Va 

April 8 Associated Business Publica- | 
tions, awards presentation, 1952 contest, 
Hotel Statler, Boston | 

April 20-23. American Newspaper Pub- | 
lishers Assn., annual convention, Waldorf- | 
Astoria, New York 

April 25-27. Advertising Federation of 
America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fla | 

May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va 

May 11-14. National Newspaper Pro- 
motion Assn., annual convention, Brown 
Hotel, Louisville, Ky 

May 19-20. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago 

May 21-23. International Council of 
Industrial Editors, llth annual conven- 
tion, Minneapolis. 

May 25-28. National Business Publica- 
tions, spring meeting, Skytop Lodge, Sky- 
top, Pa. | 

June 8-11. Advertising Federation of | 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor, Pocono, Pa 

June 16-17. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin- 
cinnati 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago 

Oct. 4-7. Mail Advertising Service Assn. 
International, annual convention, Shore- 
ham Hotel, Washington, D. C 

Oct. 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal 

Dec. 27-29. American Marketing Assn 
conference, Palmer House, Chicago 

June 10-14, 1953. National Business Pub- 
| lications, spring meeting, Broadmoor Ho- | 
| 
| 
| 
| 


tel, Colorado Springs, Colo. 


| 
Tie In on Direct Mail Push 


Munsingwear, Kickernick and 
Strutwear are joining in a direct 
mail promotion of Minneapolis- 
made lingerie. The companies will 
send three illustrated brochures 
through the lingerie fashion divi- 
sion of Minnesota Apparel Indus- 
tries to 5,000 merchandise man- 
agers of retail stores. 


Condon Co. Adds Account 

| Condon Co., Tacoma, has been 
appointed to direct advertising 
and public relations for Pacific 
Oerlikon Co., Tacoma, manufac- 
turer of heavy electrical equip- 
ment. 


Gibson Elected Adclub Head 

Calder A. Gibson, secretary- 
treasurer of A. C. Gibson Co., has 
been elected president of the 
Greater Buffalo Advertising Club. 


When your product costs important money, you 
want the people who save money. Farm families 
are near the top. And tops among them are the read- 
ers of Capper’s Farmer. They are the most prosper- 
ous farm families in Mid-America, itself the richest 
farm market on earth. 


Capper 


atte 


wa ymer 
af - =Caprss “\ 


3 Ao re er. es vit ih Mae aie ae ae ‘ ‘ ate a ro ay ie St i Ses ca ree. 3 ee ama ee ‘ 
* a : ‘ es (CAE 7 St Ce ae ALDER ic EY fe ey sper a Saath a oF eye ee ye vests 
 - . . 2 See et rae eg meg gamemaee eke 9 i ho 2 a Be. pa 
pee : aa ’ a 
me Vie," 

-, eee 

i i 
% | Advertising Age, February 11, 1952 | | a 

* ' Co 

. . , } : 

a . Rapes See ae ey ait st ee ee ae ier ees ged a Co . ie? : a oe Boe = oe Wise {ee ot ae ; = 
: Pea San ee mS ohare PT alle nema ming nat oni 2 Bie Baa. eae ine 2a aM | 

pe ae eo ee oe eae Teese ae pe rs ee i 
wh ere gee ye +> f ge 25 ie La eee ata “gy ange + xe aia ms | . 
| ys Sant ee hee ee woe A. ig 2 ae ee ; ie 
es etl wie os omy Pear eer poke aay, Pe ee SE ee oat ee i 
4 BP Man ght ets Bs aaa ott : Rares > 2 eee i eee i ee 1 eS | ; 
caw rn oe eh ; ; {oe é Aap ae aun ee ee: 
+ ae, tke F Se 4 te : A ea US al 3 SS eee Sm 5. 
af 2 Ay 8 5 ? oro. f ie : ae eee Re ting ior. Sie Fag gear mee mamma 

ne Viernes ee Po ae ; iad Cee he oo 2g Se ee ee me 
Bat Ne ae. ge eae nd ek. ; Fee re mG? 
wt, ah ; A ‘ 5 
ae " i” : : 43 
pe : j Z | 
fF ; ‘4 : ‘§ i ’ 
ware t c , a 
me . t. ty 
i «es 
ORS Pa, ot Aa ‘ ; s & i eg 
ye het ones i a es. Dio Sea a COMI ne ae a { iF, 
es ag Tec aay 2 See nee ka ork Nes eh ei ple ne, eae a Ue oie Se Vee Ca ae i ‘, 

5 Pas. a <o Ee a pp Rare! sas : a oe oy) ee ? F F ; “ ’ Be 
ae 3 eee es, ? Say ‘ * ue P r “Fe 
a at ae be . id ae : go 

: nberk of i : j me 

Ae e ‘ 4 = 4 « a 
Ae a ae Ry pa 
- 4 % Kips nf : j Ee 
hele i ere : \ 1 ¥ \ ee: | ee 
eh r rae ‘ oe 3 bb a8 
aa gies: : Ae ; cee 
te aed ia 

; Seva. me yes 

' hae = a PsA : 
sy a i4 ot Bie: 
gor pees: oo : : 
ee : aa ; ; a jee 
ae as hae : i tose 
225 “ 3 z ae saa Ea 
we i ee ee ed ra ie ‘ (a re i rem ge I AG Fee 4 j . 
FF pie Soles ee owe | i Peers» was : eee <9 tater A hice aa! nh 24 af ie 
; ae a on Ei bie im hae ‘ mae ihe Peay, Bee eet a ee a a ie ng oo) 
et Fee La aig eae el ea Cea ra Ss Ee hae 
td Tea ne Fare fa) ; oo ee SP Ee ; 4 
a See i ky Li ee : eer coe ied ’ ‘ 

i Pi aT eae ss ae ; iF 3 ee ay Sees 5 4 a 
ne if Py < 2 Lgl Sih ‘ : 2 SSE a eee ete: , x 
WAS a, On RE - * a A eet fee oe ee ee aay bon fais 
Se: 0 (tC - ° . ; Bees Ne Lh ee Re si eae 
a mS kes 4 - ° i Pete eeE iS ee spc ae 
vo ee Se y. Be aa? $ R en He Dis sly arc : eee 

| ger ee seasaye . Eee ie 
a ere . ° e e «© \ i ae ee co cae i we 

— pat af ‘ Pe ae F Le aig 
i ei, ‘ , of * 4% bh \ 2 eee i age 

‘ “ees 4 af se *e ‘ r . aie: = } 4 
ee is A . , i Be wii 

wa . ‘ 4 oa Neds Z ihe 

- ee ‘ sf ‘ “7 y | on on th 
«i an ‘ - . \ >> i baat: 
~ oe 3 mat ) ' = BS 
= mn ‘ \ } ‘er —— a 

a P ay 
ee ' 4 A> a ‘ NY =i 

Ss ‘ \ ~ ° ° ‘ eae 

7 ? : ‘ oy Ye S645 J ’ , q Y ’ ra 

< 1 e doa ee 

= ™ ‘ ‘ \ ow "s 4 one 

v . Vs we wo “S44 i) ‘a ee 
a. \ ‘ . =<. 7 &@ 4 / — es 8 
Bs 3 ’ ~ 4 \ y) a 

+ - we) ‘ ‘ - oa @ ’ ‘ — i a a 

; . adios y ¢ ‘ : q ee 
ss é : thai ee ry B: : — : { wet 

, ee ee ye * ee ae 
Re. oF ‘ ™ a S24 @ Pea cee a Pie 2 Pe es : F wae 
: oe $Me a ~ ‘ ° ‘ Ct Mg 9 See aan ee Be 

5 ef an ° « ; 2 test aan eo ee ee ae) f ae 
a ae * , = : : een aaa Es gaa Sa ieee rae ; ae 
‘- een { t ¢ . > o uae eae B car) 4 ere a Re Ch ee > =a as 

» f, wee 7 f WN E PRE is ites Os at Me ee a “Seat Sarre 
Ee = 4 - - fe ies Bremen” 2% art Ne : , ; 
a BS. a a - * See ne i) "a Gee ode Sette q ie 
he 2) ee ‘° - ? et ae eee TS ARR eee. ; rae 
ras Lc Oe ate = ; ers rod eT iy, 2 eum tg ceo mi : 7 ae 

: Bn Se “ ™” eld ‘er See Baa 
re sk ig - 6 weg MS eee ee eee : ae 
— abet 4 a ag F ts LI KE mont _ Ne ga Se Pie 
7 pee fs oh. at ae s Bes Be phe eo -.  ee se 

ag ERA MGS er ; eee OS «Be 
iLFs cok Ri = 5, te iO a ages: 2a at pee b . 

& eee eg eat ta % ¢ ee mee. Bi «Ea 
i eae mer oa : ae ; Dae: ise a oe 
: a i rs é [ q Bette: x 
— Sete ct +e “tae Ve «ee 
y 2 wee pe Wie } eae % 1 ' ' 7 ee 

a pce =e oe oe “IMTTh\ VL DA ZG’ DD ity 3 

= i. c BAe: ae : | | } or é f iy ; ee 

' . B " } ¢ 7 

a Ree. »e oie @ FP a SoS uP | & 
it fg Picsad ww wee oe ee 2S ee eS eee eS : oe 
ra ae oh ee ‘a 

‘ 7 ; : Rice : 

‘A t ae eat + ee i Z a 
4 at da cork 4, Same ‘ Pe ee et ee) de 

‘ righty ot ae ae Pia. 2 a 
ey if a ¥ (ib ee, ; ot ape Sf eee 3 ; 

f “@ a all : Se A ae ee eet ss Pie. : ee 

ma i Goes Reet Sh oa ees ke 

a aoe of ae Bate Se | Ae : 
Bee ; eg ope ae ie oes 

—. eer eee ee ; ; : MG : hg Ons Soe ee. aa Se SRS eae Se ‘ 
ri S ott gh dog ¥ 4 * : 
ee ‘ 

ae. | 
‘ ; A 
v4 q 
ae : } 
my 
- 

Se q 
r : 
i 
Mg 2 
wet 
ces 
val | 
= \ 
a 
oy 
Res 
. ¥ 
E 
; - | 
<4 a i; =e tea aah -. 0 
$ es. pe -- eR a Rig 
Ru & ‘ : 5 ° - ee ae 7 See a 
é Ye = ae Ss er a ieee . 
y es. te > va fae is a = : 

iy St at : a 4 . Bene he | See le) ot ai = i 
‘ j ee ; ‘ Be ee Gg apne aad f ; 
a : * oa . y Be ri 5 6s SR ig " aaa ; 

: ek 2). ee 3 

q ‘ \ ae Re ee } 
eee ee ee i : ss a eee ee , a 
- f gre Ar : a 

r 4 . 
rl Y is ~ — 
eet BAe 7 . = , Ore hi. 


Advertising Age, February 11, 1952 


CHECKING PROOFS—Syivester L. Weaver Jr. (left), v.p. in charge of TV, National 


Broadcasting Co.; Carl W. Badenhausen (center), p of P. 


4 f P. Ballanti 


& Sons 


and chairman of the United States Brewers Foundation’s advertising committee, and 


7 


Co., ine some adver. 


Henry Stevens, v.p. of J. Walter Th 


tising proofs during the association's 76th annual convention held in New Orleans. 


Thanks to Seamless Rubber, You Can Buy 
an Iddy-Biddy, Biddy or a Ruff-N-Ready 


New Haven, Conn., Feb. 5—“I 
want to buy an Iddy-Biddy bas- 
ketball.” 

“You don’t have any? Then how 
about a Biddy basketball? No? Oh 
well, let me have a plain old Ruff- 
N-Reddy basketball.” 

Although the Biddy and Iddy- 
Biddy requests are not expected 
to meet “out of stock” answers, 
this adult conversation will soon 
take place in sporting goods stores 
across the country if the Seamless 
Rubber Co. has its way. 

The normally conservative New 
England manufacturer has em- 
barked on a “new type athletic 
ball sales promotion plan that is 
unique in the history of the field” 
—probably in plan and assuredly 
in name. 


8 The promotion is hooked around 
“special-size basketballs for spe- 
cial-size boys” and is aimed at 
getting the kids interested in the 


hoop sport long before they can | 


get their tiny fingers around a 
normal 30” circumference basket- 
ball. 

For “little shavers,” Seamless of- 


Long Adds Two Accounts 

W. H. Long Co., York, Pa., has 
been appointed to direct advertis- 
ing for Guy Hobbs Inc., Dallas- 
town, Pa., manufacturer of radio 
TV tables and bases and for the 
industrial and general divisions of 
York-Shipley Inc., York, manu- 
facturers of York-Heat and York- 
Power oil and gas fired industrial 
heating and industrial boiler 
plants. Kuester Advertising, York, 
previously handled the industrial 
division account, while Long has 
been handling the general divi- 
sion account. 


Latest ‘TV Fact Book’ Out 

A tabulation of 479 pending TV 
applications is included in “TV 
Fact Book No. 14” published by 
Television Digest, Wyatt Blidg., 
Washington. The new edition in- 
cludes digests of rate cards and 
other data for 109 TV stations, sets 


fers the Iddy-Biddy basketball 
(27” circumference). Youngsters 
eight through 12 years old don’t 
need the Iddy, thinks Seamless, so 
for them there is a Biddy (28” cir- 
cumference). 

Finally, we have the would-be 
professionals, age 13 and up, who 


may buy the Ruff-N-Reddy (30” | 


circumference). 

Sporting goods dealers and job- 
bers are “showing broad interest” 
in all size basketballs, according 
|to J. Thomas Gibbons, v.p. and 
| general sales manager for Seam- 


less Rubber. In order to sustain | 


| their attention and to “encourage 
{young juvenile interest in the 


| sports store at an age heretofore | 


{reserved for the toy department,” 

Mr. Gibbons has come up with a 
| seven-point Seamless plan. It in- 
|cludes cooperative 
floor, counter, sales and window 
displays and probably national ad- 
| vertising this fall. 

Cowan & Dengler, New York, 
the Seamless agency, told AA that 
|about $10,000 has been ticketed 
for the sales promction plan. 


| Jackson Sets Large Push 

Jackson Vitrified China Co., New 
| York, will have the “largest con- 
|sumer advertising campaign in its 
history,” beginning in April and 
running through June. The sche- 
|dule, ranging from columns up- 
ward, includes Charm, Glamour, 
| House Beautiful, Living for Young 
Homemakers, Today’s Woman and 
Vogue. Advertising will be supple- 
mented by extensive sales promo- 
tion. Wexton Co., New York, is 
the Jackson agency. 


Shulton Redesigns Line 


Shulton Inc., New York, has re- 
designed its entire line of Desert 
| Flower toiletries in time for early 
{spring selling. Full-color adver- 
tising for the newly packaged line 
will run in Charm, Harper’s Ba- 
zaar, Ladies’ Home Journal, The 
|New Yorker, Redbook, Today’s 
Woman, Vogue and Woman’s Home 
Companion. Wesley Associates, 


advertising, | 


New Drive Will Push 
Macaroni, Tuna Fish, 
Beans, U. S. Steel 


PALATINE, ILL., Feb. 5—The Na- 
| tional Macaroni Institute, in co- 
operation with Associated Blue 
Lake Green Bean Canners, Port- 
land, Ore., and the California tuna 
fish industry, will open a two- 
month, three-product promotion 
campaign March 1, called the first 
of its kind in the history of the 
American food industry. 

Described in all advertising and 
merchandising material as_ the 
“Winner Dinner” combination, the 
unbranded product promotion will | 
feature macaroni, Blue Lake green | 
beans and canned tuna. | 

Included in the consumer adver-| 
tising part of the drive will be two | 
four-color, full-page ads in the| 
March 7 issue and a four-color, | 
full-page insertion in the March 28 
Life. | 


# A unique feature of the first 
two ads, to run on consecutive | 
pages of the issue, is that U. S./ 
| Steel Co. will share sponsorship | 
| with the canners group. 
| The U. S. Steel end of the tie in, | 
in cooperation with the Can Man-| 
ufacturers Institute, Washington, | 
is an institutional effort to publi- | 
cize its general interest in food 
packaging and its more immediate 
| interest in identifying itself as a 
major supplier of steel for cans. 
The March 28 Life ad is to be 
sponsored by the tuna canners 
and the Tuna Brand Assn. All 
| three color ads will feature a mac- 
| aroni-filled casserole, garnished 
with green beans and tuna meat. 


| 


# Both the tuna canners and the 
|macaroni companies will support 
| the national drive with local 300- 
| line newspaper ads under their} 
own brand names. Retailers will 
receive merchandising kits includ- 
ing 13 pieces of point of sale 
material. In addition, 10,000,000 
recipe leaflets will be distributed. 
| Plans include a heavy publicity 
program to implement the cam- 
paign. | 

Blue Lake, in addition to its 
consumer advertising, has sched- 
uled a trade publication campaign, 
incorporating the macaroni-tuna 
| tie-up. Hanly, Hicks & Montgom- 
| ery, New York, handles its adver- | 
| tising. } 
| 


|Sanson Appoints Dorland 
| Dorland Advertising, New York, 
; has been appointed to handle ad-|} 
| vertising and »ublic relations for 
|the new Lanvin division of San- 
son Hosiery Mills, New York, The 
new line of stockings will be set 
up on a franchise basis in key 
cities. Advertising plans call for 
use of fashion magazines and 
newspapers, 


Towe Elected President 

Kenneth C. Towe has been 
elected president of American 
Cyanamid Co., New York, succeed- 
ing the late Raymond C. Gaugler, 
who died Jan. 11. Mr. Towe has 
been with the company since 1926 
serving in a number of capacities, 
most recently as v.p. in charge of 
finance. 


| ABC Splits Western Sales 


The western division of Amer- 
|}ican Broadcasting Co. has sepa- 


| rated its sales service into radio 


in use estimates and a listing of New York, is the Shulton agency. | and television. Mae Dene Ellis, 


TV station sales representatives, 
labor unions, technical groups and 
manufacturers dealir.g with TV. 


Published semi-annually, the new) 


edition is 112 pages and sells for 
$5. 


Weld Buys Newspapers 

Philip S. Weld has purchased 
the Times, Gloucester, Mass., and 
the News, Newburyport, Mass., 
from E. E. Hicken for $300,000. 
Both papers are dailies. National 
representation of the two news- 
papers has been resigned by Small, 
Brewer & Kent and taken up by 
Julius Matthews Special Agency. 


| BBDO Transters Schmelzer 


Robert H. Schmelzer, account 
executive for seven years in the 
Los Angeles office of Batten, Bar- 
ton, Durstine & Osborn, has been 
transferred to New York as an ac- 
count executive for Trans World 
Airlines, Kansas City. 


Kaman Promotes Kirchner 
Charles Kirchner, public rela- 
tions director, has been promoted 
to assistant to Charles H. Kaman, 
president of Kaman Aircraft Corp., 
Windsor Locks, Conn. 


sales supervisor, has been appoint- 
| ed sales service manager for tele-_ 
vision, and Marion Russell, sales 
service assistant, has been named 
| manager for radio. 
Appoints Diamond-Barnett 

St. George Textile Corp., New 
York, has appointed Diamond-Bar- 
nett Inc., New York, to handle all 
advertising. 


Merrow Machine to Schaller 
Merrow Machine Co., Hartford, 
has appointed William Schaller 
Co., Hartford, to direct its adver- 
tising. 


Wa 
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LIKE 


With a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work . . . stock to 
raise .. . buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 
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Ford Promotes Jackson 

Ford Motor Co. of Canada, 
Windsor, Ont., has promoted 
George H. Jackson, from v.p. of 
parts and accessories to v.p. of 
sales and advertising, succeeding 
Horace H. Greenfield, who has re- 
signed 


KMAC Names Hollingbery 
George P. Hollingbery Co. has 
been appointed national represent- 
ative for KMAC, San Antonio. The 
5,000-watt station is affiliated with 
Mutual Broadcasting System 


In CANADA 
31% of the sales made 
in retail stores are 
made to Families reading 
The STAR WEEKLY 
ask for information 


WARD-GRIFFITH CO. 
The Ward-Grilfith Co, maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Henri, Hurst & McDonald 
Adds Account, Appoints Two 

Henri, Hurst & McDonald, Chi- 
cago, which has handled the chil- 
dren’s and men’s dress shoe lines 
of Roberts, Johnson & Rand 
branch of International Shoe Co., 
St. Louis, has been appointed to 
handle advertising for the entire 
branch. Previously, Krupnick & 
Associates, St. Louis, handled the 
Trim Tred women’s shoes and 
work shoes line 

The agency has appointed Ear] 
Bronson, formerly radio-television 
| director of Schwimmer & Scott, 
| Chicago, writer-producer in its ra- 
dio-TV department. Jack Miller, 
TV writer-producer, has been pro- 
moted to the account handling and 
'sales promotion department. 


BAB Appoints Peck, Steinle 

Broadcast Advertising Bureau 
has appointed Franklin H. Peck, 
formerly assistant director of ad- 
vertising for Schine Hotels Co., 
| New York, to its national promo- 
tion staff and Robert J. Steinle, 
formerly advertising copy chief of 
J. C. Penney Co., New York, to 
|} the post of retail specialist in its 
| local promotion division. 


New York, Feb. 5—Eighty-five 
per cent of the nation’s leading 
supermarkets and “superettes” 
now sell health and beauty aids, 
compared with 37% ten years ago, 
according to a nationwide study by 
Progressive Grocer. 

The consensus of leading food 
store operators taking part in the 
publication’s survey on drug sales 
through food stores is that “drugs 
and toiletries are the most impor- 
tant new line since grocery stores 
added fresh meat and produce.” 

As a result of the wide distribu- 
tion of selected drug and toiletries 
among food stores and because of 
self-service and increased traffic, 
food stores soid an estimated $340,- 
000,000 worth of these products 
during 1951, the study states, add- 
ing that this represents more than 
30% of total U.S. sales of these 
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Survey Shows Number of Food Stores 
Selling Drugs Doubles in 10 Years 


products through all types of retail 
stores. 


s Among stores that handle drugs 
and toiletries, Progressive Grocer 
found the following percentages 
that handle each of the 27 major 
commodity classifications: 


COMMODITY *. OF ALL 
STORES 
HANDLING 
Toothpaste 


Sanitary napkins 
Razor blades 
Shampoo 

Shaving cream 
Headache remedies 
First aid supplies 
Laxatives 

Tooth brushes 

Cold, cough remedies 
Hand lotion 

Hair tonic 

Tooth powder 
Mouthwash eoaseeee 
Personal deodorants 
After shave lotion 
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“Have you considered using Kimberly-Clark coated papers ?” 


“ry wo REG U.S PAT OFF. 


Fully-coated Kimberly-Clark Printing Papers will add crisp 
freshness and sparkling new eye-appeal to your reports, adver 


tising pieces, brochures and house organ — often at remarkable 


savings in cost. Today —ask your buver or printer to see new 


Hifect’ Enamel. Trufect’, 


| ithofect® Offset 


Enamel and 


Multifect”— and compare them with the paper he ts now using. 


KIMBERLY- CLARK CORPORATION, NEENAH, WISCONSIN 


Baby powder 79 
Baby oil or lotion 75 
Talcum powder 75 
Face cream .... 69 
Home wave ... 67 
Liniment 63 
Face powder 37 
Nail polish . 52 
Nursing bottles 50 
Foot care products . 43 
| Sun tan lotion . 41 


| 

® Of these 27 major commodities, 
| the study indicates the average 
number handled by supermarkets, 
superettes and smaller stores is: 
(1) supermarkets (annual volume 
of $300,000 or more), 24 commodi- 
ties; (2) superettes (annual vol- 
ume of $100,000 to $299,999), 21 
commodities, and (3) smaller 
stores (annual volume under 
$100,000), 19 commodities. 

The average number of brands 
and sizes within the commodity 
classifications was found to be: (1) 
supermarkets, 214 items; (2) su- 
perettes, 128 items, and (3) smaller 
stores, 99 items. 

The procurement of drugs, “a 
difficult and devious job*a few 
years ago,” no longer represents 
a problem for food retailers, Pro- 
gressive Grocer states. The oper- 
ators who participated in the sur- 
vey obtained 40% of their drugs 
from grocery wholesalers, 33% 
from “rack jobbers,” 19% from 
drug wholesalers and 8% direct 
from manufacturers. 


8 Most stores are reported to buy 
from several sources, with buying 
|habits varying according to the 
|size of the store, and leading 

brands are readily available from 
| not one, but usually many sources. 

“Dealers report that high mar- 

| gins and good turnover make toi- 

letries an outstanding money- 
maker. Food stores report gross 
profit of 30.5% on retail sales, or 
nearly double the traditional food 
store gross profit rate.” 

The survey asserts that fair 
trade prices are not only accepted, 
but are enthusiastically supported 
by the retail food trade. “Drug and 
toiletry margins are the prime 
reasons these products have been 
adopted by food stores.” The 
highly competitive price condi- 

| tions in food retailing make fair 
| trade prices not only desirable, but 
highly necessary now and in the 
period ahead. “There is little like- 
lihood that drug and toiletry mar- 
gins wil! be cut by food stores.” 


Of the stores surveyed, 65% re- 
ported that 1951 toiletry sales 
were higher than in 1950, 33% re- 
ported no change in sales and 2% 
said sales were lower. 
Forty-seven per cent expect to 
enlarge and improve their toiletry 
departments this year by adding 
new products, brands and sizes 
and by increasing the amount of 
space devoted to the department. 


Whiting-Plover Boosts Leech 

Thomas Leech, v.p. and sales 
manager of Whiting-Plover Paper 
Co., Stevens Point, Wis., has been 
promoted to general manager to 
succeed A. J. Schierl, who has re- 
signed. The appointment is effec- 
tive March 1, 


Edera to Tracy, Kent Co. 
Stokvis Edera & Co., New York, 
importer of heavy duty machine 
tools, has appointed Tracy, Kent & 
Co., New York, to direct its adver- 
tising. Industrial publications and 
magazines will be used. 


LYNCHBURG 


VIRGINIA 


An Industrial Center, A Virginia Key 
City Reached Through 


THE LYNCHBURG NEWS & ADVANCE 

1. Effective buying income 
$61,459,000. 

2. Quality of market index 109. 

3. City zone population 50,339. 

4. Lynchburg cannot be sold from 
the outside. 

ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains es 


in all principal advertising centers 
Gt} OUR CilTY LONE FOLDER 
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HERBERT SCHIFFER 

New York, Feb. 7—Herbert M. 
Schiffer, 61, professor of marketing 
and assistant dean of the school 
of commerce, accountancy and fi- 
nance, New York University, and 
widely known as a writer and 
speaker on various aspects of mar- 
keting, died Feb. 1. 

A native of New York, Prof. 
Schiffer began his business career 
in 1905, after attending NYU, as 
a clerk in the drug house of S. H. 
Wetmore Co. In 1920, he was ap- 
pointed a v.p. of the company, but 
left the following year to become 
president of Glass Inc. 

In 1919, Prof. Schiffer became a 
parttime instructor in accountancy 
and marketing at NYU, and in 
1926 accepted fulltime appoint- 
ment as assistant professor of mar- 
keting at the university. 


1933 and was appointed assistant 
dean in 1937. He wrote extensively 
on marketing problems for maga- 
zines and business papers and was 
the author of several textbooks 
on the subject. 


E. J. KIEFER 

New York, Feb. 7—E. J. Kiefer, 
47, since 1937 New York district 
sales manager of Sigmund Ullman 
Co., a division of Sun Chemical 
Corp., died suddenly Feb. 3. He 
was widely known throughout 
the printing industry in this area 
and was frequently referred to as 
“Mr. Ink,” because of his knowl- 
edge of printing inks. 


WILLIAM FLETCHER 
CARBONDALE, Pa., Feb. 5—Wil- 
liam Fletcher, 72, advertising di- 
rector of radio station WCDL, 
died Jan. 31 of a heart attack. 
Born in Richmond, Ind., Mr. 
Fletcher had spent the greater part 
of his life in the advertising field. 
He worked for many years for the 
Bershire Installation Co. of New 
York and the Pepsi-Cola Co. 


WORTH HALE 

San Francisco, Feb. 5—Worth 
Hale, 43, former West Coast edi- 
tor of Iron Age and Printers’ Ink, 
died of a heart attack yesterday 
at his home here. 

Mr. Hale was born in Brooklyn, 
N. Y., and moved here in 1927. At 
one time he also was editor and 
publisher of Pacific Printer & Pub- 
lisher. He was associated with the 
Rolandelli Co. of San Francisco at 
the time of his death. 


SAMUEL H. UMSTAD 


PHOENIXVILLE, Pa., Feb. 5—Sam- 
uel H. Umstad, 64, business man- 
ager of the Daily Republican here, 
died on Jan. 29 at his home in 
nearby Mont Clare. 


SIGURD GILBERTSON 

SEATTLE, Feb. 5—Sigurd Gilbert- 
son, 65, advertising representative 
here for the Christian Science 
Monitor and one of the best known 
media representatives in the area, 
died at his office Jan. 31. 


Penn Controls Promotes Two 
Penn Controls Inc., Goshen, Ind., 
has promoted E. B. Maire to v.p. 
and director of sales and K. W. 
Cash from assistant sales manager 
to manager of control sales for 
refrigeration, air conditioning, en- 
gines, pumps and air compressors. 


NORTH CAROLINA 
A Self-Contained, Isolated Market 
eached Through The 
NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $16,261,000 effective buy- 
ing income of New Bern. Test your 
campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


He be- Agency Gets Bakery Co. 
came head of the department in| 
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Life Insurance 
Purchases Decline 


New York, Feb. 5—Life insur- 
ance purchases in the U. S. in 
1951 showed a decrease of 5% from 
the volume in the previous year, 
the Life Insurance Agency Man- 
agement Assn. has reported. 

Total purchases in 1951 were 
| $29,148,000,000, compared with 

| $30,675,000,000 in 1950 and $23,- 
730,000,000 in 1949. 

The year’s decline, the associa- 
| tion says, was due entirely to the 
|33% smaller purchases of group 
life insurance, curtailed by the 
fringe benefit limitations of the 
wage freeze. Group life insurance 
|purchases were $4,800,000,000. 
| compared with %37,203,000,000 in 


Eicor Promotes Saichek 50, but the ’51 total was larger 
Hoag & Provandie, Boston, has Eicor Inc., Chicago, manufac- | | than for any year prior to 1950. 
been appointed to — adver- | turer of rotary and_ electronic 
tising for New Ene and Bakery | equipment, has promoted Robert 
Co., Pawtucket, R. Radio, tele-|S. Saichek from technical dats | Westinghouse Starts Drive 
vision and outdoor vil be used | director of the rotary division to or Vacuum C/eaners 
The vacuum cleaner department 


EXPENSE ACCOUNT ITEM 


“t dew care 1 yor guys do 
lnagh. Fm wtill getting Be a 
matic depereriation allow sare 


“Hew did vouitke that 
amggesicd ad tInveout 1 
seat yee?” 


taerk fer agency arreant 
| represratative se 


FOR LAFFS.-Clipped from Minneapolis Stor & Tribune’s gag booklet, “A Day in the 

Life of an Ad Salesman,” are several pages that were sure to create chuckles among 

one ad salesman set. The booklet, filled with situation pictures and humorous cap- 
tions, was passed out among the soles staff of the paper. 


| consisting of two specially priced 


| 


51 


division, Mansfield, O., is starting 
a vacuum cleaner promotion— 


product combinations—to run from 
March 15 to May 25. 

National advertising will start 
with the March 30 This Week 
Magazine and on Westinghouse’s 
“Studio One” TV program on 
March 31 and will be backed up 
by key city ads and local dealer 
advertising. 


PATERSON 


NEW JERSEY 
3rd City In New Jersey Covered With 
THE PATERSON CALL 
In 1950 the Morning Call carried 
more than 7,000,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising tn 
the Call. 
REQUEST MORE FACTS—ADVERTISE t. THE CALL 
Nationally Represent 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers . 


for the company’s Harvest bread | advertising and public relations di- 
| and other products. 


| rector for all its divisions. 


- ~ GET OUR CITY ZONE FOLDER — 


of Westinghouse Electric appliance 


* 
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Who are we to quibble about the great 
Caesar's legendary powers of concentration? 


To us, concentration of people means sales. 
And that’s particularly true of Canada, for 
the bulk of its people and its retail sales are 
concentrated in relatively few areas. 


Admen and sales managers know this. They 
also know it costs less to secure sales in 
areas where the most people live and spend. 
That's why WEEKEND PICTURE 
MAGAZINE fits so admirably into their 
plans. More than 80°; of its over 950,000 
circulation is concentrated in the population- 


In 47 te: iding Canadian newspapers 


with a total circulation of over 


950,000 


a 


— 


————— 


packed cities that account for more than 
half of all Canada’s Retail Sales. WEEKEND 
PICTURE MAGAZINE 1s read by 52.15%; 
of the English-speaking families in these 
vital market centres. 

Call it what you will.— the gentle art of 
concentration —— or a revolution in Canadian 
media WEEKEND PICTURE 
MAGAZINE is the key to scientific 
planning of Canadian sales. 

Facts and figures trom O’Mara & Ormshee, 
New York; The John E. Lutz Co., Chicago, 
and our offices in Toronto and Montreal. 


WEEKEND 


PICTURE MAGAZINE 


Published by 
The Montreal Standard Publishing Company 
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Merchandising the Advertising to 


Retailers Takes Skill, Degen Shows 


New York, Feb. 5—“You have 
a tough job today in getting the 
dealer to stand still long enough 
to listen to your sales presenta- 
and to give you an order 
demanding his time to 
advertising story.” 
Therefore, advertisers should not 
overlook any means of merchan- 
dising their products 

Speaking at a luncheon of the 

Advertising Men’s Post 209, Amer- 
ican Legion, Robert F. Degen, ac- | 
count and merchandising execu- | 
tive, Ted Bates & Co., told the} 
group some of the techniques used 
in “merchandising the advertis- 
ing.” 
The first job a manufacturer has 
is to sell the advertising program 
to his sales force, at sales meet- 
ings or through the mails if no 
meeting is held, Mr. Degen said. 


tion 
without 
hear your 


8 All too often, the salesman is 
subjected to statistics and reader- 
ship studies showing how adver- 
tising is doing the job instead of 
being shown how to convert the 
ad program into orders for him- 
self. 
“The mistake so often made is 
having an advertising agency 
resentative put on the typical 
@@vertising presentation,” the 
Merchandising expert said. “In- 
St@ad of keeping it very simple and 
painting out how the advertising 
cah be turned into orders, the 
agency man—because in most 
Cafes the top ‘brass’ from the home 
office is present—proceeds to sell 
agency and the job it is do- 
instead of the advertising. Or 
tries to prove with a lot of 
istics, readership studies, etc., 
t the advertising is doing the 
. In many cases the salesmen, 
wing differently, having just 
off their territories, con- 


e 
o. it just a lot of hot air 


& ®Management is coming to re- 
alize more and more the value of 
having the presentation made by 
rchandising men from the 
Sac, who talk the salesmen’s 
laBguage and know their prob- 
le@s,” Mr. Degen said. 
et should be given port- 
os when they leave a meeting, 


but not big, detailed ones which 
either end up in the back of the 
salesmen’s cars or scare the re- 
tailer by their bulk. Just note ad- 


| 


vertising highlights, Mr. Degen | 
urged. } 
“An advertisement in business | 


papers reaching a manufacturer’s | 
customers is a good way to call 
attention to the advertising, par- 
ticularly when something new or 
dramatic is being done.” 

Point of sale tie-ups, such as| 
window, counter and floor dis- 
plays, are another excellent means 
of merchandising an ad program. | 


@ “You can get a lot of merchan- 
dising help from media, to help 
merchandise your advertising to 
the dealer as well as to the con- 
sumer,” he pointed out, noting 
some of the services given by mag- 
azines, radio and newspapers. Of- 


ILLINOIS 
Buying Center for the Rich 13 County 
PEORIArea Market, Blanketed With 
THE PEORIA JOURNAL STAR 
1—LARGEST Circulation in [linois.* 
2—LARGEST Metropolitan Market in Ili- 


nois* .. . Pop. 260,612. 
3-—"BEST Test Market in Midwest” says 


every 3.M. Test Survey. 
4—-WHOLESALE SALES 2% TIMES 
LARGER than any other Illinois City.* 


*Except Chicago 
WRITE FOR YOUR NEW PEORIAREA FACT FOLDER. — 
Repreeeaied Matienally by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


- in all principal centers 


GET OUR CITY ZONE FOLDER — 


ST aOR aac ar nerenees 


ten, media can get into retail out- 
lets, such as supermarkets and 5¢ 
and 10¢ stores, where individual 
advertisers have little or no en- 
try. “Most of it is for free, so take 
advantage of it.” 

But, Mr. Degen cautioned, don’t 
buy a publication because of its 
merchandising support. Buy it for 
its market, and once you're in it, 
make full use of the merchandis- 
ing facilities. 

The best method to work with 
newspapers, according to Mr. De- 
gen, who handles numerous Col- 
gate-Palmolive-Peet Co. accounts, 
is to “find out the one thing they 


do best—be it letters, cards, re- 
prints or displays—and get as 
much of it as you can.” 

Don’t overlook radio, a field 


where, Mr. Degen said, most sta- 
tions and networks now offer mer- 


chandising cooperation similar to 
that provided by newspapers. Tele- 
vision can be equally useful. 
Finally, premiums in the hands 
of salesmen can serve to arouse 
retailer interest in a company’s 
advertising merchandising, the 
agency man told the ad post. 


Hopson Adds Two Accounts 


Hopson Advertising, Philadel- 
phia, has been appointed to direct 
advertising for Thornton Fuller 
Co., Philadelphia automobile deal- 
er (television, newspaper and di- 
rect mail campaigns are under 
way), and Staplex Co., Brooklyn, 
manufacturer of automatic stap- 
ling machines (business publica- 
tions, direct mail and point of sale 
material will be used). 


Kellogg Co. Swiiches Agency 


Robert W. Kellogg Co., Spring- 
field, Mass., mail order merchan- 
diser, has switched its advertising 
account from J. D. Bates Co., 
Springfield, to Reilly, Brown & 
Willard, Boston. Magazines, news- 
|; papers and direct mail will be 
used. 


Minnesota Mining Boosts 6 


Minnesota Mining & Mfg. Co., 
St. Paul, has announced six ex- 
ecutive promotions. Louis F. Wey- 
and, a v.p. and member of the 
board, has been promoted to ex- 
ecutive v.p.; Robert W. Young, 
president of Minnesota Mining & 
Mfg. International Co., wholly 
owned subsidiary, was named to 
the chairmanship of that organi- 
zation’s board; Clarence B. Sam- 
pair, v.p. of the international sub- 
sidiary, succeeds Mr. Young as 
president; John A. Borden, v.p. 
and general manager of the cello- 
phane tape division, has been ap- 


pointed sales and marketing con-| 


sultant for all the company’s 
tapes, and George W. Swenson and 
Hubert J. Tierney have been 
elected v.p.s of the parent com- 
pany. 


Ptetter to ‘Women's Wear’ 


George Pfeffer, formerly in 
charge of department and special- 
ty shop sales for the cosmetics di- 
vision of Dorothy Gray Ltd., New 
York, has been appointed to the 
advertising sales staff of Women’s 
Wear Daily. 
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Broadcast Advertising 
Bureau Revises Staff 

Rudolph Pecorini, formerly di- 
rector of media and research at 
Grant Advertising, has joined the 
Broadcast Advertising Bureau, 
New York, as research analyst. 
New presentation writer at the 
bureau is Araby Giimore, who left 
— Radio spot sales to take the 
job. 

Meanwhile, Meg Zahrt has an- 
nounced her resignation as assist- 
| ant director of the local promotion 
| div ision of BAB effective Feb. 15. 
\A veteran of department store 
| sales promotion work, Miss Zahrt 
has been associated with BAB and 
its predecessor, the broadcast ad- 
| vertising department of the Na- 
tional Assn. of Broadcasters, since 
| March, 1950. 
| 


Eddie Cantor Joins Welch's 


Eddie Cantor has signed a life- 
time contract as an active associate 
of Welch’s Wine division of Qual- 
| ity Importers Inc., New York, na- 
| tional distributor. Mr. Cantor will 
| spearhead all of Welch’s advertis- 
| ing and promotional plans for the 
| coming year. 


Capitalize in the World’s Chemical Capital-— 


Diu Pont’s new $30,00K 


bright symbol of the city's 


tempost on the new frontiers of 
chemistry 


JOHNSON REEVES, Wholesale Grocer 
supplies 
617 groceries 
are $39,000,000 


Parvin & Co 
of Wilmington’s 


Reeves, 
nany 


whose annual sales 


‘y 


SAMUEL JURIKSON, Children’s Wear 


His shop, Alexander 


+ stores with 
of $23,131,000 a 


Dealer 
one of 17 


apparel sales 


10 research 
/ahovratories near Wilmingion— 


combined 


future, 


MRS. W. R. BOVARD I, Housewife— 
She presides over one of Wilming 
tons 35,900 radio-equipped 


s, Ss 


use 


year holds, key points for sales impact 


HARVEY H. POOLE, Appliance Dealer 
Household furnishings are worth 
$16,324,000 a 115 


stores like Px 


vear to 


ole’s Electric Ce 


HARRY C. KELLEY, Brass Polisher— 
Employed by Speakman Co., he's one 
city ot Wilmington's 15,800 industrial 
workers 


He regularly tunes WFIL 
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Chewing Gum with Sales Message 
Offered as New Promotional Medium 


Cuicaco, Feb. 6—Another new 
promotional device has been intro- 
duced by the organization which 
last April launched Your Name 
Cigarets. This time it’s Adver- 
gum, in three choices—peppermint, 
spearmint and chlorophyll. 

Four standard wrapper designs 
are available, each having space 
on the front panel for four lines 
of copy and on the back panel for 
three lines. Copy may include 
name, address, phone number, slo- 
gan, description of product or 
service advertised, or other similar 
texts. The four designs are avail- 
able in red-blue, red-green, red- 
yellow and blue-yellow color com- 
binations. 

Advergum is packed in standard 
packages of five 
sticks, 20 packages to the box, and 
will be sold only in case lots, 50 
boxes to the case. 

Lester B. Patterson, head of 


foil-wrapped | 


Advergum, told AA that ad plans 
include direct mail to specialty 
jobbers, followed by trade publi- 
cation advertising. The company’s 


address is 125 W. Hubbard St., 
Chicago 10. 

Paul Grant Advertising, 
cago, is handling the account. 


Chi- 


Gar Wood Appoints Dries 

Gar Wood Industries _Inc., 
Wayne, Mich., has appointed Ar- 
thur F. Dries, formerly sales pro- 
motion manager of Service Sup- 
ply Corp., Philadelphia distributor 
of construction and materials 
handling equipment, sales promo- 
tion and advertising manager for 
its Findlay, Wayne, St. Paul, 
Richmond and National Lift divi- 


| sions as well as its branch offices 
| in major cities. 


Stranahan, Lewis Add Duties 

Champion Spark Plug Co., To- 
ledo, has appointed Robert A. 
Stranahan, director of original 
equipment sales and correlator of 
research and engineering activ- 
ities, and James F. Lewis Jr., di- 
rector of purchasing, advertising 
and public relations, to take on 
additional duties as co-directors 


of sales department activities. Both | 


are v.p.s of the company. 


53 
NBC Promotes Steel, Clem 


National Broadcasting Co.’s ra- 
dio advertising and promotion de- 
partment has advanced Pat Steel 
from supervisor of audience pro- 
motion to advertising and pro- 
motion coordinator. NBC has pro- 
moted Clyde L. Clem, supervisor 
of station promotion, to succeed 
Mr. Steel. 


Special Wrappings 
Found Used by Most 
Department Stores 


New York, Feb. 6—Nearly eight 
out of ten department stores use a 
special or distinctive color pack- 
aging, and of this group 54% say 
such packaging has a definite ad- 
Gregory Leaves Sweeney vantage, Department Store Econ- 

Tom Gregory has resigned from! omist reports, from results of a 
Sweeney & James, Cleveland,| cross-section survey of 1,000 de- 
where he has been for nine years,| partment stores resulting in 328 
to devote all his time to his own li 
advertising service, which he has wa Se ; 
operated for more than 20 years. Advantages claimed by the 

stores for a distinctive colcr wrap- 


ping include: 

1. It has value as store adver- 
tising. 

2. It encourages customers to 
“take” packages instead of re- 
questing store delivery. 

3. It eliminates the necessity for 
special holiday and gift wrappings. 

4. It contributes to store pres- 
tige. 


Cushway Joins Crescent 


Charles P. Cushway, formerly 
executive v.p. of Webster-Chicago 
Corp., has been appointed v.p. and 
chairman of the advisory board of 
Crescent Industries Inc., Chicago. 


Wright Co. Moves 


_ Wright Co., Boston, maker of 
lithographic plates, has moved its 


ffices t i 
oftices to Cambridge, Mass. @ Six different colors were men- 


fy WILMINGTON-and All of America’s 3ra Market 


Not Power Alone... 


Wilmington, crown jewel of ‘““The Diamond State,”’ 
accounts for 86 per cent of Delaware's industrial prod- 
ucts. More important . . . it is the state's largest single 
market. The 110,000 inhabitants boast a per family 
income of $7,199—59 per cent above the national 
average. Many are employed by the country’s giant 
corporations ... duPont, Chrysler, General Motors, 
Pullman . . . or by other of the area’s 163 manufacturing 
plants. An outstanding market in every way... well- 


covered by an outstanding station, WFIL, whose 5,000 


tioned by the stores, with 76% 
using more than one color, 20% 
using patterns or stripes and 64% 
using the store signature. Gray 
was the color most used (22%) 
with the others ranging down to 
maroon (11%) in the following 
order of preference: 
Color 


% of 
mentions 


special wrappings, 27% plan to 
stitute such a procedure; 6% 
considering it, and 67% have 
immediate plan. Aside from 
54% saying color packaging 
an advantage, 26% said they fou 


it doesn’t, and 20% were uncert 


watts outpull 50,000 watts in Wilmington. 


..-But Selling 


Ability to buy results in $189,000,000 of retail business in Wilmington 
each year. And wherewithal is translated into action throughout America’s 
3rd Market . . . provided you hit hard in Philadelphia and in 147 “home 
markets’’ outside city limits where more than half the area’s shopping 
goes on. Dip into this brimming tll. Exploit $6 billion in purchasing 
power. Do it with WFIL, covering two out of three radio homes in the 
14-County Retail Trading Area .. . stretching way beyond into a total 


coverage area with 6,800,000 people, $9 billion in purchasing power. 


Schedule WFIL. 


Power 


When is 5,000 watts more than 5,000 watts? 
When it's first on the dial! Operating at 560 


as to its advantage. 


ABC Realigns Hollywood 
Promotes Bill Larimer 

The American Broadcasting 
television network has set 
KECA-TV, Hollywood, as an 
dependent unit, with Phil Ho 
the station’s manager, 
porting directly to William Ph 
lipson, director of ABC’s west 
division. The move is in line w 
ABC’s long-range policy of s 
arating its owned stations from 
ABC-TV network, according 
company officials. 

Bill Larimer of the KECA- 
sales staff has been promoted 
national spot sales manager in Los 
Angeles for the ABC-owned TV 
stations in New York, Chicago, De- 
troit and San Francisco. 


Utah Radiomen Elect Schile 


The Utah Broadcasters Assn. has 
incorporated and elected S. John 


kilocycles, WFIL's 5,000 watts provide coverage 
equal to twenty times the power at double the Schile of Rocky Mountain Broad- 
frequency . . . 100,000 watts at 1120 kilocycles. casting System, Salt Lake City 


its first president. Other officers 


The Dhiladelphia 


Inquirer 


Pa : 
Pea. 


chosen are: Emerson Smith, 
KDYL-TV, Salt Lake City, and 
Harold Van Wagenen, KCSU, Pro- 
vo, v.p.s, and Arch Webb, KVOG, 
Ogden, secretary-treasurer. 


Supplier Appoints Agency 


Darwin & Miller Inc., Cleve- 
land, supplier of high grade tool 
steels, has appointed Brad Wright 
Smith Advertising, Cleveland, for 
a regional campaign to be fol- 
lowed by a wider program using 
national industrial publications. 


PORT HURON 


Retail sales INCREASED 480% 
in the last 10 years. Your ad- 
vertising in the PORT HURON 
|TIMES-HERALD will cover 
'that market! Our MERCHAN- 
|DISING DEPARTMENT will 


Station 


‘help you! 
| SEND FOR OUR PORT HURON MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward Griffith Co maintains offices 
in all prncipol advertising contess, 
GET OUR CITY ZONE FOLDEe 
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Biow Handles Special Study 


National Distillers Products 
Corp., New York, has appointed 
Biow Co. for a special research 


study. No details are available at 
this time 


Pepsi to Relin Associates 

Pepsi-Cola Co., New York, has 
appointed Bernard Relin Associ- 
ates, New York, as its public rela- 
tions agency 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market in Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 


$119,399,000 Effective buying 
income 
$99,277,000 Retail Sales 
uality of market index 112 
dvertise and sell in Quincy 
ASK FOR OUR RETAIL DISTRIBUTION SURVEY 
Nationally Represented by 


in all principal , 
= GET OUR CITY ZONE FOLDER — 


House Committee 
Rushes Program 
for Fair Trade 


(Continued from Page 3) 
similar fair trade laws. 


“This bill does not authorize 
fair trade,” Rep. Patman pointed 
out. “It leaves it to the states, 
permitting those states which 


have fair trade to obtain effective 
enforcement of their laws.” 


® The judiciary committee’s hear- 
ings Monday will center on a bill 

-by Rep. Eugene J. Keogh (D., 
N. Y.) amending the Sherman Act 


to deal directly with the Su- 
peme Court's decision outlawing 
non-signer clauses. Under the 


Keogh bill (H.R. 6367) it becomes 
“unfair competition” to violate in 
interstate commerce any state law 
authorizing “fair trading” of a 


orand name product. 

The American Fair Trade Coun- 
cil participated in the preparation 
of the Keogh bill, and will play a 
leading role in the judiciary com- 
mittee hearings next week. 


® In calling for immediate efforts 
to restore fair trade laws, Rep. 
Patman told the interstate com- 
merce committee Monday that the 
House small business committee 
had completed an exhaustive in- 
vestigation of the “pros” and 
“cons” of fair trade and had con- 
cluded that the right to set up 
effective fair trade should be left 
to the states, through the McGuire 
bill. 

He said fair trade put the small 
merchant in a position to compete 
effectively with chains, which 
have their own manufacturing 
and distribution organizations. “It 
gives the independent merchant 
the same form of vertical price 
protection that the chains enjoy,” 
Rep. Patman said. 

“There is nothing manopolistic 
about vertical price agreements,” 


A 


Rep. Patman said, “so long as 
there are a number of manufac- 
turers selling in competition with 
each other.” He contended that 
monopoly thrives only on horizon- 
tal price conspiracies. 

After hearing an exhaustive re- 
port on the operations of fair 
trade from Mr. Mermey Monday, 
the interstate commerce commit- 
tee decided to set up a special 
seven-man subcommittee to rush 
fair trade hearings during the 
remainder of the week. 


s Among those appearing before 
the subcommittee were Eric 
Calami, managing director, Retail 
Tobacco Dealers of America; I. J. 
Wilkinson, executive director, 


Master Photo Dealers Assn.; Nich- | 


olas Gesaolde, secretary, New 
York State Pharmaceutical Assn., 
and Harry Kimbriel, 
director of marketing, Eli Lilly & 
Co. 

Urging the committee to report 
favorably on the McGuire bill, 
Mr. Mermey outlined for the com- 
mittee the social and economic 


plus high-spot display —- 


When counter space is scarce or 
window display needs motion without 
motors—‘‘Mobiles”’ are the answer. 
Ketterlinus designs these breezy hangers 
in infinite variety to display the nation’s 
greatest product names; a few of which 


Your product can move speedily 
to sale sparked by the ingenious 


design and unequalled color craftsmanship 


' 
are shown here. 


of Ketterlinus ‘‘Mobiles.”’ 


Let us show you how! 


ABBOTT 
LABORATORIES 


For low-cost motion 


—_. 


HaVPY NeW YeaR 


try modern “mobiles” *” ., 


_— 
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PURE OIL COMPANY 
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OLDSMOBILE 


we 
better see us — Vette rl } n U % Leaders in lithography for more than a century 


NEW YORK © PHILADELPHIA * BOSTON * CHICAGO 
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implications of fair trade. Citing 
a number of recent price studies, 
he pointed out that fair trade has 
actually resulted in lower prices 
for consumers. 


® Along with the findings reported 
to the committee by Mr. Mermey 
were those taken from a study of 
consumer prices in fair trade and 
non-fair trade areas. Although, 
Mr. Mermey said, the products 
used in this survey are so well 
known that they are the ones 
typically used as loss leaders by 
predatory price-cutters, “the sur- 
vey showed that consumers pay 
less for these products, taken as a 
whole, in the fair trade states than 
in the non-fair trade areas. 

“In the light of these findings, 
therefore, consumers cannot ex- 
| pect to pay less without fair trade 
than they are now paying under 
fair trade. Indeed, the statistics 
indicate that they would pay more 
without fair trade.” 


® Turning to the briskness of 
price competition in fields where 
fair trade is practiced, Mr. Mer- 
mey cited data covering 34 classes 
of goods, on the numbers and price 
of brands from which the con- 
sumer can choose. “If we examine 
what is available in the stores,” 
he said, “be it face powders or 


fountain pens, typewriters or 
toasters, we find...a host of 
brands with a wide range of 


prices. 

“Under fair trade, price com- 
petition is transferred from the 
|retail level to the manufacturer's 
level. But this is not peculiar to 
fair trade. Other forms of resale 
price maintenance at the produc- 
er’s level are found legally and 
socially acceptable—for example, 
/consignment selling, dealer fran- 
'chises and direct selling by the 
manufacturer to the consumer. 
| “The voluntary fair trade laws 
are simply one method whereby a 
manufacturer may set minimum 
resale prices ‘at his peril’, in Jus- 
tice Brandeis’ words, under com- 
petitive conditions. . .” 


® Asserting that the continued 
survival of small business in our 
economy is at stake in fair trade, 
Mr. Mermey said that, “in curbing 


loss leader selling, fair trade 
checks a pernicious type of unfair 
competition which particularly 


harms small business. 

“Competition by means of loss 
leaders is unfair and anti-social 
because it is based on the ganging 
up of dollar power—on the huge 
resources needed to sell goods at 
a loss and stay solvent. It can 
destroy small business men, un- 
able to match dollars with the 
giants, no matter how capable or 
efficient they may be. The final 
‘outcome is the end of the compe- 
tition of the small with the big 
Only the mastodons of the market- 
place have the resources for such 
jungle warfare. 


@ “The U. S. Senate's select com- 
mittee on small business, in its 
annual report for 1951, just issued, 
estimated that if the New York 
price war had lasted six months, 
20,000 stores would have gone out 
of business.” 

Also emphasized by Mr. Mermey 
was what happens to the reputa- 
tion of famous national brands 


NORTH CAROLINA 
One of the nine LARGEST cities 
in North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
Tobacco Culture and Marketing and 
served by its only newspaper, the 
Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 
in all principal advertising centers 
~ GET OUR CITY ZONE FOLDER — 
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TWIST—Union Pacific is promoting its own 

line with this newspaper copy based on 

the CBS-TV show “What’s My Line?” 

sponsored by Jules Montenier. Caples Co. 
is the UP agency. 


when they are used as price bait 
by loss leader retailers. “When 
price-warring drives the national 
brand’s price lower and lower, 
consumers begin to doubt its in- 
trinsic quality. . .Under fair trade, 
the manufacturer, if he chooses, 
(not all do) can protect his trade- 
mark from damage. 

“He can retain his distributors 
better. Even the chain stores will 
refuse to carry a loss leader item 
at the point in the downward 
process where it becomes all ‘loss’ 
and no ‘leader’.” 

Declaring that, for two decades, 
“The American people have tried 
and approved fair trade” in the 
45 states which have enacted fair 
trade laws, Mr. Mermey said that 
the weakening of fair trade in 
interstate commerce by the 
Schwegmann and Wentling deci- 
sions jeopardized 20 years of pro- 
gress in fair trade. 


Temco Inc. Appoints Harold 
Twitty Advertising Manager 
Temco Inc., Nashville, manufac- 
turer of gas space heaters, floor 
furnaces and gas clothes dryers, 
has appointed 
Harold Twitty 
advertising man- 
ager. 
Mr. Twitty, 
who at one time 
was account ex- 
ecutive of Noble- 


Dury & Associ- 
ates, Nashville 
agency which 


handles the Tem- 
co account, has 
been a roving re- 
porter for the 
Chattanooga Times and a free- 
lance magazine writer during the 
last three years. During World War 
II he was combat correspondent 
with the Sixth Marine Division and 
at one time was advertising mana- 
ger of Nashville Electric Service 
before joining Noble-Dury. 


Harold Twitty 


Speaker Corp. to Camm 

J. W. Speaker Corp., Milwaukee, 
manufacturer of automobile acces- 
sories, has appointed Camm, Cos- 
tigan & Seitz, Milwaukee agency 
which bowed Jan. 1 with a listing 
of 28 accounts, to direct its adver- 
tising. Paulson-Gerlach & Associ- 
ates, Milwaukee, was the previous 
agency. 


SALISBURY 


NORTH CAROLINA 
Let us 


PROVE IT 


Your test advertisin, wil peeve its effec- 
tiveness in the MARKET in North 
Carolina served by ONE NEWSP. 


Generous Merchandising Service 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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| Firestone Tire & Rubber 


Promotes Three Executives 


Firestone Tire & Rubber Co., 
Akron, has promoted Earl B. 
Hathaway, sales 
manager of the 
Akron divisions, 
to sales manager. 
Fi has been with 
irestone since 
1927. L. G. Fair- = 
banks, sales man- 
ager for the past , 
10 years, has 
been appointed 
assistant general 
sales manager. 
Vietor D. 
Kniss, manager of 
tire sales, has been advanced to 
general merchandising manager 
and will coordinate the activities 
of the Akron staff sales depart- 
ment. 


O'Brian Joins ‘Quick’ 

Donald O'Brian, formerly with 
the promotion staff of Moore Pub- 
lishing Co., New York, has joined 
the promotion staff of Quick as 
assistant to the promotion mana- 
ger, in New York. 


Earl B. Hothowoy 


Sundstrand Promotes Nelson 

Robert N. Nelson, assistant sales 
manager, has been promoted to 
sales manager of the pneumatic 
division of Sundstrand Machine 
Too] Co., Rockford, Ill. 


Wright Adds Embury Mtg. 
Wright Advertising, Pittsford, 

N. Y., has been appointed to di- 

rect advertising for Embury Mfg. 


20 J RReueye 1 aimee 


Co., Warsaw, N. Y., manufacturer 
of industrial and highway lan- 
terns and torches.‘ Business pub- 
lications will be used. 


Crollard Named Chairman 
Jerry Crollard,, Ruthrauff & 
Ryan, Seattle, has been appointed 
chairman of the Advertising and 
Sales Club of Seattle’s committee 
for Advertising Recognition Week. 


KH]-TV Increases Rates 

KHJ-TV, Los Angeles, will in- 
crease its base nighttime hour 
rate from $750 to $1,000, effec- 
tive March 1, The new rate card 
will inaugurate a new $750 Class 
B hour. Class B time will be 5:30- 
7 p.m., Monday through Friday; 12 
noon to 7 p.m., Saturday and Sun- 
day, and 10:30-12 p.m. every night. 
All other time will be Class C, at 
$500 per hour. 


THIS IS FRED PARSONS (Another W-G Salesman) 


Fred F. Parsons, Vice President and Manager of our Chicago office, has been a 


Newspaper Representative his entire business career 


He is a charter member of 


the American Association of Newspaper Representatives. A successful salesman and 


popular in the trade, Fred is backed by much selling -wOCEK 
of our organization. He, or any of our salesmen, will 


e resources 
be g'ad te help push your 


product. All business is local! Buy newspaper advertising! 
Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington ae ocecceacessoes Plaza 5-7028........ NEW YORK 
Wrigley Buildin sone Superior 7-2485 CHICAGO 
General Motors Butiding adi Trinity 3- DETROIT 
Statler Office 2 ae Liberty 2- BOSTON 
22 Marietta Stree Walnut 1231 ATLANTA 
215 Builders (Buliding .5-8020 CHARLOTTE 
Russ Buildin, . Yukon 2- 2-6028 SAN FRANCISCO 
Lincoln Liberty Building Locust 71-4279 PHILADELPHIA 


GET OUR CITY 


ZONE FOLDER 


“There's no business like... 


with apologies to Irving Berlin et al...farm 


business.” 


No business changes so fast, develops 


so many new ideas and methods for improving 


production . . 


. offers smart business men such 


opportunities for profit. 
For illuminating instances, see a recent and 


typical issue of SuCCESSFUL FARMING, which 


Jfeatures the brand new industry of lamb feeding in 


the Cornbelt.. 


. pig production on a monthly basis, 
instead of one or two crops a year.. 


. Arilium, a new 


wonder chemical for coagulating soil particles... 


combining corn with legumes for higher yields 
. restoring an abandoned wheat farm to big 
production, building a new house that brings farm 


living up to the best suburban standards . . 
dozens of other ideas for making good farm 
business better. 


eh 


better techniques, more efficient methods . . 
greater yields per acre 


Farming as a business... 
sull. Continuous research on new varieties, 


.and 


never stands 


. bring 
, increases production per 


man or machine, gives larger output at lower cost. 


The 


husband, keeps in pace with progress . . 
rising standard of farm living.. 


farm homemaker, 


like her manufacturer 
. and the 


.improves the home 


by remodeling or redecorating, purchases the latest 


in material and decor, new furniture and furnishings, 


efficient labor saving appliances. . . 
buyer of better quality merchandise 


Best class market... 


prosperous 1,200,000 families, 


of which 


is today’s best 


is SUCCESSFUL. FARMING’S 


nearly a 


million are concentrated on the country’s best farms 


in the 


fifteen agricultural Heart states, 


with the 


largest investment in land and livestock, buildings 


and equipment, the best brains, best crops, and best 


incomes. ‘These SF subscribers 


average 


earnings 


are easily 50° above the US farm average. 


Advertising in general media misses most of this 


market, needs SuccEssrv1 
family readership and wide 
influence based on nearly 
a half century of service 
. to balance national 
selling efforts. With 
agriculture in peak 
production, record 
prosperity, sales opportunities 
have never been greater in the 
market and medium! 
call the nearest SF office. 


MereEpITH PUBLISHING COMPANY, 


New York, Chicago, Cleveland, Detroit, 


San Francisco, Los Angeles. 


FARMING 


For full facts, 


for its high 


a | 


Des Moines 


Adlanta, 
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SALES 
OPPORTUNITY 


A large national manufacturer 
of quality electric signs requires 
an outstanding, resourceful, en- 
ergetic salesman. The unusual 
man will appreciate this chance 
to demonstrate his capabilities. 
This position definitely has an 
unlimited future. 


The Company is rated AAA 1 
with comprehensive manufac- 
turing diversification. CUR- 
TAILMENT OF MATERIALS 
OR ALLOCATION WILL NOT 
PREVENT THE RIGHT MAN 
FROM ACHIEVING HIS AM- 
BITIONS. 


Please give complete back- 
ground. A personal interview 
will be arranged if you meet our 
requirements. Do not waste your 
time or ours unless you have a 
past proven record of accom- 
plishments. 


Salary and incentive open. 


Box 44, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


The Switch 


A heavy freight moves from the 
siding and across the tangled 
tracks to the mainline. It was 
made up there on that siding 
and its cars come from many 
places and carry many different 
things. Soon it will clear the 
switch and hammer its way into 
the distance. 

Something like that can hap- 
pen to people, too. It is the re- 
sult of putting together all the 
things that make for complete- 
ness, the reason to move for- 
ward 

Available (row employed): 
skilled writer, a good speaker, a 
practical student of business, 35. 
A trade paper editor with sense 
and creativeness. Wanted: good 
editing spot, copy, public rela- 
tions or combination. Terms: 
$12,500 or better and something 
to reach for. 

Box 51, Advertising Age 
801 Second Avenue, 
New York 17, N. Y. 


{ Information for Advertisers 


oe 
No. 4253. Movie Preferences of 
Farm Families. 
Wallaces’ Farmer and Iowa! 


Homestead presents a new study, | 
“Movie Attendance and Prefer-| 
efice,”” which tells how often farm 
families attend the motion pictures, 
why they do or do not go, how far 
y travel, names of pictures last) 
n, type of films preferred, and 
uence of television. Historical 
tures rate high, whodunits very 


4254. Farm Equipment in Far 
) West 
Serving 11 Western States” is a 
n@éw NIAA-type presentation of- 
fated by Implement Record. It 
e@vers history of the publication, 
e@sily-assimilated market data, 
eifculation, editorial] policies, spe- 
cla] services for advertisers and 
rates 


No 4256. Preview of 1952 Wiscon- | 


sin Farm Market. 

Wisconsin Agriculturist & Farm- 
er offers a new study: “1952 Buy- 
ing Intentions of Farm Families 
in Wisconsin,” covering buildings 


and building equipment; plumb- 
ing, heating and cooking; house- 
hold furnishings; electrical items 
and equipment; auto and tractor 
equipment; general farm equip- 
ment, etc. 

No. 4257. Industrial Picture in 

the West 


Western Industry has prepared 
a new NIAA-type “Sales Presen- 
tation,” covering history of the 
publication, a survey of the indus- 
trial picture as it appears in the 
West today, and the circulation 
and editorial policies of the paper. 
Rates, mechanical information, 
etc., are included 


No. 4264. Guide to 
Rapid City, S. D. 

Pointing to the fact that 3.8% 
of the state’s population accounts 
for 6.5% of the sales, the Rapid 
City Daily Journal offers a new 
study, “Business Survey and Mar- | 


Marketing in 


|ket Guide to Rapid City, South 


Dakota,” covering population, geo- 
graphical characteristics, building, 
industries, banking, mining, whole- 
sale business, agriculture, and 
much more. 


No. 4261 
terial. 


Outlining 


A Bid for Editorial Ma- 


its editorial philos- 
ophy, Materials & Methods has 
prepared a brief booklet, ‘Facts 
About the Editorial Objective and 
Needs of Materials & Methods.” 
While addressed to _ potential 
sources of editorial matter, the 
booklet would be of interest to 
executives with accounts in irons 
and steels, nonferrous metals, plas- 
| tics, parts and forms, coatings and 
finishes, etc. 


4262. Where to Sell Groceries 
in lowa. 

The Des Moines Register and 
Tribune offers the “1952 Blue 
Book of the Iowa Grocery Mar- 
ket”—a 132-page digest-size book 
giving populations of all cities and 
towns, driving distances and retail 
outlets broken down by counties, 
wholesale grocers, wholesale fruit 
and produce houses, national 
chains, sectional chains, voluntary 
chains, buying groups, etc. An im- 
portant feature is the dollar-vol- 
ume classification of all Iowa 
stores in four groups from $375,- 
000 annually down to the under 
$75,000 bracket. Numerous route 
lists add to the value of the book. 


No. 


Note; Inquiries for the items listed above will not be serviced beyond March 25. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


Readers Service Dept., ADVERTISING AcE 
Please send me the following (insert number of each item wanted 


NAME TITLE 
COMPANY 

ADDRESS 

CITY & ZONE STATE 


Rates 


THE ADVERTISING MARKET PLAC 


90¢ per line, minimum charge $3.60. Cash with order. 


Advertising Age, February 11, 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
ADVERTISING DISPLAYS—Experienced 
salesman with national advertiser, agency 
following; easy to sell, widely used, low- | 
price point-of-sale product. Unrestricted | 
territory. Commission 

Box 4283, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, I! 
POSITIONS—FOR MEN AND WOMEN 
IN ADVERTISING AND PUBLISHING 

MYRTLE L. BARNARD 

| 176 W. Adams St., Ce 6-3178 - Chicago 
SPACE SALESMAN, experienced indus- 
trial, in Chicago area for largest publisher 
serving one of the major industries. Give 
complete information and compensation 
required. Our men know of this ad. 

Box 4288, ADVERTISING AGE, 

| 


200 r Illinois St., Chicago 11, Ill. 


RED J. MASTERSON 
ADVERTISING & A —— | 
PERSONN 

All types of positions a a and women. 
185 N. Wabash 32-0115 Chicago 
EDITOR for house organ published by 
well known Chicago firm for its national 
sales organization. Must be good creative 
writer, but also have actual experience 
in planning, production handling, etc. 
Experience in the direct-to-consumer 
field would be helpful. Ability to write 
promotion-slanted copy plus sales in- 
spirational pieces and news coverage arti- 
cles essential. Write in confidence, giving 
full particulars of past and present em- 
ployment, age, marital status, salary ex- 
pected, how soon available. This is not 
a job for an internal (employee) publi- 
cation editor. If possible, enclose snapshot 
which will not be returned. 

Box 4293, ADVERTISING AGE, 

200 E. TMlinois St., Chicago 11, Tl. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 


209 S. State St. Ha 17-2063 Chicago 
YOUNG INDUSTRIAL 
ADVERTISING MAN 

A Tl-year old Chicago steel company 

seeks a creative idea and copy man to 

add to its Advertising and Promotion 

staff. Preferably, this man is 22 to 30, a 

graduate in advertising or journalism, 


has had 2 to 5 vear's exverience writing 
industrial selling copy. He is neither be- 
ginner or advertising manager, but ad- 
vanced enovgh to be a self-starter. He 
will be writing semi-technical copy to 
every industry in catalogs. booklets, 
folders, external organs, direct mail and / 
publicity. Market research knowledge | 
helpful. Moderate starting salary with 
good opportunity for advancement. Submit 
recent snapshot and tell us completely 
about yourself fn a sales letter. 

Address Box 4276, ADVERTISING AGE, 
200 E. Tlinois St., Chicago 11, Tl. 
ART DIRECTOR 
5% year old aggressive agency. city of 
75.000 in the growing southeast, wants 
top notch Art Director for layout, design 
and supervision. Agency recognized vari- | 
ety of media. Pleasant climate. Prefer man 
from this area who will be permanent 
Good opportunity for progressive experi- 
enced man with high quality standards 
Give full details and salary expect 

Box 4275, ADVERTISING AGF, 


| Chicago area 


POSITIONS WANTED 
ACCOUNT EXECUTIVE, 31, wants growth 
with aggressive N. Y. agency. This man 
has wide, top-drawer contacts. Exp. in- 
cludes several years handling many na- 
tional accounts, esp. drug, food for large 
4-A agency. Coll. grad. married. $10,750, 

Box 4281, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
Advertising, publicity expreience 15 yrs 
copy, service, script writing, knowledge 
production. Have one account. 

Box 4289, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
SPACE SALESMAN. Aggressive for new 
business. College graduate. Known in 


Box 4295, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
Well-Seasoned (never pickled) 
COPY-LAYOUT-CONTACT MAN 
Food, fashion, technical and industrial; 
space, radio and TV. Sound top-agency 
background—a steal at $10,000 a year 
Box 4300, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


JR. AE. Ad. mgr. r. with 4 yrs. “exper. ‘in 

newspr., mag. and mfg. adv. depts. Con- 

tact, copy & production. Degree, 26, single. 
Box 4284, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, Ill. 


TROUBLED WITH ART 
AND PRODUCTION COSTS? 
I can help you!!! 16 action-filled years’ 
experience in all phases of mechanical 
production - art buying - traffic direction 
-servicing of accounts. Real ability in 
keeping clients happy. 35 years of age with 


family. Now employed by 4-A agency. 
Location no problem if opportunity is 
right 


Box 4282, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
MAN Over-bored! 
One of our constant readers and good 
friends dropped in recently for a chat, 
the net of which was that he is bogged 
down hopelessly in the job he has had 
for years, and wants out. 
He’s a good man. Around the 50 mark but 


1952 


POSITIONS WANTED 


young in spirit, ideas, and energy. Has 
had plenty of experience in selling space 
for national media, and radio, and has 
the agency angle through a 6 year affili- 
ation with one of the better shops. His 
contacts around New York are excellent. 
Media selling at the senior level seems 
right for this fellow. We see in him 
good agency account-executive potentials 
also. Wants to stay in or near New York. 
Got any suggestions? 

Box 4294, ADVERTISING AGE, 

801 Second Ave., New York, N. Y. 


A MANUFACTURER OF A 
PRODUCT SOLD TO WOMEN 
can profit from the successful background 
of experienced Advertising and Sales Pro- 
motion man. Seasoned, industrious, un- 
der 40 
Box 4292, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, I. 
ARTIST 
Layouts, lettering, illustration. Experi- 
ence: Catalogue, Tabloids, & Folders. Use- 
ful knowledge of all phases of production. 
Interested in locating with Agency. In 7th 
year present studio. Samples. Married; 
age 34. To relocate in West or South. 
Box 4290, ADVERTISING AGE, 
200 E. illinois & St., Chicago 11, ll. 
REPRESENTATIVES AVAILABLE 
CHICAGO BREPRESENTATION 
We have an ideal set-up to offer an off- 
set-lithographer wishing to establish rep- 
resentation and an office in Chicago, on 
an economical basis. 
Box 4296, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVE WANTED _ 

PUBL‘SHERS’ REP WANTED 
Excellent opportunity for publishers’ rep- 
resentative covering Southeast with lead- 
ing sporting goods trade journal. Sales- 
man must have good knowledge of fish- 
ing, hunting and athletic goods equipment. 
Send photograph and give full particulars 
of background and present activities in 
first letter 

Box 4299, ADVERTISING AGE, 

200 E. Illinois St., Chicago — i, Il. 


MISCELLANEOUS 
Advertising Specialty Salesman, or any- 
one calling on the advertising trade, can 
make extra money with our new plastic 
product. Makes an inexpensive give-away 
- good the year ‘round. Profitable com- 
missions. No investment needed. Write 
for details and sample. 

Box 4264, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
LARGE CERAMIC DESK ASH TRAYS, 
any color, with your initials in gold. Sent 
postpaid $1.00. These trays suitable for 
premiums, gifts to customers, employees 
etc. Absecon China Decorators - 233 New 
Jersey Ave., Absecon, New Jersey. 

FINEST CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils 
Will rent to reliable house. 


TOBE'S, Niagara-on-the-Lake, Ont. 
I'LL WRITE AN AD FOR YOU—FREE! 
Just to prove what I can do. You be the 
Judge. Fast, ‘same day” Adwriting by 
Air Mail. Hurry, this offer can't last for- 
ever. ‘No phone calls please.) Ralph 
Nathan San 


814-44th 


Ave., 


Francisco, 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


200 E. Tilinois St., Chicago 11, Tl! 

LITHOGRAPH BROKER | 
Experienced man by old established Chi- | 
cago Lithographer with national volume 
and reputation for quality now expanding 
their sales operations. Production covers 
high class color work in all offset media. 
window displays, outdoor, etc. Prefer man 
willing to operate as broker handling our 
line tn conjunction with various allied 
lines - decals, metal signs, etc. Write 
fully ee age, history for interview 
Box 4297, ADVERTISING AGE. } 

200 E. Mlinois St., Chicago 11, Tl! } 
NO SOFT SPOT... BUT 
this opening is unusual opportunity for 
young man under 25. Advertising Man- 
ager needs ambitious, hard-working as- 
sistant. Must have some writing ability 
Knowledge of advertising procedure and 
selling experience helpful. Experience in 
some phase of advertising desirable. $60 
per week to start. Fast growing company, | 
located in small Pa. town, manufactures 
nationally known consumer product. Tell 
everything about yourself in first letter. 
what you have done, are doing, hope to 
do: enclose recent unretouched photo 
Send no samples unless requested 

Box 4287, ADVERTISING AGE. 

200 E. Miinois St., Chicago 11, Tl. 
ADVERTISING SALESMAN - Established 
publisher of top-flight business maga- 
zines in the metal-working field has open- 
ing in Eastern area for young man (age 
25 to 35) as associate to District Manager 
on one of its publications. If you have 
sales promotion background in our field | 
and some sales experience, tell us about | 
vourself in a letter to Box 4298. ADVER- 
ae, Ae. 801 Second Ave., New York 
17, N. 


| 


POSITIONS WANTED 

T WANT TO LIVE IN THE SOUTH | 
And work at a job that requires all the. 
knowledge and ability that 15 year ex- 
| perience in Commercial Art, Signs, Dis- 
| plays, and Plant Management can offer. | 

Box 4285, ADVERTISING AGE, 

| 200 E. Illinois St., Chicago 11, Ml. 


| WANTED: THAT BIG JOB 
Somewhere there's that bigger-better job 
which has all the responsibilities on 
which I thrive. A job which will really 
make me work. Am 27, married, college 
grad, Four years experience in copy, lay- 
out, production, catalogs, circulars, direct 
mail, house organs, etc. Will relocate. 
Box VERTISING A 


200 E. Illinois St., Chicago 11, Il. 
“SPACE SALES - 5 YRS. EXPER. 


Bus. paper contacts oy and Midwest. 


Hard worker, U. grad, 33, for trade mag. 
x 4273, ADVERTISING AGE, 
200 . Illinois St., Chicago 11, Ill. 


Chicago Opportunity 
for 
Major Advertising Executive 


One of the largest and most highly regarded Chicago 
appliance manufacturers offers a unique opportunity in 
its upper level executive group. 


The man we seek is probably now employed. He is 
mature in ability and judgement. The chances are he is 
not seeking a job—but is willing to meet in confidence 
with the two or three top executives of this business, in 


the possibility that this may 


offer a broader field of en- 


deavor with commensurate remuneration. 


This man is probably earning from twelve to twenty 
thousand a year. Is young enough to undertake a tough 
job—old enough to have acquired those qualities of di- 
plomacy and tact essential in constant association with 


a major executive group. 


He is a good organizer—a good judge of men. He 
will be responsible for the management of a department 
and one of the major advertising and promotion budgets 
in the appliance field. He will, of necessity, have a thor- 
ough knowledge of appliance advertising and merchan- 
dising and the ability to work with and understand dis- 


tributors and their problems. 


We invite inquiries from men whose qualifications 
meet these requirements. Interviews will be arranged in 


strictest confidence—and all 
turned to you. 


correspondence will be re- 


Address Box 53, Advertising Age, 


200 E. Illinois St., 


Chicago 11, Ill. 
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Advertising Age, February 


P&G Commended for 
Management Setup 


CINcINNaTI, Feb. 5—A certifi- 
cate of management excellence for 
1950 and 1951 has been awarded to 
Procter & Gamble by the Ameri- 
can institute of Management, New 
York, a non-profit foundation de- 
voted to the study and improve-| 
ment of corporate organization and | 
management. 

An audit of the P&G company | 
resulted in an analysis rating of 
9,425 points out of a possible 10,- 
000 and a finding that there was 
“no significant managerial defect | 
in the company’s operations in the 
1951 fiscal year.” 

P&G got perfect scores on two | 
of the ten factors used in the audit 
—economic function and executive 
valuation. More points (2,400) are 
given for executive valuation than 


any other classification in the in- | 


stitute’s appraisal of management. 


8 Facts established by the audit 
included: 

The average age of the active 
executive officer is 54. 


P&G’s capital has grown from | 


$8,000,000 in 1891, when it was 


incorporated, to more than $300,- 


000,000 in 1951. 

There has been no interruption 
in dividends for 61 years. 

Net annual earnings increased 
from $22,500,000 in 1930 to $51,- 


300,000 in fiscal 1951—with peak | 


earnings of $61,100,000 in 1950. 


Level Distributing to Bauer 


Level Distributing Co. New 
York, manufacturer and distribu- 
tor of restaurant and hotel fur- 
niture, has appointed Bauer Ad- 


vertising, New York, to handle its , 
business | 


account. Institutional ; 
publications and direct mail will 
be used. 


Walsh Appoints P. G. Byrnes 


Walsh Advertising, Toronto, has 
appointed P. G. Byrnes, formerly 
advertising manager of Brewing 
Corp. of America, Cleveland, brew- 
er of Carling’s beer and ale, to its 
plans board. 


Segall Adds Lumber Co. 


Johnson Lumber Co., North 
Bend, Ore., has appointed Theo- 
dore H. Segal! Advertising, San 
Francisco, to be its ~~~ rane, 
and advertising counsel. 


Wanted-Food Products 


Large Midwest food company 
with national sales force is in- 
terested in acquiring, either by 
outright purchase or stock ex- 
change basis, one or two good 
grocery product companies with 
national or semi-national distri- 
bution. Give complete details. 
Box 52, Advertising Age, 200 E. 
Illinois St., Chicago 11, I). 


for antlly A sifted 
advertising genened | 
contact 
mary campbellagency 
165 West 46th St., N.Y.C. 
Wdson 6-537 


MOTION PICTURE TECHNICAL 


DIRECTOR AVAILABLE 
as coordinator on industrial, commercial and 
TV films. Over 25 years practical experience 
in all phases of film production. Desires afMfili- 
ation with Agency, Station or Film Producer 
in the Philadelphia area. 

Box 50, Advertising Ag 
200 EB. Illinois Street Chicago 11, Wl. 


TV 
PRODUCER — WRITER 
CHICAGO ONLY 
Box 27, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


11, 1952 


_Tele-Que, ARB Merge 


Tele-Que, Los Angeles and San 
Francisco, television rating and 
audience analysis service, has ef- 
fected a limited merger wtih 
American Research Bureau, Wash- 
ington. Tele-Que will discontinue 
its diary reports and western cli- 
ents will be serviced by ARB 
| through Coffin, Cooper & Clay, 
| publisher of Tele- Que, which also 
will act as national representative 
in the West for the Washington 
| organization. Coffin, Cooper & Clay 
will continue to do its own field 
| work on general marketing re- 
| Search and studies of television 
| sales effectiveness. 


| 
| GF, Quaker Oats Combine 
for Poster Promotion 


A “dollar-saving meal” poster 
promotion will be launched early 
|in Marck by General Foods Corp., 


ere | eae 


New York, and Quaker Oats Co., 
Chicago. The four-color posters, 
available to grocers, will suggest 
Log Cabin syrup, Aunt Jemima 
pancake mix and Jell-O desserts 
as penny savers for the economy- 
minded housewife. Two blank sec- 
tions are provided on the posters 
for soup and coffee brand names 
to be imprinted. 

Further advertising support for 
the promotion will come from the 
Log Cabin Saturday night Colum- 
bia Broadcasting System newscast 
and four-color insertions in Every- 
woman’s, Family Circle, The Sat- 
urday Evening Post and Woman’s 
Day. Benton & Bowles, New 
York, is the Log Cabin agency 
and Price, Robinson & Frank, Chi- 


_ cago, handles Aunt Jemima. 


| Nelson Appointed Director 


Norman Nelson, formerly pro- 
motion manager of American 


Broadcasting Co.’s western divi- 
sion, has been appointed manag- 
ing director of the Southern Cali- 
fornia Broadcasters Assn. He suc- 
ceeds Robert McAndrews, who has 
been named commercial manager 
of KBIG, Catalina Island station 
now being built. 


Flato Promotes Clarac 

Edward H. Clarac, sales repre- 
sentative, has been promoted to 
sales promotion manager of Ed- 
win Flato Co., Houston, distributor 
for Chambers Corp., Shelbyville, 
Ind., producer of insulated gas 
cooking equipment. 


Buys ‘Western Display’ 
Western Display, Los Angeles, 


jhas been purchased by Ramsey 


Oppenheim Publications, Los An- 
geles and San Francisco. Eliza- 
beth Hearn, publisher and manag- 


a he eee 
. 
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ing editor of the magazine, will 
remain as managing editor. Allan 
J. Oppenheim, publisher of West- 
ern Advertising, will be the pub- 
lisher. 


WISCONSIN 
The LARGEST DAIRY CEN- 
TER in the WORLD, producing 
more than 55% of the World’s 
AMERICAN CHEESE. Go 
after sales with your advertis- 
ing in the SHEBOYGAN 
PRESS. We will COOPERATE! 


SEND FOR OUR SHEBOYGAN MARKET FOLDER 
Nationally Repreeeuted by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in oll principal advertising centers 
« w— GET OUR CITY ZONE FOLDER — 
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KJR’s 5000 watts is all you need 
for the rich, concentrated Sound mar 


Our 


y TE 


wand 
. APIA. 


@ CENTRAI 
@ CHEHAUS 


“hook” coverage means low-cost selling. 


ee, 


we ON 


¥- time buyers 
don't want 


ff “the 


hook”! 


eS et er i eres 


A hook-shaped strip, 10 miles wide and 150 miles 
long, bordering Puget Sound, is home for 86.9% of the : 


market, although only 7°¢ of its land area. 
KJR’s efficient 5,000 watts at 950 kilocycles covers 


| 
| 


A MARSHALL FIELD STATION — AN ABC AFFILIATE 


population of the entire 15-county Western Washington 


this tidewater market with no waste, and at low cost. 


BMB proves KJR reaches all of Western Washing- 
ton’s 15 counties, and saturates the all-important “hook” 


of Puget Sound. 


Buy KJR for efficient, rom ey no-waste circulation! 


REPRESENTED NATIONALLY BY AVERY-KNODEL, INC. 
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Krieger Heads Lighting Jury 
James Krieger, editor and pub- 
lisher of Lighting & Lamps, will be 
chairman of the jury for American 
Home Lighting Institute’s com- 
petition to honor outstanding sales 
promotion managers, Serving on 
the jury with Mr. Krieger are 
Ralph H. Flynn, publisher, Elec- 
trical Wholesaling; H. W. Mateer, 
publisher, Electrical Merchandis- 
ing; Louis Goodenough, editor, Re- 
tailing Daily, and William A 
Phair, editor, Hardware Age. 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 
Province — Having One-Third of Canada’s 
Total Population and 42% of Retail Sales— 
Blanketed by the 
. 400,000 circulation (largest in 
Canada) 
~ 80% coverage of Toronto 
50% coverage of 45 prosperous 
Ontario centers 
SEND FOR CUR COMPLETE DETAILED MARKET FACTS 


esented In United States By 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


7 Clinics Open ABP’s Eastern Conference 


New York, Feb. 6—Seven con- 
current clinics will open the third 
annual eastern conference of As- 
sociated Business Publications at 
the Hotel Astor Feb. 20 

The clinics and their 
are: 

Editorial (sponsored by the Na- 
tional Conference of Business Pa- 
per Editors): L. C. Morrow, presi- 
dent of the editors’ conference and 
consulting editor of Factory 


chairmen 


Salesmen (sponsored by the 
New York Dotted Line Club): co- 
chairmen, Rudy Kopfman, presi- 


dent of the club and advertising 
representative of Simmons-Board- 
man Publishing Corp. and Al 
Brownell, manager, At- 
lantic district sales, McGraw-Hill 
Publishing Co. 

Circulation: John Carlin, presi- 
dent of National Circulation Round 
Table and circulation manager of 
Reinhold Publishing Corp 

Sales managers: Clyde Brown, 
advertising director, Women’s 
Wear Daily 


associate 


Accountants and_ controllers: 
Charles Hashagen, treasurer, Chain 
Store Age. 

Promotion and research: Mitch- 
ell Tucker, v.p. of Oil & Gas Jour- 
nal. 

Production: Dwight Monaco, di- 
rector of manufacturing, McGraw- 
Hill. 


@ At the luncheon session, Stanley 
F. Teele, associate dean of the 
graduate school of business, Har- 
vard University, will discuss so- 
cial responsibilities of the busi- 
ness press. At the afternoon ses- 
sion, James G. Lyne, president of 
Simmons-Boardman Publishing 
Corp., will talk .on the specifics 
of a broadened horizon of busi- 
ness paper service. 

This will be followed by a ses- 
sion, “Meet the Business Press,” 
at which Martha Rountree, well- 
known radio and television moder- 
ator, will preside. Among those 
who will take part in the program 
are: C. H. Lang, v.p. of public rela- 
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tions of General Electric Co.; B. C. 
Duffy, president of Batten, Bar- 
ton, Durstine & Osborn; Louis W. 


Fairchild, president of Fairchild) 


Publications; Reginald Clough, edi- 
tor of Tide; Charles Whitney, pub- 
lisher of Interiors; and A. E. 
Staehle, publisher of Factory Man- 
agement & Maintenance. 

Brief wind-ups by Arnold D. 
Friedman and William K. Beard 


Jr., chairman and president, re-| 


spectively, of ABP, will conclude 
the business sessions. A_ social 
hour will follow. 


| Frank Adds Bristol Fabrics 
Louis K. Frank Co., Boston, has 
been appointed agency for Bristol 
Fabrics, Boston manufacturer of 
shoe fabrics and selling material. 
| Trade publications and direct mail 
| will be used. 


Pennsylvania Saw to Arnold 

Pennsylvania Saw Co. has ap- 
pointed Arnold & Co., Boston, to 
handle New England 
for its Yorktown model saw. The 
| company is introducing the prod- 
|uct to the region. 


Sharmin eee 


or 


a 


1912* 


More recognition for 


1952 


the Power of 
newspaper 
advertising 


For 40 years, we have been telling... and selling 


the preeminent power and posztion of newspapers 


NO FEAR OF TV INROADS 


H. J. Heinz’ Ad Director Says 
There Never Was a Greater 
Thirst for News Than Now 


(report from the annual confer 
ence, in Chicago, of the Newspaper 
Advertising Executives Association 


Franklin Bell of Pittsburgh, diree 
ter of advertising of the TL J. Teinz 
‘ ny, labelled as “nonsense” 
harges that television was reduc 
ing the reading of the publie. He 
said there never was tite when 
he people “so thirsted for news 
“We both face increasingly stiff 
competition, En TO. there were 
iWiee as tiany national advertisers 
as there were ten vears age. Then 
n vild attract attention by the 
use of color, Today color ads are 
Ommonphioe, Advertising costs hay 
just about deubled in the sate n 
year period You as advertising 
salesmen face a similar challenging 
situation. There are more ways te 
spend the advertiser's dellar i 230 Park Ave., 
N_Y. Times 


business world. 


* 


in today’s advertising — and 
Now —a man who knows his 


advertising tells it to the 


STORY, BROOKS & FINLEY 


INCORPORATED 


New York 


Publishers’ Representatives 


17 &® Chicago % Philadelphia 
Boston * Atlanta *% Cleveland % Los Angeles % San Francisco 


advertising | 


1952 


14-color Posters 
Ride Chicago Buses 


‘in New Mars Drive 


Cuicaco, Feb. 6—For the first 
time in several years, Mars Inc. 
is using transportation advertising, 
with a local promotion now under 
way for the Mars Bar. 

The drive, which began Feb. 1 


| and will continue throughout the 
features 


year, a 21x25” outside 


panel poster on 350 buses in Chi- 
cago and the Chicago area. The 
poster, really an eye-catcher, is 
silk-screened in 14 colors. 

A spokesman for Leo Burnett 
Co., the Mars agency, points out 
that the Mars Bar was chosen for 
the Chicago “experiment” because 
the company feels extra promotion 
is needed for this particular candy 
in the Chicago territory. This is 
because the bar carries the com- 
pany name and because this city 
is Mars Inc.’s headquarters. 


30% More Budgeted 
by United Airlines 
for Its Chief Media 


Coronapo, Cat., Feb. 5—United 
Airlines executives decided at the 
close of their semi-annual con- 
ference here last week on a 1952 
advertising budget which increases 
use of newspapers, magazines and 
television by 30% over 1951. 

R. E. Johnson of Chicago, v.p. 
and chairman of the merchandis- 
ing board, said the advertising 
campaign was adopted to help 
meet the system’s 25% increase in 
its sales quota for 1952. 

He said the use of other media, 
including special interest publi- 
cations, outdoor along the West 
Coast, radio and direct mail, will 
be in approximately the same vol- 
ume as in 1951. 


e Mr. Johnson said the increased 
sales quota comes about as a re- 
sult of United’s current expansion 
program under which it has placed 
orders for 40 Convair Liner 340s, 
and 12 Douglas DC6-B airliners. 
This equipment expansion will re- 
sult in an increase of about 25% 
in terms of seat miles during 1952, 
Mr. Johnson pointed out. 

The agency is N. W. Ayer & Son. 


Storecast Shifts Two 

B. Kendall Pitkin, formerly mid- 
west divisional manager for the 
company’s Chicago office, has 
been appointed v.p. in charge of 
merchandising for Storecast Corp. 
of America, New York. Succeed- 
ing Mr. Pitkin in the midwestern 
operation is Edward C. Cotter, 
who previously was merchandis- 
ing supervisor. 


CHARLESTON 


WEST VIRGINIA 
Charleston, West Virginia's +1 Market 
Bianketed By 
1. Charleston, in the Magic Valley, is 

the Chemical Center of The World 

1950 Average Family Income $6,087 

1950 Effective Buying Income for 

Charleston & Kanawha County 

$317,184,000 

4. The Daily Mail Offers Effective 
Coverage in the 11 County Trade 


one 
THE CHARLESTON DAILY MAIL 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Year-Old Organization Offers Detailing 
Service for Small Drug Manufacturers 


Cuicaco, Feb. 5—Professional 
Detail Associates, an organization 
only one year old, has opened a 
new chapter in drug promotion by 
offering small pharmaceutical 
manufacturers a personal call 
service similar to those maintained 
by large companies. 

Calling on physicians and pre- 
scription pharmacies is an essen- 
tial part of drug promotion. Noyes 
& Sproul, agency specializing in 
“ethical” accounts, recently esti- 
mated that pharmaceutical houses 
spend $100,000,000 a year for de- 
tailing, 


compared to $12,500,000 | 


1952 


of expense to the manufacturer. 
As an example, he cites results 
achieved by the first drug manu- 
facturer to complete a full year 
any manufacturer, either wilfully with PDA in the Chicago area. 
or through financial necessity, his Representatives of this manufac- 
product would not receive our con-| turer told AA that the company 
tributory endorsement.” enjoyed a volume increase of 115% 

}in 1950-51. 
@ It takes eight to ten months to| company name be withheld. 
show sales results of detailing, ac- | 
cording to the PDA manager, who | manufacturer, prior to using PDA 
says physicians do not usually| service, employed descriptive 
start writing prescriptions for de-| mailings, product sampling and 
tailed products until some 90 days | ethical magazine advertising, but 
after they first discuss the item | “absolutely nothing significant 
with a representative. Mr. Rein-| happened by way of sales until 
ardy says his detailists call on| medical detail became an estab- 
physicians every 90 days (every! lished part of the company’s pro- 
60 days in the case of outstanding | motion.” 


for magazine advertising and $25,- physicians). 


000,000 for direct mail (AA, Jan. | 


14). 


Robert G. Reinardy, 


cently became the 47th member of | and their calling cards say so. 


the American Medical Writers | 


Assn., 


Associates to service drug com-| 


panies which cannot afford large 
detailing operations. 


s Mr. Reinardy, managing director 
of the organization, says he is able 
to save a company two-thirds of 
ordinary detailing costs by having 
his staff members discuss four 
non-competitive products with a 
physician, three if a special demon- 
stration is needed. 

PDA, which has offices in Chi- 
cago’s Wrigley Bldg., now does de- 
tailing for 19 pharmaceutical man- 
ufacturers, and Mr. Reinardy re- 
ports that three large companies 
are using PDA for special accept- 
ance tests. The three large com- 
panies, he says, are using PDA not 
only for testing their products but 
as a means of checking on their 
own detail operations. He would 
not disclose the names of any 
clients, however. 

Mr. Reinardy told AA he has 
three representatives in Chicago 
and one detail man in each of the 
following cities: Milwaukee, De- 
troit, Minneapolis, St. Louis, Kan- 
sas City, Omaha, Louisville, Indi- 
anapolis, Cleveland and Cincinnati. 


# PDA operates on a flat fee basis, 
charging a manufacturer $225 a 
month per man per item—for a 
minimum period of eight months. 
It guarantees 25 calls per week, 
plus periodic calls at principal 
prescription pharmacies, hospitals 
and wholesalers. 

Mr. Reinardy emphasizes that 
medical detail is a “long, hard 
route” and does not yield results 
overnight. He points out that de- 
tailing is only one part of drug 
promotion and cannot be success- 
ful unless backed up by ethical 
mailing and samples. 

He admits that during the first 
year of PDA's operation he had 
difficulty with one manufacturer 


started Professional Detail | 


All PDA detailists are required! Barnes-Crosby Shifts Execs 
| to have a professional education in | 


| appointed Edward L. Kieffer a 


Mr. Reinardy states that in its| partner. Mr. Kieffer was elected 


first year of operation Professional 


Detail Associates has proved that 
it can “create a profitable market 
in a reasonable time at a minimum 


They asked that the) 


Mr. Reinardy points out that this | 


Barnes-Crosby Co., Chicago pho- | 
who re-| the fields of medicine or pharmacy | toengraver and photographer, has 


v.p. and also will serve as general | 


manager of the engraving depart- | 


ment, succeeding George E. Elf- 
ring, who has been elected presi- 
dent. 


who suppcrted the field work with 
hardly any distribution and who 
expected the cost of detail to be 
covered by prescription sales in a} 
matter of four months or less. | 

“That,” says Mr. Reinardy, “is | 
an utterly impossible assignment. 
If we know beforehand that such 
an attitude exists on the part of 


DAYTONA BEACH 


FLORIDA 

Florida’s Year "Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 
Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the US. 

Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 


tourist ularity. 
. Over $58 .000.000 effective buying in- 


income. 

oe $60,200,000 retail sales. 
uality market index of 139. 

1 total advertising 11,416.160 lines. 

SEND FOR OUR ADVERTISERS MERCHANDISING PLAN } 

Represented by V. J. Obensuer Jr. In Jacksonville | 

And Nationally Represented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Vew ~ 


Raises International Budget 
Monsanto Chemical Co., St. 
Louis, has increased its interna- 
tional ad budget 40% over 1951. It 
will increase local advertising in 
foreign countries and in addition 


will use added color and bleed 
pages in key U. S. export publica- 
tions. Gardner Advertising, St. 
Louis, and Irwin Vladimir & Co., 
New York, are the agencies serv- 
icing the account. 


SOMEBODY'S SECRETARY . 


. by POST-HALL SYNDICATE 


YES, I KNOW THE AD 
MANAGER IS PLANNING A 
COMIC-TYPE ADVERTISING 
BOOKLET -- 8UT WHO'S 
DOING |T FOR US? 


POST-HALL,OF COURSE ! 
THEY SPECIALIZE IN LOW- 
COST PICTURE BOOKLETS 

FOR ADVERTISING ... 

HANOLE THE COMPLETE 
JOB FROM SCRIPT IDEA 
TO PRINTED BOOKLET! 


Redbook’s travel features 


cover a lot of sales territory— 


liquor... toiletries...apparel... 


waned 1 ews 


ello 


ey iMbe \\ eer nutl 


vom 


REDBOOK’S 1952 TRAVEL ITINERARY INCLUDES: 


January — New Orleans 
February — Europe 

March —I4-page Vacation Guide 
April—Canada 

May —The Southwest 

June —The South 

July —The Caribbean 


a hotel... 


of sales territory. 


mail: 


practically everything! 


Suppose you don't sell transportation . 


For every ticket sold. every reservation booked. every § 
suitcase packed. there's a traveler to be outfitted and 


equipped. That's where you come in. Travel covers a lot 


insurance, photo gear, sports equipment. shoes 
buy practically everything in sight before and during 


their travels. 


REDBOOK’s editorial spadework in travel, 


other fields, pays off. 


.. you don't run 4 


you sell toiletries, not steamer trunks. What ‘ 


are RepBook’s monthly travel features worth to you? 


Clothing. beverages, auto accessories, 


; 
people 3 
H 
7 


RepBook’s Young Adult readers are certainly no ex- 
ception, Young, receptive. inquisitive, they're interested 
in travel and they can aflord to travel in style. This is 
indicated by reader research plus enthusiastic reader 

further confirmed by a 53.307 gain in travel ad- 


vertising 1951 vs 1990. What's more, REDBOOK’s over- 
all ad revenue is up 13/7 for the same period. More and 


more manufacturers of all products are discovering that 


fashion and 


Advertise to this active, brand-deciding Young Adult 


market in REDBOOK. the on/y multimillion-reader maga- 


zine devoted to their needs and interests, 
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Copyright 1952 
Kedhook Magazine 
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THE VITAL YEARS 


Adults 


THE VITAL MARKET 
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Along the Media Path 


e “News for an Empire,” the story 
of the Spokane Spokesman-Re- 
view and the field it serves, has 
been published by Caxton Print- 
ers, Caldwell, Ida. Written by 
Ralph E. Dyar, former promotion 


‘ sin the Toronto market 


’ WHEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP 


421,12 


COPIES DAILY 


A.B.C. Publisher's Stotement, Sept. 30, 195! 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 


|e According to the Daily 


and research manager of the pa- 
per and now retired, the 494-page 
volume traces the history of the 
Spokesman-Review, beginning 
with the founding of the weekly 
Review in 1883. 

How the paper grew and the 
dominant part it played in the de- 
velopment of its home city and 
the surrounding territory is viv-| 
idly described in the narrative. | 
Included in its pages are many | 
colorful sketches of the journalists | 
who had a hand in editing or man- 
aging the newspaper. The part 
played by promotion and market | 
research is amply detailed, frem | 
the first promotion gimmick to 
present day market analyses and 
surveys. 

“News for an Empire’s” value 
is considerably enhanced by 
complete index and a lengthy bib- 
liography. Its price is $5. 


| 


e “Here’s the Key to the Rich 
Philadelphia Negro Market,” a| 
facts and figures booklet on the) 
Philadelphia Negro market, is| 
available from WDAS, Philadel- | 
phia. Data include home owner- | 
ship, living habits, educational pro- 
gress, occupations, incomes, house- | 


hold appliance ownership and cig-| » John H. Johnson, editor and| White and colored advertisers and 
| aret and alcoholic beverage prefer- ; 


ences. | 


News, 
Jackson, Miss., its Jan. 20 “In-| 
augural Edition,” dedicated to the 
new state governor, Hugh L. 
White, was the largest of its kind 
ever published in the U. S. The 
172 standard-size pages contained 
| 21,114” (295,596 lines) of adver-| 
| tising, “greatest volume of linage 
ever published by a newspaper in 
Mississippi.” 


e A four-page mailer by the Se- 
attle Times reports results of a 
study of Seattle newspaper circu- 
lations and duplication, which 
shows that the paper reaches 75% 
of all Seattle homes. 


e Publication of “WEElItems,” a 
four-page 82x11” monthly de- 
voted to events and features per- 
taining to network and local pro- 
gramming, was begun in January 


2 7 | by WEEI, Boston, CBS-owned sta- 


| claimed its circulation in this man- 


tion. The sheet is being sent to 
agencies and advertisers. 


e@ National Broadcasting Co. re- 
ports that for the first week of its 
new TV morning show, “Today,” 
American Research Bureau showed 
a cumulative audience rating of 18 
and a daily rating of 5.3. 


e@ The February issue of Dun’s 
Review carries the largest num- 
ber of ad pages ever published by 
the magazine—71.6. This is 13% 
higher than any previous issue 
and 23% higher than any previous 
February issue. 


e@ A 76-page brochure, “Mass Cov- 
erage of Business Management,” 
has been published by Nation’s 
Business. In it is contained com- 
plete net paid circulation figures 
for states, counties, cities and} 
towns in the U. S., based on the! 
magazine’s November, 1950, issue. 


e William B. Ryan, president of 
Breadcast Advertising Bureau, has 
appointed state committee heads 
of the BAB’s coming membership | 
drive. The campaign will be coor- 
dinated by Mr. Ryan and Allen} 
M. Woodall, WDAK, Columbus, | 
Ga., BAB board member and chair- 
man of the membership commit- | 
tee. The group will have its first | 
meeting in Chicago during the | 
week of March 31. | 


publisher of Ebony, Chicago, re- | 
ports that beginning with the| 
March issue a new circulation fig- | 
ure of more than 500,000 wil! ap- 
pear on the cover of the maga-| 
zine, the first time Ebony has pro- | 
ner. The new figure represents an 
increase of 100,000 over last year. 


e@ True reports an all-time high in 
circulation was reached in De- 
cember of 1,822,000, accompanied 
during the year just closed by a 


20% increase in advertising rev- 
enue. 
e The January issue of Archi- 


tectural Record carried 193 pages 
of building product advertising, a 
19.8% gain over January, 1951, 
and “the largest volume of adver- 
tising ever published in the Janu- 
ary issue of any architectural mag- 
azine,” F. W. Dodge Corp. reports. 


featuring the 
!” and 


e@ Display posters 
slogan “Dress Up for Spring 


| University, 


/to one segment a 


Advertising Age, February 11, 1952 


calling attention to the Chicago 
Tribune’s men’s apparel guide to 
be published March 26, will be 
distributed to approximately 2,000 
men’s clothing dealers by the 
Illinois Men’s Apparel Club in 
preparation for pre-Easter mer- 
chandising. 


e Screenland and Silver Screen, 
beginning with their March is- 
sues, will feature a reader serv- 
ice, “Variety Values of the Month,” 
consisting of three pages on prod- 
ucts available in nationally oper-| 
ated chain variety stores. 


e The first interracially owned | 
Negro radio station in the U.S. is} 
just ending its second month of} 
operation in Nashville and the} 
number of advertisers who are) 
buying time has surprised its most 
optimistic promoters. Starting Dec. | 
12, WSOK is the first station to be} 


|owned by both white and Negro 


stockholders, though it is the ninth | 
Negro station in the U.S. 

H. C. Young Jr., a white stock- 
holder and a former program di- 
rector of Nashville’s WMAK, is 
president and general manager. 
Dr. W. Faulkner, Negro, is v.p. He 
is also dean of the chapel at Fisk 
the Negro college. 
WSOK uses 100% Negro announc- 
ing staff and 100% colored talent. 
Larry Faulkner, Negro, is program 
director and a stockholder. The 
programs are sponsored by both 


reportedly reach 100,000 Negroes 
within a 65-mile radius of Nash- 
ville, as well as many white lis- 
teners. 


Garry Lures Sponsors 

Three advertisers have signed 
to sponsor 15-minute, once week- 
ly segments of the “Garry Moore 
Show” (CBS-TV). They are: 
Owens-Corning Fiberglas Corp., 
Toledo (Fuller & Smith & Ross); 
Stokely-Van Camp, Indianapolis 
(Calkins & Holden, Carlock, Mc- 
Clinton & Smith), and O’Cedar 
Corp., Chicago (Young & Rubi- 
cam). They replace Junket divi- 
sion, which left the show, and 
Cavalier cigarets, which cut back 
week when it 


assumed sponsorship of “My 
Friend Irma” on CBS-TV. 
Gus Bork Retires at 77 

G. H. (Gus) Bork, who has 


spent 54 years in the outdoor ad- 
vertising field, has retired from 
his post as general manager of 
Harry H. Packer Co., Salt Lake 


City. Mr. Bork, who is 77, had 
been with Packer for 30 years. 


Milnot Ads Feature 
Quaker Oats Tie-in 


Cuicaco, Feb. 5—Some 200 
newspapers in Illinois, Indiana, 
Missouri and Oklahoma will carry 
ads in connection with the 20-day 
tie-in promotion sponsored by 
Quaker Oats and Milnot Co. 

The campaign was launched Jan. 
27 with full-page color ads in the 


<td Meal Tete Tnats.. 


MILNOT 


and QUAKER OATS 


Chicago Tribune, Indianapolis 
Star, Kansas City Star-Times, St. 
Louis Post-Dispatch, Oklahoma 
City Times and Tulsa Tribune. It 
is the first tie-in venture for Mil- 
not. 

Henri, Hurst & McDonald, Mil- 
not agency handling the promotion, 
said 15 other major markets in the 
four states will be entered before 
the campaign ends Feb. 15. Quaker 
Oats and Milnot salesmen in the 
four states are cooperating in the 
program by supplying dealers with 
point of sale displays. 

Spokesmen for the companies 
refused to disclose how the two 
advertisers are sharing costs of 
the promotion. 


ELIZABETH 


NEW JERSEY 
A Trading Zone Population Of 

104,479 Reached Thru The 
ELIZABETH DAILY JOURNAL 
1. Metropolitan high spot of New 
Jersey. 
. Union County market index 119. 
Net buying income $693,788,000. 
Retail sales $417,354,000. 


ASK FOR ADDITIONAL MARKET FACTS 
Nationally ted by 


+ Ce to 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains. offices 
advertising centers 


in all principal 
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Write or contact your 


John Blair man 


Yes, sponsors blow their dough — and tops . . . the 


CENTRAL OHIO’S 


selling power of carefully planned spot announcements is 
lost in a blur of mangled commercials when listeners 
twist dials to find preferred entertainment. Make 
sure every word of every selling message is heard 
. . « place spot announcements between pro- 
grams that have a firm hold on listener loyalty. 
Steady WBNS listeners relax and rely on 
Central Ohio's most-listened-to station that 
brings them all twenty top-rated programs. 
They keep listening hour after hour, because 
they're entertained hour after hour. Place 
your spots where they count . . . on a 
Billion-Dollar Market on WBNS! 


JOHN BLAIR 


POWER 
WBNS — 5,000 
WELD-FM—53,000 
COLUMBUS, OHIO 
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Business Publishers 
Giving Support to 
Steel Scrap Drive 


New York, Feb. 5—A total of 
223 business paper publishers is 
now supporting the steel scrap 
program sponsored by the Adver-| 
tising Council. As of Jan. 31, the 
council has sent out to business pa- 
pers 1,589 electrotypes of 7x10” 
ads. Many of these plates, accord- 
ing to Henry Wehde, a council 
executive, have been used several 
times by various publications in 
the 12-month council campaign, so 
the number of plates does not rep- 
resent the number of ads run. 

Mr. Wehde estimates that busi- 
ness papers have donated about 
$450,000 worth of advertising space 
to promote the scrap drive which 
started last October and will con- 
tinue until next October. The} 
council has sent out 21 different 
ads. | 

The last scrap drive made by 
the council was in 1948 for a peri- 
od of three or four months. At that | 
time only 300 plates were called | 
for by business papers. 
® The current campaign has ex-| 
ceeded all expectations, Mr. Wehde | 
said. In addition, many of the sup- | 
porting publications are also 
giving advertising space to other 
council programs, and nearly all 
business papers have also given 
the scrap drive as well as other 
council programs strong editorial 
support. 

No count of the number of in- 
dividual papers using the coun- 
cil’s scrap ads has been made, Mr. 
Wehde said, but it is known that 
the total exceeds the number of 
publishers, several of whom issue 
numerous papers. 

Requests for plates are still 
being received, Mr. Wehde said. 


Richards Names Reynolds 

Edwin S. Reynolds, TV program 
director of the National Collegiate 
Athletic Assn.’s 1951 experimental 
television plan, has joined the ra- 
dio-TV department of Fletcher D. 
Richards Inc., New York. He will 
be assigned to the U. S. Rubber 
Co.’s telecast, “Royal Showcase” 
(NBC-TV). 


‘Charlie Wild’ Moves 

Wine Corp. of America, Chicago, 
will transfer “Charlie Wild, Pri- 
vate Detective” from ABC-TV to 
DuMont starting March 13 when 
the program will be heard at a 
new time, Thursdays at 10 p.m., 
EST. Weiss & Geller is the agen- 
cy. 


Bird Opens Own Agency 

Roy M. Bird, formerly an ac- 
count executive with Adolph L. 
Bloch Advertising, Portland, Ore., 
has opened his own agency, Bird 
Advertising, in the Fitzpatrick 
Bldg., Portland. 


College Offers PR Course 


Washington State College, Spo- 
kane, is offering a course in pub- 
lic relations, beginning Feb. 12. 
Executives of Spokane agencies 
will serve as lecturers. 


Morse Leaves Advertising 

Arthur E. Morse Sr., 76, founder 
of the Scranton, Pa., agency which 
bears his name, has retired after 
50 years in the business. 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 50,696 City Zone 
Population Reached By The 
HAVERHILL GAZETTE } 
World shoe making center. | 
Western Electric Co. manufac- 
turing center. 
Effective merchandise ve 
Business is good in Haverhill 
REQUEST MORE FACTS—ADVERTISE IM 
Represented by 


jonally 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


Bee Pr 


in all principal advertising centers 
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Abbott Kimball Names Sumner 

G. Lynn Sumner has been ap- 
pointed chairman of the plans 
board and elected a director of 
Abbott Kimball Co., New York. 
Mr. Sumner joined the agency last 
year as a v.p. Before that he 
headed his own agency for a num- 
ber of years. 


Lawrence Joins ‘Glamour’ 

Thomas H. Lawrence, formerly 
with House & Garden’s “Shopping 
Around,” has joined the advertis- 
ing sales staff of Glamour. He suc- 
ceeds Peter Megroz as manager of 
“Glamour Aisle.” 


Elects Jean Werth V. P. 

Colman, Prentis & Varley, New 
York, has elected Jean F. Werth 
a v.p. He joined the agency two 
years ago and is in charge of all 
merchandising and sales promo- 
tion. 


Hunn Joins Display Corp. 

Al Hunn, formerly an account 
executive with Griswold-Eshle- 
man, Cleveland, has joined the 


| Chicago staff of Display Corp. as 


a midwestern representative. 


As verified by the A.B.C. and Bureau of Census Figures 


APPLETON isthe 3rd Largest Mark 


IN WISCONSIN! 


=f 


95% COVERAGE DAILY 
 — ABC. Audited — 


tre APPLETON ,POST-CRESCENT is 


ONLY NEWSPAPER in insite to GUARANTEE WITHOUT COST 
11) 70% DEALER TIEINS on Groceryiltems 
2) TWICE WEEKLY Dealer Contacts on All Items 
3) ANNUAL Consumer Buying Habit Study 

FOR DETAILS’ — Write - Wire or Phone David Lindsey Collect — Top 


It tells you where the money JS! 
{ 
OFFICIAL FACTS, NOT ESTIMATES, 
give you the greatest 
market changes in U. S. history! ; 


New 1951 Edition provides latest U.S. Census data 
revealingly arranged by the J. Walter Thompson Company 
.- published by McGraw-Hill. 


From the raw material in the thirty-odd volumes by the 
U. S. Bureaus of the Census, the J. Walter Thompson 
Company has fashioned this indispensable tool for men 
who are responsible for selling effort of any sort. 


This book, POPULATION AND ITS DISTRIBUTION, is nothing 
less than a tool—an instrument for taking the financial pulse 
of sales possibilities in the Nation, its States, cities and 
counties. This is the Seventh Edition—a complete revision 
—unique in its field. 

The figures in POPULATION AND ITS DISTRIBUTION, Seventh 
Edition, are complete. They come from the official Census of 
1950 and reflect the greatest shift in population and sales in 
the history of our country. 


More accurate classification of markets 

Market areas include one or more central cities and the areas 
dominated by these cities. This new designation of market 
areas has proved far more accurate and useful than the 
traditional method of classifying arbitrarily by city size. 

Plus complete facts on all markets, the book has detailed 
maps and data for every county in every state. Listed alpha- 
betically for quick reference are complete population figures 
for all towns over 1.000 population. A large 4-color map shows 
where the markets are by population and retail volume. 


SEND NO MONEY 
Just 3,000 copies are being printed—'4 of which are already 
taken. Each book is handsomely, durably bound in library 
linen to give years of useful service. 

To assure getting your copy, we urge you to mail the aecom- 
panying coupon at once! We will mail a copy to you—prepaid 
for examination—to study at your leisure. You may keep it 
for 5 days. Use it. Test it. Then decide if you wish to own it. 

If the volume fails in any way to live up to your expecta- 
tions, tell us why, return the book and you owe us nothing. 


increase in your sales—is yours to make the most of. 


If you need it at all, 
it’s INDISPENSABLE 


Executives who can’t afford to be without this book: 


Sales Managers — To de- 
termine sales quotas 


Publication, Radio, TV 
Executives —To relate 
coverage to markets more 
accurately 


Advertising Managers — 
To help plan advertising 


Trade Associations—To 
help their members to a 
better marketing job 


Market Researchers— To 
measure market charac- 
teristics 


Management Engineers 
—To evaluate market 
possibilities for client 
concerns and new prod- 


Space Buyers—To make 
better selection of media 


Media Researchers — To 
measure advertising ex- 
penditures against sales 
or sales potentials 


ucts 


Manufacturers 
the number, location and 
characteristics of the ulti- 
mate consumer 


To plot 


Department and Chain 
Stores — To estimate the 
buying power of areas 
considered for branches 


Economists — To provide 
marketing and sales data 


ma 


J. Wacrer Tuompson Company, Department 202 
420 Lexington Ave., New York 17, New York. 


Gentlemen: Send me the Seventh Edition of poruLaTtion 
AND ITS DISTRIBUTION, postpaid, for free examination. 
I will either remit $15 payment in full or return the 
volume, with my reasons for returning it, within 5 days. 


MAKE SURE OF YOUR COPY—WRITE AT ONCE 4 


If—as we believe it will—it fills a need in your business, Name. 
remit $15, and the book—with all its possibilities for the 
Address 
City. State. 


eee ee Ee 


| 
| 
| 
| 
| 
| 
! 
| 
| 
I 
| 
| 
4 


me 


a ee ee le rr rn ee 
BOIS em rine ee eee xe Se 
fee a : - ‘Oe 
a ay oe ee 
ae ; 
Be ea 
ae ee as sages 
Be , 
ie >. 
ae 7 = SNe 
z 7 a - ae 
o e. “uae e 
are Be Pca, com « re Ra ese Meas - Ps 
~ . oe ae a 4 4 s ie uy 5 
i E fs PS ph Ah “ 4 L 
i y, 2 ‘sey ‘ 
" Cie hen 1950 Census| i. The Appleton Post-Crescent 5 
eae. 3 ee 7 eel es . 
Milwaukee ©... 883,127 Serves You Well 3 
@ Madison  —__—..... 101,159 aie with cee ‘ : 
: ER or Saeaiess -™ re 
be MB APPLETON «83,277 | ot 
BE ee 
. ". oe Racine = «RR, 700 pit 
ee Pa 
i ' \ Green Bay .............. 36505 us ‘sa 
oy is ‘ Ratas ae 
: Bis se : 
K aera / - 
: ‘ oa i ie 
= oD eee } 
ee ae ge 
by . Me ; 
a athe #8 . 
; PE C“(t;SCisd ae 
2 ’ Se = 
oy = 
es 7 
eas 4 a # 
= 
eke : i 
é Beet i> Nery ae 
SG EE ie hoe 
ee ates "4 : 
eras “2 on cae € 
Sane fa. “a a Bere 
j : ‘ 
Bie sos 
a a Pad st 
a in ‘ 
; hr F 
Sa eae 
ty Ce 
ae 
« A 4 
ree — 
4 ai 
y nn 
ae 
mee 
ae EE ; ; a 
5, oe Pescce , eon, _ 
pace: aes Eee a ees 7 * : 
gees. acetone , ._ 
Lee eh f 7 : 
; oS eae ei — 
: a) i eT ee ae et 
, bre: peat oa ; a St 
eT : i . ; 
re 5 a ae 
is eo 3 aa 
z ae? : oe 
e — 
a ‘ oa 
| — 
ue 5 . era 
. : goers 
a nS i 
: sigan 
ar Po = i: 
po -. f - 
pe ee 
a i as 
if ; 3 2 
| Se = 
a =, 
Pe nae 
o— = pee & 
: ' Po = af ae 
| oe, 
| a 
| Pree 
; . #2 
| » ety 
és | Ths tans 
c= 
— 3 
} ae ae 
ne os 
—— - . ee Lv. 
, ee ee wt Sct me in 
lo ea 
| aS a k a 
nee a 
t 
ae 
ce 8. 
aK dp Ais ae 
; — SS ‘i Mere 
UMS BR ea ig ae vee >. geeetec Ss See 3-7 he See ot 0  e S> a7 nome rae te es SS aes ee 


“liew# Voemer’ Marketing tant 


Moats P-mmntee “aney 


t Promotes Riley 


oarte 


Meveat 


And te 


‘ar 


Al orcacgtar 
aed 
ator 


100,000 


State Police Check cept ta a minimum. using 


Mew Construction 
in WORCESTER 


4 su 'd-vo, r*ore 
nas and $74 


aroandng Al e+ acter 4” Fle “ae > 
“Operetta s we 
s aefive marker 
lo eyrae 


abet the 


axcaed 


if. TELEGRAM-GAZETTE 


WORCESTER, MASSACHUSETTS 


wouowey REGAN AB SCHMITT. IME NATIONAL aEPROSEAT ATES 
TIWHESS OF PADID STATION WTAG and WTIAG-FM 


SPEED _& 
KILL 


> * 


A ylifie corre 
ndorert'oy FARMERS WETUAL LIABILITY COMPANY convene 


ame art ne _. 


avery acheet st sigheaerident vinhwoy scention: 
Gara 's ‘hs orn axter are * seedaw ov <pmer (aetmat ame 
-Deanasat« a he thawe ete => lice acting & 
"feanasnti« «« he cqeney 


Outdoor Signs for a ae OS ee (wR 2 som 
Parmers Mutual Co, vt ite of ne hens 
. a a on 


Tell Grocers Early 
- About Promotional 
.. Plans, Yunker Says 


al fo ant ‘ Avact 
+ ae chand parmation 
nm o ce . _ 4 ing 
_ ¢ > > 4 
, 2 =e 
“7 Vore nker ‘a 
a4 erro , - 
q nen her 
4 dverticing - > 
a7 atid * _° ‘a 
argect ntar r-re 


5374 272.974 
vy hy 


ores 4 sarge 


21.95 ne 


Oe ae 


~A nthar , 


ong 


ndicat or 


IDPOUS TWIAyg 


your product sales 


avert we 79n4 “ 


starthy Pia Arner 


Car 4 “se 
ha f y ng & Vlora ‘Z 
fyry / Sew York hae oromoted Jor 
2. intensive Len aditer of Mining Baagir 
neowrprper ny. th eranager ; 
coverage eucroeding T FF tilerve a | 


ree gned 


f Pi 7 ~* . —« - 
En  Inetitete Promotes Beall 


rer 


50,000, Sunday over 


Increases 52 Ad Budget 


: Shenandoah Valley tre Sta 
7 ‘ f ae ‘i £9 aAver? 
Gronne ROOT Pubbshin- n, Va., hae se 952 addver 
aT dae at 840 0" of) inerTense 
4 Qi 0 over set venr ty ad 


ortice the ereryir veeel hietreric 


trortione of the 


of Vir 


Prigmeers 


Earnings of Advertisers 


LaNINGS 
si 


ane 
_AANINGS 


58 758 
a Pera <6 58.31 327 054 lols23 LaF R77 
pate tate = 067 Ooo +0. 341.508 22m 538 
tomate teen 7 ls is a> 94 18.458 6 — 
arty Aad ‘ 
- 38 548 415 1S 419.754 38 
oo levee 
ate = se a + 
~w ; 517 32 eS = 
Loot were 2 520 @ 374415 8 
at ets) A oteee 
7 “~ 1 ink 3S 
orton 2 pee 254 2 
es auyet> soe yd Is 
w Vere ureter oee 7 a 
ver am - "a - 
tart cteee “1 574 399 Z 
Ot ye ite - ork |] Pn 
ww 4 areety 
oot Corn 27 451 000 36 
oor Sheet Core 7.77 3465 = 
agers © a7 Z 
~~ - ore 
aed 0 ie 128 Lai 
eqet? & Wvers 
nae S367 406 8 SAT 235 8 
~~ ° - Wwe ® 926 411 s+ 
seore leet . Sas 418 = %1 Od 
tations? 2.eemt 24 oR a wees 8 
jiwer “ort so 25% ooo . 
2 tema toe 
parce 5 Ss ONL z 
Jems 290° =< 8 8 4 TAG Las one 
nn & Sterwe 316 on 534 — 
mo —e = 
: oot Cor oe _—_— — 
sewer gt 2: ot yer 7S 5. 561.088 . 
a Camm Seo - 
ao 20 oe 373 See - 
ameter narce ecu wee in 
Meeetienw Slee! lort 7 67S. S71 & 27 <3 
“ 


al feces ay 
' open. snantem 
plese . 3 31ers nrougn <h - 
° en = ustriai siast ft 
. - ¢ " ve — oston. T - 
ont aes et g eng vandle act : 
“ r 
nator : ‘ mens : 
- - — 4 Ton 
rue dk : 
OB. 49 _. Thrasher Named Ad Director 
node . of a sie *ittieeaitienss iaaactees e- 
xecut aiph «2 
e iger 
Drive ‘0 Reduce Auto Tax 
e@ PFaecerstion f 4 mobile 
- . sear anada as 
amoatan 9 “one cou PON 
r af rT" ar _ 
r e hert na an 
al r ? on 
” rket > e r ang “axed 


SE AT LOW COST 
IN JUNE 


ocr moted 
Z f Bert nns- 
bevigl na 
{ é ties 
ot ne -roeiucer Advertisement 


“Past, economical 
typography— 
that’s what I saw 
at WARWICK, 


re electing a tepnerapher for cur work 
‘ serwonalle sted the Warwick plant 
n Se wis. I found them thomuahly 
eruyyoned and sucellendiv cafed. I aw 
: ast, ecomommeal typography 
sed ed with precision ficiency during my 
We have, for severa ‘avs wnce, 
made ose of it as steady customers.” 


Rey copire Mee *ype wetter Sank orotate 


WARWICK 


TYPOGRAPHERS 
970 WASHINGT 
$1 tours. 


by rait 


mie ee deen oe “oe > : E wt : : e oS) eee ah oh 12 a ays > ae ci ba ee. ee ae Ete 
ns J i . ‘ x: ¥ y ieee ihe E as Oars pas yi ange ae ae fe Se i 
Ae Rronwaey : j ieee 
yi - 7 s ee: 
tS 
™ irvertismg ige orvar’ 152 1 ; ne 
Ps i . hes 
“ - ; : . me 
. — | ae 
; a _ - Ss 
5 ste 2 Bg 
3 ¢ arr 
Are if <f 
‘ he | . 
3 a ce 
f 7 
2 - poe ; x r P na BY : vi 
’ CZ a —  —_—_ ae 
> e 2 
4 pide: F oe ; 
ae - f Bae 
chee : coe, 
a os ” =e “g cs Rees = 
2 2a a aie Ste ae ‘ te 
ee Gee zi ex - “ 3 Bien 
; ee eae Boy = eS oe ee : +: 
ma CO se aa ae rc 
: Tune es. ven z : x 
at More than 398,000 Starts Drive for Rite Markets New Product 2 
e fi ~~ —_ 7° . - - Bai 
i wie See ciated a ties ic 
on 1% RON oa _— 5 Sot ad da Pe 
aa : : : oe 
ae : ‘ 5 
‘a fi ’ Do ire * P , . - — . i “fad a 
£ , As Alaa Pte CE oat fae i : rorce -- - 
rie = Been s ntevretite the cesaren i pi 
oh E “ ttn , > net : eo 
a , = 
% 3 ; 4 " : , or ° ‘ 
¥ gt ee bi § RRR oe ree 7 ; » 
‘- . 4 4 ‘ ‘ adianannihi« v 
% : 
+18 
he 
t 
e c' 4A OW ORF home 
re 
¥ 4 adernuate 2 ndise ra 
-& R i T2e rale oromectior > aid : CT .  e : 
5 ; rege pomets yer er ner e aT? 9a12r : t F : 
é ; 48 heen ax ent stin- 
bell { me of this o » serurred on P a | ; 
: atet seeeteltad - _. Promotes james Hill 
— an) gate of ‘ , : 
* i 3 é 
& = & 
of ’ 0 o Other eum eb - 
Gg Fa nerchandising oromotior ‘ o- ee 
hae ‘ Z . 
Ne Wy); pou. ‘ime . ye hein al? o . , = 
ee. . ae ~ om chaciwed at o a 
a ae a! : — @. “pe A «bye 
" | it f ” - oa 7. ta we f ‘ : ; 
Fe: a ‘ , ar siteees etl ote ae 
a tt ae wi i -  —- ie ; 
a ee én pas » , 7 ™” / F . : , , > o 
4 . ‘me. ; Born ; tailer 
: og ” ed Flats e "ae Te , , o 
-* ; t a: , : —— ie ~- trong / n of 
. es — ’ aenad — A and s al 
~ x 
7 - , _ . nda tr 3 . - i 
os ; $ f.) . . . onfarre r - ‘ . ‘ 
: 1 i hem at the » ‘ e Mr 
4 Junker «air sifieatior . 
fe fe « “ -6 Al ar canter rAyan?e ade o 7 s*er 2 4 a 
1. high reached 9 +acord breaking _ 
~ buying 951. exceeding the Zee joins Printographic 2 
7 power r y 7 -* . ~<A = «~# 7 
re ger ce warned avry Tee ver 2 ne % 
a : A eaneiate New fe a puerta a 
"i j * A new olar “y « ee saad att, Chat saenee « . - — - 
eh 4 ® fant i . eiate 
wt 4 e. * “tegraor . o 
% ‘ fOw AGO 1 Aue er 
cine Edward J Spake Co. + Lovinvillle, Centuciey 
a) ‘ ‘ 
: ‘ Ost ni 2 wat wher oda% ol Se 38 wore yr 
, ; bee far Weal» Re Mh waivwce res 
Bs ors , | eS 
, : a ee ea aa : 
: a n | ae , 
Ge. - a \ om os 3 
; : a oo 
ee y em, ae oie 
c a a as 
3 BOOS -) oe As 
s ‘ 6 Peak a an f| 
3 by from nearly olf U S* 
7: S| 
ia: i 
eee , “ae ’ 
oe ae . ner ae 
SS ae, ee ane ee i eee | i a 2 


Advertising Age, February 11, 1952 


Ford Farm Equipment 2ecudoin Elected V. P. 


Copy Stresses Ford 


Name as Ad Theme 


BIRMINGHAM, Micu., Feb. 5—The | 
meaning of the Ford name to farm-| 
ers provides the punch for an ad- | 
vertising and promotion campaign | 
currently under way by Dearborn 
Motors Corp., the national mar- 
keting organization for Ford trac- 
tors and Dearborn farm equipment. 


| 
| 


National, sectional and state 
farm papers, trade publications 
and educational journals, plus 


dealer newspaper ads and direct 
mail, are all plugging the Ford 
name theme, with such streamers 
as: “Ford means more in tractors, 
too”; “What the Ford name means 
to those who feed America”; “A 
name you can tie a future to,” and 
“It’s a Ford...that’s for me.” The 
campaign is using single and 
double-page ads. 

Newspaper ads by local dealers 
and insertions in farm equipment 
publications also are stressing used 
equipment, pointing out that “A 
Ford is an easy tractor to trade or 
sell, an exceptionally good tractor 
to own at trade-in time. Because, 
above all, it’s a Ford.” 


® The local dealer ads carry an 
added element—the price advan- 
tage enjoyed in many territories 
by Ford tractors over other 2-plow 
tractors with comparable equip- 
ment. Dearborn dealers are being 
encouraged to compute the actual 
dollars and cents price differential 
existing in their localities and in- 
sert it in the ads. 

Supplementing the drive are 
broadsides, a b&w slide film for 
dealer training, outdoor posters, 
newspaper mats and radio spots, 
display material and a “dealer 
activity plan,” containing a list of 
specific activities dealers can carry 
out. 

Meldrum & Fewsmith, Cleveland, 
is the agency. 


®s Dearborn Motors has announced 
the promotion of 
four men in its 
advertising and 
sales promotion 
division. W. 
Binns, assistant 
advertising man- 
ager, has been 
promoted to ad- 
vertising man- 
ager. 

L. E. Birger, 
ad production 
manager, has 
been named ad- 
vertising display and production 
manager; A. L. Lawson has been 
promoted from product promotion 
supervisor to sales promotion man- 
ager, and W. T. Murphy, formerly 
assistant advertising manager, has 
been named public relations man- 
ager. 


W. H. Binns 


Johnson Joins Ad Service 


Paul E. Johnson, formerly art 
and copy manager in the adver- 


| advertising agency, has appointed | 


tising department of the News & 
Courier, morning and Sunday pa- 
per, and the Post, evening paper, 
both of Charleston, has been ap- 
pointed art and production director | 
of Advertising Service Agency, | 
Charleston. 


Carlson Joins Gaby Studios | 

Roy Carlson, who has his own 
studios in Chicago and New York, 
has been elected executive direc- 
tor of photography of Hunter Gaby 
Studios, Chicago. Mr. Carlson’s 
entire staff has joined the Gaby 
studio’s photography department 
with him. 


Krantz to Stern & Warren 
Milton Krantz, manager of the) 


Hanna Theater, Cleveland legiti-' 


mate theater, has been appointed 
public relations and promotion 
counsel for Stern & Warren, Cleve- 
land agency. Mr. Krantz will re- 
tain his position as manager of 
Hanna Theater. 


Harold A. Beaudoin, New Eng-| 


manager of General Electric Co., 


has been elected v.p. of the Tech-| New York, Feb. 6—The first 


nical Advertising Assn., greater network to set a sponsor for its| 
annual Easter telecast is National | 


Boston chapter of the National In- 
dustrial Advertisers Assn. Broadcasting Co. General Tire & 


Appoints Antoinette McShan vertising Co.) and Lever Bros. Co. 

Schaler, Butler & Associates,|(McCann-Erickson for Shadow 
Washington, public relations and wave) will share sponsorship of 
jan hour noontime program cover- 


Miss Antoinette McShan, former | ing highlights of the holiday pa- 


ly with Ames & Norr, New York 


|Rubber Co. (through D’Arcy Ad-)| 


| General Tire, Lever Sign as Sponsors 
land advertising sales promotion of Easter Telecast; Others Shift in TV 


rade along Fifth Ave. 


63 


{March 9. 

Another car manufacturer is 
| planning to reduce its TV expendi- 
jtures. Ford Motor Co., which cut 
|the “Ford Festival” (NBC), star- 


As of Feb. 16, Kaiser-Frazer | ring James Melton, to 30 minutes 


Sales Corp. will alternate with 


}in January, will drop the program 


Lehn & Fink as backer of the | at the end of the current season. 


10 p.m., EST, segment of “Show of 
Shows” (NBC), replacing Ever- 
sharp. William H. Weintraub & 
Co. is the agency for the auto. 


| maker, which has cancelled att 
‘lery Queen” (ABC-TV) effective 


On the credit side in radio, 
American Bakers Assn. will pres- 
ent “Hollywood Star Playhouse” 
over NBC starting Feb. 24 at 5 
p.m. EST. Time was _ bought 
through Foote, Cone & Belding. 


public relations consultant, junior 
account executive. 


Langeler Gets Woodrutt 

Langeler Advertising, New Ha- 
ven, has been appointed to direct i . . 
advertising for S. D. Woodruff & : . € . 
Sons, Orange, Conn., seed whole- : 
saler and retailer. Media will in- 
clude trade and consumer publica- 
iions. 


Seymour to Laurence Inc. 


Jerry Seymour, formerly pro- 
duction manager for Russell 7. 
Gray Inc., Chicago agency, has | 
joined the sales staff of Laurence 
Inc., Chicago photoengraver. 
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STOP Cold Suffering f4sr!, 
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Fast action! 


Car cards tell suffering riders 
about Bromo-Quinine’s fast relief. 
Close to point-of-sale timing 
moves buying impulse into sales 
because prospects can buy Bromo 
Quinine “at the next stop”. Car 


card advertising in Cleveland is 
sold and serviced by 
Mitchell, 


McCandless & Klaus 
National City Bank Bldg. 
Cleveland 14, Ohio 


Case History Shows: 
ADVERTISEMENTS 


OF BOOK HAVE 
APPROXIMATELY 


THE SAME READERSHIP 


The question of relative readership of left or right 
hand pages has long been a subject of study and 
discussion. There are studies to prove either side of 
the case—but they all agree that the difference is 
slight. Here, for example, are the findings from a 
four-publication study conducted by The Advertis- 
ing Research Foundation. 


PROJECT: To determine whether the appearance of an 
advertisement on the left or right hand page influenced 
readership. 


PROCEDURE: A. R. F. conducted 977 field interviews 
with qualified readers of four business publications. To 
eliminate the influence and effect of color, only black 
and white (single pages and spreads) were studied. The 


McGRAW-HILL PUBLISHING COMPANY, INC. 


@® 320 west sand STREET, NEW YORK 36, N.Y. 


ON 
LEFT OR RIGHT SIDE 


analysis was based on 75 left hand pages—and 70 right 


hand pages. 


RESULT: Average readership score for ads in both posi- 


tions was almost identical. Index 


value for right hand page in 


four publications was 101, compared 


with an index value of 100 for 


hand page. 
* 7 


the 


left 


* 


The material for this advertisement was secured from 
our Research Department’s Laboratory of Advertising 
Performance, Data Sheet 3151. If you want facts regard- 
ing other subjects related to business paper advertising 


performance and effectiveness, 


we may have the results 


of some specific study that will help you. Ask your 


McGraw-Hill man. 
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Brewer & Co. Adds Four 
to Statt; Shifts mneieniiye 


Bruce B. Brewer & Co.. Kansas 
City and f+ tata pol has an- 
nounced the followi } 
and changes to its st John C 
Harvey rejoins the ag y after a 
tour of duty with t Marines 


having been recalled as a 


+. 
Captain 


August, 1950. William Bryngelson 
formerly a copywriter with Knox 
Reeves Advertising, 


Minneapolis, 


will join the Kansas 
about Feb. 15. Jess Lair form erly 
in research and publishing work, 
has been appointed in the Kansas 


City office. James Barickman, pre- 
viously advertising manager and 


assistant regional sales manager of 
the Globe division of Pillsbury 
Mills, Los Angeles, has joined the 
Kansas City office 

Dick pyrene who has been 
with the agency four years, will 
be transferre d to the Minneapolis 
office as assistant account execu- 
tive on March 15 


Triangle Promotes Muskat; 
Appoints MacDonald Agency 
Walter Muskat, eastern sales of- 
fice manager of Triangle Package 
Machinery Co., Chicago, has been 
promoted to director of sales, ef- 
fective April 1. He succeeds Rex 
Stone. Robert Strehlau, formerly 
with Package Machinery Co., East 
Longmeadow, Mas3s., has been ap- 
pointed to succeed Mr. Muskat. 
At the same time, the company 


appointed Arthur R. MacDonald 
Inc., Chicago, to direct its adver- 
tising. Plans for 1952 include an 


intensified direct mail advertising 
program, supported by business 
publication advertising. 


CBS Transfers Bert West 

Bert S. West, account executive 
for KNX, Los Angeles, and the 
Columbia Pacific Network, will be 
transferred to CBS radio sales in 
Chicago, 
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Munsingwear Makes Designs 
Available to Stanfield’s 


Munsingwear Inc., Minne 
and Sta ld's Ltd., Truro 
Scotia, entered into an 
ment which will make Munsing- 
wear's patents, product designs 
research and engineering service 
as Ww as information on sales 
trends in U.S. markets available 


to Pee Canadian company. 
Stanfield’s will be at liberty to 


use the ph irase “designed by Mun- 
singwear” in its Canadian adver- 
tising and promotional work. 


NBC Appoints Three 

National Broadcasting Co., New 
York, has appointed three mer- 
chandising district supervisors. 
They are: M. G. Odell, formerly 
of The American Weekly, who will 
cover the western states; William 
M. Barnett Jr., previously of John- 
son & Johnson, assigned to the 
Chicago area, and William T. Cro- 
ley, formerly of the Cleveland 
Press, who will cover Ohio, Indi- 
ana and Kentucky. 


Beall Succeeds Lloyd 

John V. Beall, for the past two 
years editor of Mining Engineer- 
ing, a publication of American In- 
stitute of Mining & Metallurgical 
Engineering, New York, has been 
named to succeed T. E. Lloyd as 
manager of publications. Mr. 
Lloyd, who has resigned because 


of ill health, will announce his 
future plans after an extended 
vacation. 


Gates Forms Own Company 

Ralph Gates, formerly with Dup- 
lan Corp., New York, has reestab- 
lished his own management con- 
sultant organization at 7 E. 42nd 

t., New York. Duplan has retained 
him to continue as consultant to 
the company. 
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Advertising Age, 


BANDWAGON ~— Ansco is using drug jour- 

nals and photography magazines to pro- 

mote these three-roll economy pack deals. 
Biow Co., New York, is the agency. 


Kraft Foods Appoints 
Paul Chandler PR Manager 
Kraft Foods Co., Chicago, has 


appointed Paul E. Chandler pub- | 


lic relations manager, succeeding 
the late William 
G. Shanks. Mr. 
Chandler former- 
ly was with J. 
Walter Thompson 
Co., where he 


Foods public re- 
lations account. 
Mr. Chandler 
served 12 years 
on the editorial 


zette, Emporia, 
Kan., and was a 
captain in the army air forces pub- 
lic relations department in the 
Pacific during World War II. Prior 
to joining J. Walter Thompson Co. 
he was managing editor of Prairie 
Farmer. 


Paul E. Chandler 


Gardner Joins Remington 

Charles H. Gardner, formerly 
president and part owner of Pepsi- | 
Cola Co., Springfield, Mass., has | 
joined William B. Remington Inc., 
Springfield agency. 


S. Duane Lyon Moves 

S. Duane Lyon Inc. has moved to 
larger quarters at 9 E. 55th St., 
New York 22 


’ \ 
HE CAN HELP YOU 


If you're looking for 
national distribution 


BARNEY KINGSTON, 
Merchandising Director 


@ If you're a manufacturer, distrib- 
utor, or advertising agency executive 
seeking quick national distribution 
via the independent selling field this 
may be the most important message 
you ever read. 

You'd be surprised to know how 
easy it is to put your product or 
service in every city, town and ham- 
let in the U.S. Also many foreign 
countries. 

The service of our experienced 
merchandising staff is available at 
no cost. They'll analyze your product, 
see if it has resultful direct selling 
possibilities. If your product qualifies 
they'll present a 28-year sales-tested 
plan for speedily getting 48-state 
distribution—a plan that starts over 
50 new companies every month .. . 
many of which now do a multimil- 
lion dollar business. 

Don’t lose another day's sales. 
Write now to Barney Kingston, Mer- 
chandising Director, Dept. A105, Op- 
portunity Magazine, 28 East Jackson 
Bivd., Chicago 4, Illinois. 


a 


handled the Kraft | 


staff of the Ga-| 


February 11, 1952 


as high as 15% of those inquiring 
| for reports are converted into be- 
coming registered shareholders of 
| the company. 


Smith Sees Boost 
in Industry Annual 
He pointed out that because of 


Repo rt Advertising | Security Exchange Commission re- 


SPRINGFIELD, Mass., Feb. 5—An strictions it is impossible for any 
increase in the use of annual re-| company with shares available to 
port advertising by industrial cor-|the public to promote investor 


porations is likely this year, as| interest in its securities, but an-| 


more business managements strive | nual report advertising, he said, 
to show the public how increasing | provides an effective and ethical 
|taxes have reduced 1951 profits| means of placing modernized an- 
|available for dividends, Weston | nual reports in the hands of all 
| Smith, executive v.p. of Financial | investors. 
World, told members of the adver- | 
tising club here last week. Chandler Named Sales Head 
Advertisements in newspapers} R, Carl Chandler, eastern sales 
and financial magazines, he said,| manager of the corrugated con- 
have become the most effective tainer division of Union Bag & Pa- 
form of industrial institutional ad-| per Corp., New York, has been 
vertising, because the impact of promoted to director of corru- 
the ads can be directly measured | gated container sales. 
by the number of requests for} 


copies of the reports. Clearing Names Weintraub 
Clearing Machine Corp., Chi- 
; cago, has retained William H. 
# It has been the experience of Weintraub & Co., New York, for a 


| many industrial managements, Mr. special service campaign now in 


Keller Studio Names Schroer Philan Inc. Appoints Cayton 

Ralph E. Schroer, formerly man- Philan Inc., New York manufac- 
ager of Schaten Studios, Cincin- turer of wall coverings, has ap- 
nati, has been appointed manager pointed Cayton Inc., New York, to 
of Keller Studio, Cincinnati. direct its advertising. 


Ty) SPOTS 


your problem is how to get low-cost TV SECONDS 
aa apes tutte audio) to fit your budget, 
ee en eee $80 


O 


fhe: for hundreds of small budget advertisers 


through-out the country. 

Our 35 years of producing Rep en 
film titles and messages for theatres 
and advertisers is your assurance of 
the best professional work. You'll save 


ee ay Se a ge 
rst. 


Filinack Studios 


1335 So. Wabash Ave., Chicago 5, Illinois 


— said, that a figure running) preparation. 


] 


| 


MONOGRAM 
SHIRTS 


_ 


| Circulation, City and Retail Trading Zone 


NOW 
DAILY 
| 
160 
158,430 
150 
140 5. 
130 STAR 
120 145,679 
110 st 
100 143,997 
70 


42 43 «44 «45 «46 a7 48 49 «505! 


Source: A. B.C. Publishers’ Statements, Sept. ¥0 of cach year 


| “Well, if you're a big space buyer, I suppose we could monogram 
| ‘Solid Cincinnati reads the Cincinnati Enquirer’ ’’ 


en te rae or 


it 


Talk about sewing things up! More and 
more and more Cincinnati is a 
morning-newspaper town! Today, the 
Daily Enquirer has more circulation 
within the retail trading zone than the 
total circulation of any other Cincinnati 
daily. 


Represented by Moloney, Regan and Schmitr, Inc. 
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BS PHOTOGRAPHIC 


REVIEW O 
THE WEE 


(3 k REQUIRED 
MOTOR 


FOR PLEAS 


INNIE THE MERMAID—As the living trademark for the Woolsey Paint Co., maker 
marine paints, “Minnie the Woolsey Mermaid” (nee model Lou Campbell) created 
wch good will for the company at the New York National Motorboat Show by 
swering nautical questions, greeting dealers and handing out company literature. 


EVEN STEVEN—In return for a football autographed by former all-American play- 

ers Edwin Dooley (left), advertising-publicity director of the Health Insurance Plan 

of Greater New York, and G. Herbert McCracken (center), publisher of Scholastic 

Coach, Elmer H. Bobst (right), president of Warner-Hudnut, turned over the 500,- 

000,000th bottle of Sloan's Liniment to the Touchdown Club of America on Sloan's 
75th anniversary 


WOW PROMOTES WISEMAN AND EBENER-—Station WOW-AMTV, Omaha, held a reception in Chicago 
Feb. 1 to honor Bill Wiseman, promoted to sales manager of WOW, and Fred Ebener, promoted to 
sales manager of WOW-TV. At the party were (left to right) Kay Kennelley, time buyer, Olian Advertising 
Co.; Ruth Babick of Earle Ludgin & Co.; Walter Schwimmer, head of Walter Schwimmer Productions; Fred 
Ebener of WOW-TV; Russell Tolg, radio director, Batten, Barton, Durstine & Osborn; John Blair, head of 


Advertising Age, February 11, 1952 


LOOKA THAT—Ed Fitzgerald, J. Walter Thompson Co., gets 
some attention directed to one of many important (and here 
necessarily unseen) features of Balaban & Katz’ new Garrick 
Television Theater in Chicago, at an open house there Jan. 28. 


You're Sure when you order... 
You're Proud when you serve 


INSIDE STUFF—Seagram’s rings a change on its 7 Crown advertising this month 
tt Old F 


Monh. bhi d 


Whisky Sour and shot glasses with all 


by picturing 


the basic ingredients for making the drinks inside each glass. This ad appeared 
in the Feb. 8 issue of Life. Warwick & Legler is the agency. 


BLUE BONNET SUE— Standard Brands Inc. 
brought its Blue Bonnet margarine trade- 
mark to life at the annyal eastern re- 
gional sales meeting in New York re- 
cently. R. E. Baiter, product manager for 
the company, stops for a chat with Val 
Lewis, Miss Blue Bonnet Sue for 1952. 


The line of up lookers includes (from left) Gwen Dargel and 
Genevieve Lemper of Foote, Cone & Belding; Evelyn Vanderploeg, 
Schwimmer & Scott; Irene Hess, Ruthrauff & Ryan; Mr. Fitzgerald, 
and Mary Poloson, McCann-Erickson. 


IN WRITING—Advertising Recognition 
Week, to be celebrated in Oregon from 
Feb. 17 to 23, is made official when 
Arthur E. House (left), v.p. of the Ad- 
vertising Assn. of the West and chairman 
of the celebration, receives the proclama- 
tion from Gov. Douglas McMay of Oregon. 


ST. LOUIS WOMEN-—Gridiron committee members of the Women’s Advertising Club 

of St. Louis make plans for the annual Gridiron dinner to be held at the Hotel 

Jefferson on April 3. Left to right: Helen Prange, advertising manager of Jac- 

cards and club president; Bea Adams, v.p. of Gardner Advertising Co.; Mrs. Agnes 

McCaddon, ad manager of Godefroy Mfg. Co. and Gridiron chairman, and 
Mrs. Luella Sayman, president of Sayman Products Co. 


John Blair & Co.; Holly Shively, time buyer, Ruthrauff & Ryan; Bill Wiseman of WOW; Genevieve Lemper, 
radio and TV time buyer, Foote, Cone & Belding; John Klatt, manager of media, McCann-Erickson; Frank P, 
Fogarty, general manager of WOW; Jack Cherbo, time buyer, O'Neil, Larson & McMahon; Len Matthews, 
chief time buyer, Leo Burnett Co,; Harry Smart of Blair-TV, and E. L. Sullivan, advertising director of 
Meredith Publishing Co.'s Better Homes & Gardens. 
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Ancient History Is 
Basis for Schmidt's 
TV Beer Advertising 


PHILADELPHIA, Feb. 5—C. Schmidt 
& Sons, regional brewer of 
Schmidt’s beer and Tiger Head 
ale, has dug into ancient history to 
evolve a new series of dramatized 
television commercials. 

The commercials are based on a 
discussion of ancient history by 
two college professors. For ex- 
ample, in one spot they discuss 
the Mesopotamian story and show 
the television audience an authen- 
tic print of an ancient scene illus- 
trating Queen Shu-bad sipping 
beer through a long, gold “straw” 
in her throne room some 4,000 
years ago. 

Then, the two professors exam- 
ine the actual golden stem, used by 
the queen much in the same way 
as modern straws are used. The 
relic was unearthed recently by 
archeologists and is now in the 
University of Pennsylvania Muse- 
um. 


® Six carefully plotted capsule 
dramas in the art of brewing and 
drinking beer were filmed from 
famous historical events for the 
new series. Months of research 
went into the project, whose pur- 
pose is to make the commercials 
both informative and interesting. 
Initial reaction is reported as fa- 
vorable. 

Other historical facts upon which 
the TV spots are based include: 
a story of the ancient Egyptians 
offering beakers of beer as tokens 
of betrothal; the story of ancient 
brewing methods; the history of 
English ale, which at one time was 
so scarce it was sipped drop by 
drop from silver spoons; the story 
of how William Penn brewed his 
own beer, and the story of George 
Washington’s recipe for “small 
beer.” 

These messages will be seen 
weekly on Schmidt sponsored 
shows over WPTZ and WFIL-TV 
Mondays, Tuesdays, Wednesdays 
and Thursdays. The Schmidt ac- 
count is handled by Al Paul Lefton 
Co.’s Philadelphia office. 


Atlantic, Adam Scheidt 
Make Baseball TV Plans 


All the daytime home games of 
the Philadelphia Athletics and 
Phillies during the coming base- 
ball season, with the exception of 
the second game of double headers, 
wil! be co-sponsored on TV by At- 
lantic Refining Co. and Adam 
Scheidt Brewing Co. The agencies 
are N. W. Ayer & Son and Ward 
Wheelock Co., respectively. 

As in previous years, WCAU- 
TV, WFIL-TV and WPTZ will cov- 
er the games on a rotating sched- 
ule. In addition to the 58 home 
games, the program will include 
two pre-season contests at Shibe 
Park between the two Philadelphia 
clubs. 


Wrisley Promotes Cox 

H. Howard Cox, formerly west- 
ern sales representative of the 
private brand division of Wrisley 
Cosmetics & Toiletries, Chicago 
and New York, has been ap- 
pointed eastern sales manager of 
the company. He will make his 
headquarters in New York. 


Appoints Maxine Garrison 
Maxine Garrison has been ap- 
pointed assistant to Al Rackin, 
publicity director for Roy Rogers 
Enterprises. She was _ formerly 
with Ettinger Co., Hollywood. 


Olian Appoints Maescher 

Olian Advertising, St. Louis, has 
appointed Al Maescher Jr., for- 
merly an account executive with 
Oakleigh R. French & Associates, 
St. Louis, an account executive. 


Pearson to Kampmann Agency 

Julian W. Pearson, formerly 
with Gray & Rogers, Philadelphia, 
has joined Robert S. Kampmann 
Jr., Philadelphia agency. 
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Theve is a circulation race going 
on in the building field covered 


by Practical Builder, Chicago. 


Bu Practical Builder isn’t in it, 


nor does it intend to get into Ut. 


From its inception our policy has been to publish a paper 
dedicated 100G to its readers and advertisers by editors of experience ; 
in the building industry. It is our intention to continue this policy. 

Our circulation and advertising growth has been gradual and steady 

every year of our existence. 


Because two of our contemporaries seek for circulation supremacy 

does not, in our opinion, enhance the value per subscriber to advertisers. 
The only real value any publisher sells, or an advertiser buys, ts 

readers (of established value) not just subscribers. 


In most surveys PRACTICAL BUILDER is the publication of first 
preference by contractors and builders. Our Blue Book ads 
in the advertising journals give the reasons for our sustained success. 


There must be a reason for PRACTICAL BUILDER being a premium* 
medium which our readers and advertisers so profitably use. 


Signed—The Publishers 


Practical Builder 


Chicago 3 


The Blue Book y of the Light 


Construction Industry 


*In this case meaning something of extra value. 
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Never Underestimate the Power of a Woman! 


Every month since June, 1940—139 consecutive issues— 
the women of America have bought MORE copies 


of Ladies’ Home Journal, through newsstand 


purchases and subscriptions, than they have of 
ANY OTHER MAGAZINE carrying advertising, bar none. 


The Journal's total net paid circulation exceeds that of 
the second-place magazine for women by over 400,000.* 


Ladies’ Home J @) U RNAL 


THE MAGAZINE WOMEN BELIEVE IN 


*Latest Audit Bureau of Circulations Statement — 9 months, 195). 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Agency Study Shows Advertisers Do Poor Job 
of Answering Mail Inquiries 


Last March, Tension Envelope Corp. 
executives decided to find out exactly 
what happens to requests for additional 
information sent to advertisers by con- 
sumers. 

The company asked its agency, R. J. 
Potts-Calkins & Holden, Kansas City, to 
make the investigation. The agency se- 
lected a consumer publication (the Febru- 
ary, 1951, Better Homes & Gardens); a 
farm publication (the March, 1951, Couwn- 
try Gentleman), and a trade publication 
(the March, 1951, American Builder) for 
the study. 

The three magazines were examine 
carefully and every ad in each vattiont 
tion which made an offer of additional” 
information was answered. If the ad was 
couponed, the coupon was clipped and 
filled out. If money was requested, it 
went along. 

A total of 368 inquiries were sent out 
by the research department of the agency 
on the same day—March 23, 1951. De- 
tailed records were kept of the results for 
a period of 90 days. 


s An analysis of the results underscores 
the fact that there is an appalling waste 
of money and effort by advertisers who 
advertise and promote—but fail to take 
full advantage of inquiries produced by 
their ads. 

In brief, the indictment contains five 
counts: 

1. Replies to inquiries are subject to un- 
necessary delays. Nearly one-third of the 
companies answering the inquiries took 
from two to ten weeks to get around to 
replying—and one out of 16 companies 


completely failed to answer. 

The heaviest “returns” in the Tension 
Envelope check arrived within two weeks 
after the requests for additional informa- 
tion were mailed. A total of 67% of all 
replies were received between the 5th and 
the 13th days (inclusive), and the heavi- 
est single day’s returns were received on 
the seventh day following the mailing of 
the inquiries. 

One of the most surprising discoveries 
made by Tension Envelope was the fact 
that 9.5% of the advertisers in the con- 
sumer magazine failed to acknowledge 
the inquiry; 4% of the farm book adver- 
tisers failed to respond, and 5.7% of the 
trade publication advertisers did not re- 
ply. Incidentally, 10.9% of the coupon 
advertisers did not answer. 


= 2. Too many replies were characterized 
by incomplete information. For example, 
approximately 40% of the non-mail order 
advertisers (defined as companies which 
did not ask for the order direct or which 
did not enclose an order blank) failed to 
tell where or how the product could be 
purchased. 

This is partially explained by the fact 
that more than one-third of the replies 
contained no letter. One-fourth (24.4%) 
of the trade advertisers did not send a 
letter; 33.1% of the farm advertisers did 
not enclose a letter, and 50% of the con- 
sumer advertisers neglected to send even 
a brief note. 

In addition, the length of the letters 
used may have had some effect on the 
fact that information enclosed was judged 
incomplete. Only one in 24 of the non-mail 


TABULATED BELOW ARE 
THE PERCENTAGES OF 
RET\IRNS RECEIVED AT 
THE ENO OF VARIOUS 
PERIODS OF TIME. BY 
PUBLICATION OF 


TRADE PAPER ADVERTISERS WERE FASTEST 


tif 


TRADE 


Searels. ae 


Why Worry?, Creative Man Asks 
Phony Bargain Sales Disturb Woolf 
Take Care in Writing Classified 


Be Honest About Employe Surveys 


- -P 

Se" , 
ENCLOSED BOTH 48.5% | 
ORDER BLANK AND : 

RETURN ENVELOPE 
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\23 Ex 
ENCLOSED ORDER BLANK! 
10.3% 


NO RETURN ENVELOPE 


ge VY 


ENCLOSED RETURN 
ENVELOPE BUT NO 
ORDER BLANK 


ENCLOSED NEITHER 
ORDER BLANK NOR 
RETURN ENVELOPE 


penne 


DID THEY MAKE IT EASY TO BUY?—-More than one out of three mail order companies eith 
did not enclose an order blank or used an incomplete form (which omitted price, ore 
shipping information, etc.). The chart shows the various types of enclosures used 
mail order companies. Not shown is the information that nearly two-thirds of t 
mail order companies enclosed a return envelope or card, with envelopes outnumberi 
cards by a margin of more than 20 to one. About 65% of the companies using pete 


were willing to pay the return postage. 
i 
nena eneek! eonsunnn FARM TRADE 
85.7% 80.0% 83 8% 
a. 158.1% 48.6% 
_doty ~~ 16.5% - 12.8% 
a a 22 6% foo 32.4% 
11.7% 


Two FOLLow ups}~9.7% 310.8% 


3.5% t .9% 
1 5.4% 
| .9% 
D 2.7% 


FOLLOW-UP? VERY FEW BOTHERED—The companies which invited inquiries spent an esti- 
mated $3,000,000 to get their messages across—to make the first “call.” But the majority 
were content to spread their wares once and then forget the investment. Only 16.8% 
of the non-mail order companies followed up with a second mailing and only one in 
40 followed up more than once. Mail order advertisers, generally, set a much better 
record—47.1% followed up once and nearly 20% followed up a second time. In fact, 
9% sent three or more mailings within the 90-day period. 


ORIGIN: FARM CONSUMER 
THE FIRST WEEK MARCH 390% | 30.4% 10.0% 
Li {I 
$260 
FIRST TWO WEEKS APRIL 73.9% 75.0% 60.0% 
FIRST 30 DAYS MAY 4 88.6% 89.0% 83.0% 
FIRST 60 DAYS 1 94.3% 96.0% 88.0% 


WHO GETS THERE FIRST?—-When the agency selected media for the test, it decided to choose 
a trade publication (American Builder), a consumer magazine (Better Homes & Gar- 
dens), and a farm magazine (Country Gentleman). The advertisers who used Ameri- 
can Builder were first in answering inquiries for additional information—almost 40°% 
responded within a week. On the 11th day after the 368 inquiries were mailed, 50% 
of all the replies had been received. This was also the median time for the consumer 
and farm books; the trade paper time was ten days. 


order advertisers felt that more than a 
single page was needed for the message 
(although nearly 25% of the mail order 
advertisers wrote two pages or more). 

Offset was the preferred method of let- 
ter reproduction, with more than 61% 
using this method. Incidentally, nearly 
two-thirds of the companies used two or 
more colors on their letterheads. 


#3. In general, advertisers put little 
“sell” into their replies to inquiries. The 
agency rated nearly half of the accom- 
panying letters as “poor” or “antagonis- 
tis.” 


As might be expected, letters enclosed 
by mail order advertisers were superior 
{o their non-mail order counterparts. But 
the margin was quite wide. For example, 
nearly four times as many mail order 
letters scored a “good” rating as non- 
mail order. Far fewer were rated “poor.” 

The letters also were checked for “A-I- 
D-A” scores (attention, interest, desire, 
action). Here, mail order letters outscored 
the others by six to one. Nearly nine out 
of ten non-mail order letters did not con- 
tain a single A-I-D-A factor. 

4. In the great majority of cases, adver- 
tisers demonstrated that the efforts of 
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their sales departments were poorly co- 
ordinated with dealers’ sales efforts. For 
example, fewer than 20% of the local 
dealers mentioned by the manufacturers 
ever followed up the lead. In other words, 
80% of the retailers who received leads 
didn't bother to ask for the order! 


8 A few of the companies which did not 
enclose apparently notified 
their local dealers however, since re- 
tailers for 9% of sugh companies followed 
up the leads : 

Trade publication advertisers, gener- 
ally, were best in referring to dealers— 
55.3°% of these companies named a local 
source for their products. However, their 
dealers were the least inclined to follow 
up the leads—85.7% didn't get around to 
soliciting the order 

5. Few of the advertisers made any ef- 


dealer lists 


The Eye and Ear Department... 


fort to follow up the original inquiry with 
a second mailing. For example, only 16.8% 
of the non-mail order companies sent a 
second mailing and only one in 40 fol- 
lowed up more than once. (Mail order 
companies showed a more lasting interest 
in their prospects—47.1% followed up 
and nearly one in five followed up a 
second time.) 

Mail order companies, incidentally, 
spaced their follow-up material at longer 
time intervals than did the non-mail order 
companies, some of which sent follow-up 
material at the same time—or even be- 
fore, in several cases—their original mail- 
ings. 

“It is evident,” the researchers con- 
clude, “that most firms could well turn 
a critical eye on their mail material” and 
their system for handling inquiries pro- 
duced by advertising. 


Good, Practical 


“The Name’s the Same” (ABC-TV, 
Wednesdays, 7:30 to 8 p.m.) is another 


in a long line of panel-type shows— 
~_ hich have become so standardized one 
might think they all originated in De- 
Stroit. Like a piece of standard equipment, 
this one also has Abe Burrows on it. 

The panel consists of three people. The 
interrogator is our old bespectacled friend, 
Robert Q. Lewis. Individuals are found 
whose names correspond with those of 
Jamous people. This is the gimmick. The 
object is for the panel to guess who. Each 
Hmember gets ten questions. Those who 
Mail tc come up with the answer give a 
ee for $25 to the individual with the 


amous name. A “name” is also presented 

who confesses, in confidence, who she 
night like to be. The panel has to guess 
his, too 


io 


' 


Salesense in Advertising... 


Ry JAMEs D. Woo.r 
In retail advertising that announces re- 
ductions it is standard practice to tell the 
reader why the dealer is taking it on the 
chin. A logical explanation of the reason 
the merchant is 
prices presumably be- 


applying the ax to his 


gets the consumer's 


49% confidence in the au- 

aie gic thenticity of the bar- 
: Rains 

One of the oldest 

devices is, of course, 


the fire sale of mer- 
chandise “slightly dam- 
aged by smoke and 
water.” Another is the 
“Going-Out-of-Busi- 
ness” sale. Still another is the “Clearance” 
or “Close-Out” sale of “Discontinued” 
There is really no limit 


Jim Woolf 


styles or models 
to the ingenuity displayed by retailers in 
their pursuit of explanations they hope 
the consumer will believe. Some time ago 
I saw an ad by a jeweler who announced, 
“I am slashing my prices so I can pay 
my income tax.” 


® There is no doubt whatever that there 
are many honest price reductions in retail 
bargain advertising. But there are also 
many outright phonies, and there are even 
more semi-phonies that ballyhoo moderate 
reductions as being sensational, 


price 


TV Despite. . . 


Quite possibly the only type of person 
this kind of show bores is the critic who 
has to give off with an opinion—and is 
always fired with the hope that sooner or 
later some new trails will be broken on 
TV. Undoubtedly the average listener en- 
joys looking at presumably superior per- 
sonalities and seeing them struggle with 
such perplexing problems as finding out, 
in ten easy questions, who Joan Blondell 
might like to be. 

“The Name’s the Same” is sponsored 
on alternate weeks by Swanson Frozen 
Chicken and Bendix Home Appliances. 
The commercials are straight and factual 
—telling the advantages of both products 
and reasons for their use. There is good 
product display and name visibility. Des- 
pite the lack of originality in the show, 
this is good, practical TV. 


Here's an Object Lesson for Advertisers 
of Phony Bargain Sales 


gigantic, and suicidal almost to the point 
of the store’s bankruptcy. 

The phonies are bad for advertising. 
Explanations that are apparent fakes, or 
reasons that at the very least put the 
reader's credulity under strain, handicap 
the honest retailer who occasionally of- 
ters bona fide bargains in his advertising. 

I have long held to the belief that 
completely truthful explanations, even 
though they are utterly devoid of drama, 
crisis, and loud noise, might accomplish 
wonders once the public got used to the 
idea. When I say truthful explanations, I 
mean obviously truthful explanations, 
reasons that will appeal to the reader’s 
common sense and ordinary business 
judgment 


® It seems to me, too, that the retailer is 
not presenting himself in his best light 
when he portrays himself as an inept and 
incompetent business man. Foolishly he 
overbuys, or guesses wrong on style 
trends, or is so unfit that he faces bank- 
ruptcy, or is so lacking in foresight that 
he cannot pay his taxes, and then—alas 
and alack!—he must, forsooth, offer his 
wares at self-murderous prices. This pro- 
cedure, I submit, is short on dignity. A 
further indignity is the fact that he is the 
sacrificial goat. He burns himself at the 
altar, whereas the consumer, if I may mix 
my metaphors, rides the gravy train. 
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The Creative Man's Corner... 


tals, and sleep like a baby. 


of horseflesh]...depends in some 


marks as Norton and 
abrasives and abrasive products.” 


is sure-fire. 


What doesnt belong in this picture? 


#4 (Norton aleking better progucts % make other products batter 
NORTON COMPANY 


Advice for Vinco’s Worrier 


Ever since the Jan. 14 issue of Time magazine came out, The Corner has 
been concerned about a man on Page 102 who can’t get to sleep because of 
gear worries. Truman asks for a $5,000,000,000 tax increase, the Commies 
stall the truce talks in Korea, and Captain Carlsen stubbornly threatens to 
go down with his ship—but this fellow worries about gears. 

Are their tolerances sufficient? Have they unlimited shaft applications? 
Can they be set to operate with zero backlash, without binding? Gad, the 
things that keep one awake these nights! If this nitwit had any sense, he’d 
sneak downstairs, write a letter to the Vinco Corp. for full information on 
beveloid hob ground gears, take a good slug of whisky, two sodium nembu- 


ee 


Fae oes tend the Somaya 


+ 


a 


Unless, of course, he happened to look directly across and spot the ad on 
Page 103. There he would see a Dali-esque painting of a ten of diamonds, a 
dripping valve, pair of spectacles, a V-2 rocket, a battleship going into dry- 
dock, a piece of lumber, a caboose on some railroad track, a horse, a bit 
of fence and some ivy climbing a column. He would also see a caption that 
asks, WHAT DOESN’T BELONG IN THIS PICTURE? 

If he bothered to read the copy, he would learn that the ivy doesn’t be- 
long in the picture. That’s because “any man-made product...whether of 
metal, wood, paper, cloth, leather, ceramics or plastics [and, presumably, 
important 
products, refractories, or grinding machines that bear such well-known trade- 
Behr-Manning...world’s largest manufacturers of 


way on abrasives, abrasive 


Come to think of it, if he bothered to read this copy, he could probably 
forego the letter, the whisky and the sodium nembutals. As a soporific, this 


For a long time I have been looking for 
a retail bargain advertisement that (1) is 
not a confession of the dealer’s incom- 
petence; (2) is obviously sensible and 
credible; (3) offers its bargains only to 
readers willing to help the retailer cut 
his costs by sacrificing certain consumer 
comforts, conveniences, and “pamper- 
ings”; and (4) talks to the reader with 
restraint, good sense, and good taste. 

At last, thanks to Miss Virginia Hackett, 
of Chicago, I have just such an advertise- 
ment before me. It was published by 
Lubliner & Himmel, a giftware shop in 
Winnetka, in the Jan. 17 issue of the 
News, Highland Park, III. 


@ L&H, I gather from this remarkable 
advertisement, isn’t giving away some- 
thing for nothing. It offers the reader a 
bargain—providin’. You scratch our back, 
says L&H, and we'll scratch yours. L&H 
has had no fire, faced no bankruptcy, 
teetered not on the brink of being evicted 
py the landlord. But let’s get to the 
advertisement, “A Piggy-Back Sale,” 
which I quote herewith without a single 
deletion: 
A PIGGY-BACK SALE 

We couldn’t think of a really sensible 

reason to have a sale in our giftware 

shop until now. January sales in 

stores throughout Chicago and sub- 

urbs offer us little competition as few 


shops have our type of merchandise. 
95°% of our crystal, silver, dinnerware 
and table accessories is fresh stock, 
traditionally popular or currently 
featured in the top flight decorating 
magazines this past year. More than 
half of our things will be shown in 
national publications this coming year 
— from “Fresian” the magnificent 
time-honored pattern of Booth’s Eng- 
lish dinnerware to the signed crystals 
of contemporary Tapio Wirkaala, who 
created what House Beautiful calls 
the most beautiful object of 1951. Ac- 
cessories of this caliber need never be 
sold for less than the established re- 
tail price. 

But for ONE WEEK STARTING WEDNES- 
DAY, JANUARY 16TH TO WEDNESDAY, 
JANUARY 23RD, WHILE WE'RE IN THE 
CHAOS OF TAKING OUR ANNUAL INVEN- 
TORY AND REORGANIZING DISPLAYS, 
WE'LL SELL ANYTHING IN OUR ESPALIER 
TREE STOCK AT A 30% DISCOUNT with a 
big catch to it; the following unprece- 
dented conditions of sale: 

1. Nothing will be charged. Cash 
for everything you buy. 

2. Nothing can be returned for ex- 
change or credit at any time. 

3. Nothing can be specially ordered 
at the sale price and nothing ordered 
prior to the sale can be exchanged or 
credited. 

4. Any gift which must be delivered 
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that week will be handled with our 
usual services but with no discount 
whatsoever. 

5. Nothing will be wrapped or 
white-boxed. We’ll be glad to furnish 
you with any brown cartons we have 
while they last. 

6. And lastly: NOTHING WILL BE DE- 
LIVERED ANYWHERE. IF YOU CAN’T HAVE 
IT PICKED UP OR CARRY IT OUT PIGGY- 
BACK, YOU CAN’T BUY IT. 

These conditions are rigid and 
rough but 30% is a fabulous saving 
on the many things you'll find for 
your dining and serving needs. 


® You have just read an admirable ad- 
vertisement of a price-cut sale. I quote 
it in full because there is no single word 
that can be deleted without hurt to the 
copy. (A markedly excellent piece of copy 


Employe Communications... 


rarely permits deletions.) 

Note the opening sentence: “We 
couldn’t think of a really sensible reason 
to have a sale in our giftware shop until 
new.” Have you ever read before any- 
thing so ingenuous in a bargain-sale ad? 
How can the reader fail to respond pleas- 
antly to this candid admission? And note 
especially the six solid reasons why L&H 
can afford to sell its fresh stock at a 30% 
discount. The customer, in order to quali- 
fy for “a fabulous saving on many things,” 
must agree to conditions that are “rigid 
and rough.” Note, finally, with what re- 
straint and decorum the copy was written. 

I am told by Lubliner & Himmel that 
its “Piggy-Back Sale” was a great success. 
Incidentally, the ad is the work of a non- 
professional; Mrs. Lubliner, one of the 
store’s partners, wrote the copy. Let's 
frame this fine advertisement and hang 
it conspiculously on our office wall. 


Be Honest About Communications Surveys 


By Rosert NEwCOMB AND MAarG SAMMONS 


A few months ago, a company official 
in charge of communications with em- 
ployes decided it was high time to check 
the reader reaction to the employe publi- 
cation. It had been some years since the 
views of employes had been solicited re- 
garding the journal purportedly published 
for them. 

A business reply card, with a few ques- 
tions adroitly weighted to draw the most 
favorable response possible, was inserted 
into an issue of the publication. Within 
only a short time it was apparent that no 
outside crew of tabulators would be re- 
quired to record the response. Approxi- 
mately 5% of the total number of em- 
ployes who received the card troubled to 
fill it out. 


@ On the basis of these somewhat in- 
conclusive returns, the communicators 
put together a report for the top execu- 
tives. “Ninety-two per cent of those re- 
sponding,” the report said in effect, “de- 
clared that they read ‘The Stomach 
Pump’ from cover to cover. Ninety per 
cent asserted that their wives and chil- 
dren devoured the journal on arrival.” 
There were other equally appalling sta- 
tistics. Once the enthusiasm of the top 
officials had been given full expression, 
the report was published in the employe 
magazine. The readers were carefully 
shielded from the disquieting fact that 
the views of 95% of the employes were 
not included in the report at all. 

This is a magnificent example of in- 
dustrial self-deception. No union—and 
communications people still have much to 


learn from unions—would stoop to such 
a fraud, no more for ethical reasons than 
because such activity is solely a purpose- 
less waste of time and money. 

Is the reader of the employe publication 
taken in by such impostures? The chances 
are that the wage-earners in the shop 
are laughing over their lunch-buckets 
about it, because their own day-to-day 
experience and observation tell them it 
isn’t so. The chances are better still that 
the wage-earners are paying no attention 
to the metter at all, since only one person 
out of 20 felt motivated sufficiently to 
reply to the questions on the card. 


® A few of the postcards returned to 
headquarters, but carefully weeded out 
so top management would not see them, 
held the clear cue to reader apathy: “Too 
much stuff about the big shots”; “Always 
trying to sell us America—we already 
bought it”; “Why isn’t there something 
about the little guy?” and “Why doesn’t 
the company tell us what’s going on?” 
The best surveys are those that are ob- 
jectively conducted, by those who have 
not the slightest concern with the results, 
other than that they be accurate and 
honest. This particular survey accom- 
plished less than nothing, for it accepted 
the views of 5% of the employes as rep- 
resentative of them all. The surveyors 
made no attempt to determine the views 
of the remaining 95%. The errors of the 
past will continue to be the errors of the 
future. The top officials of the company 
will continue to believe that the com- 
pany’s communications with employes 
are approved and liked. After all, it is 
what the top officials want to believe. 


Mail Order and Direct Mail Clinic... 


Exacting Is the Word for Classified 
Copy; Write It with Care 


By Waitt NorTHMORE SCHULTZ 

Every mail order merchandiser, at some 
time, uses a classified advertisement. He 
may use the ad to secure leads on new 
and unusual merchandise, for example. Or 
he may want to dispose of surplus stock, 
seek new personnel, acquire new equip- 
ment. He may use it just to reach di- 
rectly those folks who might help him 
in his selling by mail. 

I’ve been studying classified ads in a 
great many publications lately in prepara- 
tion for this week’s column. Perhaps the 
results of this investigation will help you 


write that classified ad you may one day 
need. 


® Words are your only tools in preparing 
a classified ad—one of the most exact- 
ing of all forms of copywriting, by the 
way. Classified advertising has been apt- 
ly called “the people’s form of advertis- 
ing.” In this peculiar type of advertising 
you find people talking back and forth in 
print, telling about products and serv- 
ices they want to buy and sell—usually 
by mail. 

Space is always tight in classified ad- 


vertising. Hence, its success depends on a 
knowledge of what makes an effective 
ad. 

Here are some rules it might be well to 
remember in preparing those classified 
ads you're bound to use one day: 

1. Know your proposition. Analyze it 
carefully. Why should your prospect pur- 
chase your product or service? Record 
your specific reasons why. Select the best. 
Let it lead off your ad. Then follow this 
with concrete reasons for buying and sell- 
ing. 

2. Select your first words with care. 
They must describe quickly what you’re 
selling. They should stimulate action or 
tersely explain your offer. An example: 
“50 NEW CARS FOR SALE AT $300 
SAVINGS ON EACH!” 

3. Describe or explain your offer. Show 
your reader what his benefits are. “A 
new, trouble-free car for you at far-low- 
er-than-used-car prices.” 


@ 4. Proceed logically and persuasively, 
but be brief. Explain the benefits in logi- 
cal, step-by-step fashion. Avoid costly 
and unnecessary words. 

5. Make your offer definite. Inform 
your reader. Explain prices, terms, quan- 
tities available, etc. 

6. Use an action-getting offer. Suggest 
that your reader write for your catalog 
or circular. Such material would contain 
complete details. Or quote price and terms 
clearly. 


Tips for the Production Man... 
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7. Spotlight your advertisement in the 
correct classification: Make certain the 
ad's heading is appropriate and that it 
will attract the type of prospects who will 
be interested in your offer. 

8. Pick the right publication. Advertise 
autos, for example, in media slanted to- 
ward readers of automotive publications. 


® Key your advertisement. Study your 
replies. Note which ad pulled. Buy future 
space on positive results only. 

10. Time your ads correctly. On holi- 
day merchandise, for example, begin ad- 
vertising a few weeks before the festive 
days. 

11. Consider related classifications for 
added business. If you need sales repre- 
sentatives advertise in “Agents Wanted,” 
“Salesmen Wanted,” “Business Oppor- 
tunities” and “Profitable Occupations.” 

12. First test. Then proceed. (Wise 
counsel in any advertising campaign, in- 
cidentally.) Pick a good tesi medium, Run 
your ad. Check results. Base future ads 
on these results, using similar publica- 
tions. 

13. Select and count your words care- 
fully. Make your words “impact” words. 
Shun unnecessary expressions. Save mon- 
ey by writing “10¢” instead of “10 cents” 
in two words. Avoid widow lines because 
you're paying for that unused portion of 
the line. 

Keep these 13 guides handy. They'll 
help you in your work. 


Why a Prejudice Against Stock Photos? — 


By KenNeTH B. BUTLER 


The prolific and generally good output 
of the nation’s stock photo organizations 
has so long been my strong right arm in 
advertising work that I could scarcely 
believe my ears recently when Ed Carlin 
of the Lambert Studios in Philadelphia 
commented, quite ruefully, that the big 
fellows are their best customers, and that 
paradoxically there seems to be a preju- 
dice among the medium and small ad- 
vertisers and agencies against the use of 
stock pictures. 

He pointed out that the favorable rate 
system of the stock photo houses is aimed 
at the advertiser who can’t afford special 
assignment work. Some of the big ones, 
who could afford special work, use stock 
photos freely even in national space, and 
quite often run off with prizes for work 
illustrated with pictures of the stock va- 
riety. 


® This is a strange stigma, if true, and 
Ed Carlin should know. I have inquired 
around on this point. One account man 
(he was from a small agency) put it this 
way: “We hire creative people; why be 
caught buying stock photography?” The 
inference was that stock photography is 
noncreative and therefore unsuited to be 
used with creative copy themes. 

Quite beyond the saving in cost and in 
time, I’ve found convenience in the vast 
choice which the purchaser enjoys, re- 
gardless of season or topic. You can buy 
snow in summer with a stock photo, and 
in advertising you can't always take the 
mountain to Mohammet. I’ve bought farm 
pictures from J.C. Allen in Lafayette, Ind., 
that would have taken a month of roam- 
ing farms just to find, let alone photo- 
graph. No bother with models or model 
releases. A good source of copy ideas. 
Need a copy theme? Can't seem to work 
out just the right thing? A look through 
stock photo albums often crystallizes an 
idea in a hurry. Photostat an enlarge- 
ment from the catalog for the layout. If 
it clicks, buy the photo. If the idea doesn’t 
go over, drop it. 


THE WORLD OF PICTURES—Catalogs of the 
stock photo houses reveal the possibilities 
of illustration to many an advertiser and 
agency. 


I am told that the stock photo camera- 
men work much like the feature pho- 
tographers. They select a key picture, say 
a family enjoying a picnic. They shoot 
all conceivable ideas around this, with 
clothing and background changes thrown 
in as they go along. As many as 80 nega- 
tives are shot, and several stories told. 

Some jobs require as many as 15 mod- 
els or workers, and maybe the hire of an 
ambulance and crew, a wrecked auto, 
etc. A staging that cost $500, available for 
only twelve bucks and you can see in 
advance what you're getting. 

True, it’s embarrassing to see another 
advertiser in the same issue illustrating 
his ad with your picture. But the careful 
stock photo houses keep tab on uses and 
when they sense a conflict they try to 
substitute a subject. 

Maybe what’s needed is a new term 
to substitute for the word “stock”—that's 
a bit unglamorous. Who's got a better 
name? Write us your ideas. 
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American Radiator 
Boosts Budget 30% 
for 4-Part Drive 


New York, Feb. 5—American 
Radiator & Standard Sanitary 
Corp. has increased its advertising 
and sales promotion budget for 
1952 by 30%, and will run four 
major consumer campaigns instead 
of one as it did in 1951 
a: “In 1952 we will run four sepa- 
rate campaigns broken down by 
product group,” Robert W. Lear, 
advertising and sales promotion 
manager, told AA. “We will have 
full-page, full-color campaigns on 
bathrooms, radiator heating and 
kitchens, and we will run a full- 
page, bkw campaign on warm air 
heating.”’ 

Starting in March, Mr. Lear said, 
American-Standard ads will ap- 
pear in American Home, Better 
re Homes & Gardens, Business Week, 
| Collier's, Country Gentleman, 
Farm Journal, House Beautiful, 
House & Garden, Parents’ Maga- 


mee 3 


... because it gives me the 
best coverage of the fast- 
growing Liquefied Petro- 
leum Gas Market. An in- 
dustry that has tripled its 
| soles in the last five years, 


and now serves more than 
8,000,000 consumers.” 


s E ... and because BP-News has 


Db 50% greater coverage of read- 
ers in Bulk Plants who represent 
85 of the industry's purchas- 
ing power 


Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry 


The Pioneer Publication with 
more than 20 years editorial ex- 
perience 


v 


Publishers of the only library of 
technical books — Headquarters 
for LP-Gas information since 


a 193) 


Seven Readership surveys prove 
BP-News first choice by a 2 to | 
majority 


— 


First in display and classified ad- 
vertising for |3 years. 


Ww 


In 1950, 97 exclusive advertis- 
ers used only BP-News Publico- 


tions to sell this market 


ine, Progressive Farmer, Small 
Homes Guide, Successful Farming, 
The Saturday Evening Post and 
U. S. News & World Report. In 
addition, pages and spreads will be 
used in about 100 business papers. 

Batten, Barton, Durstine & Os- 
born is the agency 


® The addition of new selling aids 
will also be part of the 1952 pro- 
gram, Mr. Lear said. These will in- 
clude cooperative radio and tele- 
vision advertising for retailers. 
American-Standard will furnish 
one-minute transcriptions, or one- 
minute and 20-second films, and 
will pay half the time cost for 
commercials, not full programs. 
Retailer payments come out of ex- 
isting wholesaler allowances. | 

Group newspaper cooperative | 
advertising is also included. Par- 
ticipating retailers will pay 50% of 
the space cost, the remainder being | 
paid by American-Standard 
through wholesaler allowances. | 
Wholesalers who solicit retailers 
for ads will have their names listed 
without charge. This phase of the 
program will start April 1. 

American-Standard also will} 
furnish retailers with a new mat 
service, five direct mail campaigns, | 
decals for stores and trucks, elec- 
tric clocks and signs, book matches 
and price cards. Also, for the first 
time, outdoor signs for retailers} 
will be furnished at nominal cost 


® Special emphasis, Mr. Lear said, | 
will be placed on retailer and} 
wholesaler sales training. | 

“Retailer sales training meetings | 
on each major product group have} 
been prepared. Each meeting con- 
sists of a sound-slide film and pre- 

pared script giving detailed in- 
struction on how to sell specific | 
products. Meetings will be spon- | 
sored by wholesale distributors | 
and conducted by American- 
Standard representatives. 
| “What we consider the best tech- 
| nical training school on heating in 
existence is now being set up at 
our Buffalo plant and is scheduled 
| to start operations this spring. The 
school will train wholesaler sales- 
men in all phases of heating and 
cooling. 

“In effect,” Mr. Lear explained, 
“our better retailing plan is based 
on the sales slogan that ‘nothing 
is sold until it’s sold at retail.’ 
| American-Standard’s better retail- 
| ing plan is an organized and con- 
'tinuing attempt to create a whole 
| new segment in the retailing indus- 
‘try by encouraging contractors to 
} open stores and small retailers to 
modernize and to adopt modern 
methods of merchandising. 

“It is a long-range plan,” Mr. 
Lear said, “and one which will 
take many years for full accom-| 
plishment. The goal is not an im- 
mediate increase in sales volume. | 
It is designed to build a_ solid 
foundation for stimulating future 
sales under whatever conditions 
that may develop.” 


| 
| 


Roman Elected President 

Melvin F. Roman, president of 
Roman Advertising, St. Louis, has 
been elected president of the Mid- 
western Advertising Agency Net- 
work. Other officers elected are: 
Samuel L. Abrams of Ohio Adver- 
tising, Cleveland, and Chester Gile 
of Gile Advertising, Minneapolis, 
v.p.s, and Mrs. Gladys Lamb of 
Kelly & Lamb, Columbus, secre- 
tary-treasurer 


Schwob Joins Ettinger Co. 


M’Liz Schwob has joined Etting- 
er Co., Hollywood, as fashion and 


Advertising Age, February 11, 


HANDS ACROSS THE TABLE—The new officers of the Seattle Art Directors Club 


receive congrats from the club’s outgoing 
the outgoing officers: Marlowe Hartung, 
Bonath, Harry Bonath & Associates, v.p. 


officers. At left, from front to back, are 
Wallace Mackay Co., president; Harry 


, and Robert T. Matthieson, free lance 
artist. The new officers at the right, from front to back, are: William Werrvach, H. J. 


McGrath & Associates, secretary; Douglas Murray, Botsford, Constantine & Gardner, 
v.p., and Ted Parson, Pacific National Advertising Agency, president. 


Glencoe and Fortuna Whiskies Promotion 
Launched in West; National Drive Readied 


Los ANGELES, Feb. 5—Glencoe 
Distilling Co., Bourbon Springs, 
Ky., has launched a major cam- 
paign in Southern California to 
promote Glencoe and Fortuna 
whiskies. The campaign is planned 
as a model for similar campaigns 
in other parts of the country, and 
a forerunner to aggressive na- 
tional advertising. The company is 
now extending its distribution area 
by appointing exclusive distribu- 
tors in many parts of the country. 

Newspapers will carry the ma- 
jor share of the campaign, with 


full-page opening ads followed by 
a series of full-column insertions 
in papers in Los Angeles, San 
Diego, San Bernardino, Santa Bar- 
bara and Long Beach. Outdoor 
will also be used. 

Fortuna has been sold in Ken- 
tucky since 1898; Glencoe has been 
on the market in other sections of 
the country for more than 70 years. 
While the Glencoe distillery is 
located in Kentucky, the home of- 
fice is in Beverly Hills. 

Milton Weinberg Advertising 
Co. here is the agency. 


Car Cards Trusted 
Most by Old Trusty 


NEEDHAM Heicuts, Mass., Feb. 6 

Car cards so proved to be the 
best medium for Old Trusty dog 
food’s regional advertising that 
since the last half of 1951 they have 
been used exclusively. 

“You can get color into regional 
advertising using them,” accord-| 
ing to W. E. MacQuarrie, president 
of Old Trust Dog Food Co., which | 
recently installed cards 7’ long in 
several New England cities with} 
astonishing success. The product is 
marketed in New England and 
northeastern New York. 

Old Trusty was an established | 
brand that had slipped in popu- 
larity when the present manage- 
ment took it over a year ago. The 
product wasn’t being advertised, 
but that was quickly changed and 
sales were up 25% the first year, 
Mr. MacQuarrie said. } 


@ Not inexperienced in using 
transportation advertising for pro- 
moting dog food, Mr. MacQuarrie 
and his associates chose the me- 
dium to push Gaines dog food, 
which they introduced in 1940. By 
1943, when the business was sold 
to General Foods, it was grossing 
$10,000,000 annually, Mr. Mac-| 
Quarrie said. 

For 1952 Old Trusty will main- 
tain its dependence on four-color 
car cards, although radio and tele- | 
vision will be experimented with 
on a yet undetermined schedule. 

Moser & Cotins, Utica, N. Y.,| 
is the Old Trusty agency. 


Tootsie Candies on TV 


Sweets Co. of America, New 


Hearst Magazines Boosts 3 
on Its Advertising Staffs 

L. Park Benjamin, who has been 
with the eastern staff of Cosmo- 
politan, has been appointed adver- 
tising manager of Town & Country. 
Prior to 1941, Mr. Benjamin was 
associated with Town & Country 
for 11 years and was publisher of 
Junior Bazaar in 1947-48. 

Harper's Bazaar has appointed 
Robert F. MacLeod, eastern adver- 
tising manager of Town & Country, 
advertising director. Robert Brake- 
man, who has been associated with 
the magazine for a number of 
years as assistant western mana- 


| ger, succeeds Mr. MacLeod. 


1952 


Van Merritt Quarts 
Introduced; Brewer 


Ties on Novelty 


Cuicaco, Feb. 5—Quart bottles 
of Van Merritt beer were intro- 
duced yesterday in northern IIli- 
nois and all of Wisconsin. 

Burlington Brewing Co., maker 
of Van Merritt, said an extensive 
advertising campaign will back the 
introduction of the quart bottles. 
Albert C. Ketler Jr., Burlington 
president, said “this is the first 
time that a world-renowned pre- 
mium beer has ever been packaged 
in quarts.” 

(The Small Brewers Assn. here 
reports that the phrase “premium 
beer” has no significance whatso- 
ever, as far as quality goes, but 


| is used by some groups to distin- 


| guish nationally distributed beers 


| from regional ones.) 


| Ared plastic pendant simulating 
| the Van Merritt trademark will be 
| tied around the neck of each bottle. 

Burlington expects it to find favor 
| as a piece of costume jewelry. 


® Critchfield & Co., agency hand- 
ling the Van Merritt account, dis- 
closed that the decision to make 
quart bottles of Van Merritt re- 
sulted from surveys and _ tests 
which showed that the Chicago- 
Milwaukee area was the biggest 
quart market in the nation, Bur- 
lington officials said the quart bot- 
tles may also be introduced in Los 
Angeles, the second largest quart 
market. 

To promote the quart bottles, 
Burlington will use newspapers, 
outdoor and advertisements in 
public transportation conveyances. 
In Chicago, Van Merritt will con- 
tinue to be carried on bullseye 
metal displays on 70% of the Chi- 
cago Motor Coach Co. buses. It is 
also placing through the Chicago 
Car Advertising Co. special 11x48” 
inside car cards. Posters and car 
cards also will be used on elevated 
trains and dealers will be supplied 
with point of sale material. 

In addition, five one-column, 22- 
line ads will be run each Thursday 
and Sunday in the Chicago Herald- 
American, Sun-Times and Tribune 
and Milwaukee Journal. One will 
appear near the horoscope feature 
in each paper, one in the main 
news section, one in the sports sec- 


|tion and two on pages carrying 


New Ad Service Offered 

The Harbinger is a sponsored 
editorial column which runs in the 
Wall Street Journal. Rates for an) 
item of 12 lines start at $450 for 
three insertions. Information may | 
be had by writing to The Har- 
binger, 410 S. Michigan Ave., Chi- | 
cago 5. 


Cameo Campaigns in Canada 


The first advertising mee 


for Cameo hosiery will be launched 


|chain food store ads, Burlington 


said. . 


Agency Adds Three Accounts 
Roberts, MacAvinche & Senne, 
Chicago, has been appointed to di- 
rect advertising for William Kratt 
Harmonica Co., Union, N. J.; F. A. 
Stuart Co., Marshall, Mich., maker 
of Stuart digestive tablets, and 
Mitchell Hutchins Co., Chicago. 


this spring by Burlington Mills Gibraltar Gets Boat Account 


Hosiery Co. of Canada, Montreal. 
Retail promotion material will 
support the copy in a women’s 
magazine. Anderson, Smith & 
Cairns, Montreal, is the agency. 


Gibraltar Advertising, New 
York, has been appointed to di- 
|rect advertising for Diamant 
Marine Corp., distributor of boats 
and marine equipment. 


Only One Station 
gives you the 


| York, maker of Tootsie Rolls and 


beauty editor. Formerly director| other Tootsie candies, has begun 
of publicity and advertising for Le| a 52-week coast-to-coast TV show 
Comptoir des Tissus, Swiss textile| for children, “Tootsie Hippo- 
company, she succeeds Maxine| drome,” Sundays, 12:15-12:30 p.m., 
Garrison, who has joined Roy|EST, over the American Broad- 
Rogers Enterprises. | casting Co. television network. 


| 
CBS-TV Names Abrams _Milbourne Boosted to S. M. 
Warren E. Abrams, formerly of| The Calcinator division of Val-| 
Metropolitan Life Insurance Co.,| ley Welding & Boiler Co., Bay City, 
has been appointed assistant re-|Mich., has promoted Willard M. | 
search manager of CBS Television Milbourne, chief engineer, to sales | 
| spot sales, New York. ' manager. ' 


in Mid-America 


KCMO reaches 9.5% more radio 
homes than any other Kansas 
City station.* That's a big bo- 
nus. It means you get the best 
coverage of the e-x-p-a-n-d- 
i-n-g Mid-America Market at 
one low cost, using one station 
and one rate card. Call or wire 
KCMO collect for full details. 
*A fact, proved by the continuing 
Conlon ‘Study of Listening Hab- 
its’’ in Mid-America. 


§0,000 WATTS. 
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or THE KATZ AGENCY 
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show, “Tootsie Hippodrome,” 


King; Leonard Stone (seated), 


PLANT VISITOR—John Reed King, emcee of the Sweets Co. of America’s ABC-TV 
receives an extra-large Tootsie Roll after a tour 
of the plant. From left to right are: Sam E. Rich, Sweets Co. sales manager; Mr. 
v.p.; Paul Mowery, ABC; Henry Eisen, 
Eisen, Sweets Co.'s agency, and Arthur A. Starin, Tootsie Roll ad manager. 


Moselle & 


Crosley’s Oregon Dealers Have Devised 
Some Original Means of Stimulating Sales 


PorTLAND, OreE., Feb. 5—By the 
looks of things, it’s doubtful that 
Crosley dealers in Oregon need 
any help from the $1,000,000 give- 


away contest Crosley division is} 


currently plugging nationally (AA 
Jan. 21). 

Crosley dealers in the state have 
reported substantial sales increases 
as a result of a promotion tie-in 
with the blood bank program of 
the American Red Cross, a cam- 


paign which also has helped roll} 
up record blood donations through- | 


out the area. 

The Portland branch of Crosley 
Distributor Corp. spearheaded the 
drive to get local dealers to adver- 
tise the coming of the Red Cross 
bloodmobile by running two 1,000- 
line newspaper and three teaser 
cooperative ads. Each dealer also 
sponsored a series of 30 co-op ra- 
dio spots and offered special dis- 
counts to blood donors. 


® Donors were offered $25 on the 
purchase of a console radio or $10 
credit on a Crosley Decorator or 
portable radio and $5 on a Sere- 
nader or Dynamic radio. 

Blitz Advertising, Portland, han- 
dled the promotion, which ran 
through November and December. 

Down in the southern part of 
the state, in Klamath Falls, 
Fyock’s, the local Crosley dealer, 
recently sold more than $15,000 
worth of merchandise as the re- 
sult of an advertising gimmick de- 


signed to stabilize the price of| go, where the show originates. 


| Grant Advertising, Chicago, where 


|“Welcome Travelers” 


barley for the Klamath Basin. 
To break a market stalemate on 
the price of an unusually fine crop 
of Hannchen brew barley, which 
had started at $3.08 per hundred- 
weight with no takers for 10 days, 
Harvey Martin, Fyock’s sales man- 
ager, offered the growers $3.25 per 
hundred to be applied on the pur- 
chase of any appliance in his store. 


s The offer was made in a full- 
page ad in the Klamath Falls Her- 
ald & News; the ad also featured a 
$50 trade-in allowance on any old 
refrigerator in working condition. 
Fyock’s kept on raising the ante 
until the price hit $3.40 and the 
store was offering $3.50 per hun- 
dred. The ad, incidentally, pointed 
out that the store would also take 
money. 

One barley grower purchased a 
total of $3,465 worth of Crosley 
appliances, strictly because of the 
promotion. On the more than $15,- 
000 worth of business done on the 
strength of the promotion, Fyock's 
wasn’t asked to take a single 
pound of barley in trade. 


Golden Joins Biow Co. 
Myron Golden, formerly with 


he produced such shows as “Cur- 
tain Time” and “Dr. I1.Q.,” has} 
joined Biow Co., New York, and' 
is handling Procter & Gamble’s 
over NBC. 
Mr. Golden will work from Chica- 


Council Names Ostroth 

Donald D. Ostroth, formerly ad- 
vertising and sales manager of 
Butler Bros., Chicago, has been 
named associate director of the de- 
partment of publication and dis- 
tribution of the National Council 
of the Churches of Christ in the 
U.S. A. 


| Builds Seattle TV Center 

King Broadcasting Co., Seattle, 
|is building a television center to 
house KING-TV, the only televi- 
| sion station in the Pacific North- 
west. The center, which will oc- 
cupy 30,000 square feet, 
located at 320 Aurora Ave. 


will be) 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


COUPON THE WEST 
AT LOW COST 


IN JUNE 


facilities and craftsmanship 
developed through 59 — of 


San Francisco Area 

Los Angeles Area 

San Diego Area 

California Valley Towns Area 


Group-couponing scheduled for these areas: 


Pacific Northwest Area 
Salt Lake City Area 
Hawaiian Islands 
Alaska 


“BRANDS YOU KNOW,” the largest group-coupon mailing plan in the West, 
will coupon 3% million higher-income homes in June. If you plan to coupon 
the West, this group program will save you money. Areas may be purchased 
separately or in combination. 


LOW RATES—Group-couponing means lower 
costs to you because costs are shared by sev- 
eral participating, non-competitive brands. 
Coupon redemptions are higher, too, be- 
cause several coupons have more dollar value 
to the housewife. Rates are on a sliding 
scale. $6 per thousand if maximum of six 
non-competitive coupons are mailed in an 
area. Five coupons, $7—4 coupons, $8— three 
or less, $10. Price includes everything —print- 
ing of individual three-color coupons (both 


sides) — envelopes— promotional mailing to dealers, and all mailing costs. 
You simply furnish black and white art work and color overlay. 


PLAN YOUR PROGRAM NOW! The number of participants is limited, six to an 
area. May is the deadline. First come, first served. Write, wire or phone for 
complete details and samples of our successful 1951 group-coupon mailings. 


“BRANDS YOU KNOW” is a division of the HECHT-ARMS CO., who regularly 


serves, among others, such manufacturers as: 


Albers Milling Co. 
Best Foods 
B. T. Babbitt 


California Packing Corp. 


Colgate-Palmolive-Peet 
Durkee Famous Foods 
Fisher Flouring Mills 
Hills Brothers Coffee 


Lever Brothers 

Procter & Gamble 
Purex Corp. 

Wesson Oil & Snowdrift 


A DIVISION OF 


HECHT-ARMS CO. — 


- 612 Howard Street, San Francisco 5, California « GArfield 1-8500 


_ Ben B. Vail, 141 East 44th Street, New York 17, N.Y. 


* Murray Hill 7-4631 
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Fram Filter Drive 


Copy Theme Based 
on Scientific Tests 


Provinesce, KR. L, Feb. 5—Built 
around the theme “Fram Filters 
Hest,” Fram Corp. will devote the 
first six months of its 1952 adver- 
t g and promotional activities to 
publicizing the results of exhaus- 
tive scientific tests to prove the 
campaign theme 

More than 200 giant painted 
highway Ouletins iocated on key 
highways in every fate in the 
country will feature such themes 
a Fram Filters best for your 
car” and “In severe tests Fram 
Filter cut engine wear 90% 

Twenty-seven insertions will be 
used in Collier's, Life Popular 
Science and The Saturday Evening 
Post; pages and half-pages will be 
used in Capper's Farmer, Country 
Gentleman, Farm Journal, Pro- 


Farmer and Successful 


gressive 
Farming 


2 

tie in between the nationa) adver- 
tising ar the dealer. To be eli- 
gible for this listing, Fram dealers 
must sign up by April. Last year 
more than 100,000 Frarn dealer: 
benefited from this profitable serv- 
me 

rhe campaign will be supported 


1 wide range of dealer aids, in- 


ding a new three-dimensional 
@e-cut arrow display; a new 
—_— — 


A Useful 
Intriguing 
ADVERTISING 

NOVELTY 


The 
Modern Replacement 
For the Conventional 


Billfold 
truly sensational name-im 
me printed give away goodwill 


buiider that eppeals to men ond 


women. Mysteriously secures 


bille under cross straps with a 
quick turn over ection, sepe 
ates $1.00 bills from lorger 
bills n @ lash eppecs te 
change seria numbers from 
$! 00 bille te enother when 
folder is opened. Size 6%,” « 


ve" closed, for pocket or purse, 

richly made of gleaming pure 

rain viny! plastic; wont dull 

oulweors leather, color cheices 

WRITE today for quantity prices 
end circuler 


CHARMS & CAIN (Mfrs.) Dept. AF-11 
407 So. Dearborn St, Chicago 5, Ill. 


money-back guarantee decal in 
four colors, and a Mystik oil and 
cartridge display sticker, a unique 
sticker sheet sticking to the wall 
holding a can of oil and a 
7 cartridge and giving the 
appearance of merchandise sus- 
pended in 
Tr e 
duced to 
942x137 


ail with 


quart 


ws 
ram 


space 

being intro- 
in a 32-page 
book giving cornplete de- 
the explanation “Here's 
chain of proof for an 


campaign is 


the trade 


an endie 


chain of profits 


endles Tit ana high- 
lighting the basic theme, “Frarr 
Sells Best because Fram Filters 
Rest 

@ Supporting the basic theme 
Fram has issued a 40-page 
74x10" book giving complete 
cientific reports and graphs. The 
whole thing came about, accord- 


because of the con- 


been created in the 


ng to Frarr 


4 
automotive filter field by con- 
flicting claims regarding filter per- 
formance. Titled “Filter Facts,” 


this book compares the Fram filter 
with three competitive, unnamed 
filter cartridges and indicates the 
performance of each 

The campaign is being handled 
by Van Sant, Dugdale & Co., Balti- 


more 


Charles Antell Expands 
WMGM Sports Coverage 

Charles Antell Inc. and National 
Health Aids, Baltimore, have in- 
creased their expenditure on 
WMGM, New York, bringing it to 
the yearly sum of $200,000. Tele- 
vision Advertising Associates is 
the agency 

Antell and NHA have taken over 
sponsorship of Ivy League and 
other collegiate basketball games, 


the N. Y. Knickerbockers basket- 
ball games and the New York 
Rangers hockey games. In addi- 


tion, the associated companies will 
present 24 of their own shows 
weekly. Rounding out the schedule 
will be announcements preceding 
ill the Brooklyn Dodger baseball 
games 


Coulter Joins Mailograph 

James W. Coulter has joined the 
Mailograph Co., New ork, as 
staff executive and controller. He 
was recently business manager of 
the Lamont Geological Observa- 
tory at Columbia University. 


‘Parents’'’ Cites O’Connor 
sasi| O'Connor, president of the 


National Foundation for Infantile | 
Paralysis, has been awarded the 
Parents’ Magazine annual medal 


for outstanding service to children 


AMERICA’S 


apawe ENGRAVER 


ENGRAVINGS 


att Pi 


XCLUSIVELY 


712 FEDERAL STREET, CHICAGO 5, hh 


REVERE PHOTO ENGRAVING CO. 


WA 2.8816-7-8 


awh? S 


GUEST PAC—Some 250 hotels ocross the 
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7; 


aM 


eocmeas tase 


country now present this handsome pock- 


age to their guests. Mode with a special imprint ond cover design for each hotel, 

the pockage is supplied by the Guest Poc Corp., New York, for about 20¢ per unit. 

Monvfacturers supply free somples and poy up to 3¢ a unit for packaging and dis- 

tribution. Some conduct sampling research based on distribution of their products. 
More than 1,000,000 Guest Pocs ore scheduled for delivery this yeor.. 


N. C. Ads Reveal World-wide Wanderlust 


RALEIGH, N. C., Feb. 5—State 
Advertising Director Charles Park- 
er reported recently that people 
asked more questions about vaca- 
tions in North Carolina in 1951 
than ever before. Inquiries were 
received from all 48 states, the 
District of Columbia and 86 for- 
eign countries and territories 

“The response to the 1951 state 
advertising program in national 
magazines and metropolitan news- 
papers was remarkable,” he 
serted, “because a high percentage 
of the advertisements did not car- 
ry coupons, making it necessary 
for people who responded to be in- 
terested enough to write a letter 
or postcard. 


as- 


@ “New Yorkers asked the most 
questions, 16,394,” he continued 
“Tar Heels themselves were next in 
asking questions about their state, 
accounting for 15,202 of the in- 


quiries. Inquiries from other states} 


in the top volume bracket were, in 


order: Pennsylvania 8,846, Ohio 
7,842, Illinois 6,064, New Jersey 
5,901, Michigan 5,285, California 
3,511, Indiana 2,998, Virginia 2,- 
979 Florida 2,753, Texas 2,627,) 
Massachusetts 2,440. The smallest 
number of inquiries came from 


Nevada, 99. 


“Canada led in foreign in- 
quiries with 1,763. Iraq was next 
with 460, and following in order 
were: The Philippines 299, Eng- 
land 267, British West Africa 246 
and Spain 219. There were 10 re- 
quests for vacation literature from 
Yugoslavia and 16 from Finland. 
General information is sent on 
these, but no maps.” 


Canadian Station Reps Elect 
Norman D. Brown of Radio Time 

Sales Inc. has been elected presi- 

dent of the newly established Ra- 


Theater Group Seeks 
Six UHF TV Channels 


Hotiywoop, Feb. 5—On Feb. 25, 
representatives of the Theater 
Owners of America will ask FCC 
for authorization to use six high- 
frequency television channels for 
closed circuit theater television, it 
was revealed at the group’s annual 
meeting last week. 

The plan was outlined by S. H. 
Fabian, operator of a theater chain 
in New York. The proposal calls 
for the use of the channels to 
carry special television programs, 
sports events and, in some cases, 
first and second-run feature mo- 
tion pictures, on a theater hookup 

The multiple channels would be 
used for intra-city hookups, and a 
network embracing most major 
cities. Mr. Fabian emphasized that 
the move is not one of competition 
with television as much as it is an 
up-to-date version of showman- 
ship. The types of programs 
planned would be too expensive 
for telecasting to homes, he de- 
clared. 


Opens Oftice in Nashville 
to Service New Accounts 


Griswold-Eshleman, Cleveland, 
has opened a branch office in 
Nashville, Tenn., to service three 
new accounts: Farm & Ranch Pub- 
lishing Co.; Royal, Barry-Carter 
Mills, producer of flour, corn meal, 
coffee and other products, and 
Blevins Popcorn Co., producer of 
packaged popcorn for home pop- 
ping. 

Servicing these accounts are 
Robertson McDonald, account ex- 
ecutive in the Louisville office, 
who has been transferred to the 
new office, and James F. Simons, 
who formerly had his own agency 
in Nashvilie. Mr. Simons’ agency 
previously handled the Royal, 
Barry-Carter Mills and the Blevins 
popcorn accounts. 


Agency Appoints Hartwig 
Zimmer, Keller & Calvert, De- 

troit agency, has appointed Lester 

H. Hartwig its agricultural consult- 


| ant. Mr. Hartwig has worked in the 


dio Station Representatives Assn.., | 


Toronto. Other officers elected 
are: John Tregale, All-Canada Ra- 
dio Facilities Ltd., v.p.; Ralph 
Judge, Horace Stovin & Co., sec- 
retary, and P. C. MacGuire, Omer 
Renaud & Co., treasurer. 


Appoints Robert H. Hartley 


Poorman, Butler & Associates, 
Muncie, Ind., has appointed Robert 
H. Hartley, formerly advertising 
director of Ball Stores, Muncie, an 
account executive. 


Armstrong to Gray & Rogers 

Herbert R. Armstrong, formerly 
head of the art department of Neal 
D. Ivey Co., Philadelphia, has 
joined the art department of Gray 
& Rogers, Philadelphia. 


advertising departments of Fire- 
stone Tire & Rubber Co., Akron, 
and Ralston Purina Co., St. Louis, 
and most recently has been in the 
poultry industry in Alabama. 


Lavenson Gets Nuclear 

Nuclear Research Corp., Phila- 
delphia, manufacturer of Geiger 
tubes and related devices for de- 
tection of radioactivity, has ap- 
pointed Lavenson Bureau of Ad- 
vertising, Philadelphia, to direct 
its advertising. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask 


enc 
always in line. 
Inc., 431 rn St., § 
(Now in our 23rd successful year.) 


ket Bats 
anavel oe womdet 


5 Director 


GE EE eS aay eee eee yk Sy ac Nae iit) |) es Sige ee F 13 hg Wek Or hie UP 2 heh aaa ;y oe Ot ere . wee pacts 
A a aes Ps : HS i . ; } : 3 : ‘3 z ane 
ire pea 
“y ‘ 
. aes 
me 
a 
Z “~£ ‘as 
<. eae 
3 tog e PS . 
ty 
‘ rie 
5 \* AA 4, a 
Mf ery sy 
TET” : 
4) Mh os 
a AZ, ? a 
es V4 ein ~ Te 
ri x . as . iy %, 
~o* " — . 2 ay 
, it as 
| Yyy a ee 
ho wy oa :. ae 
; c > ead . ae 
ee m7) i , . Sat 
| pa | ie —= . 
z oft — Be 
— ’ elt | 
Px ® As in 1951, Fram will list every Fr As avy ; J 
: { f "meee ; ; q Z 
oN } < a oe Kno t. im ig 
| | co bl Ee 
BS | 30 mi — : ee 
ne — : ; F Sy Side om = Pee a 
“sh B 
a 
— 
a 
=f ee , 
ff 
— 
Nothing Ever Like The : 
; f 
‘ : AGIC FOLDER 
F i > A WEEE: 
. 7 .° | 
yo ii 
’ A ” 
z - SE ee é 
4 Vy ee 
7 om 
. | w\ 
x r ~ 
as : ou 
4 ts a 
— 1" _ 
es 4A 
Ba es 
“ : * -_ 
| = Po 
at : 
% eC 
& 
ae 
2 oss es salspeenipilibalinaetiaiammnaanaeaiis 
eh }. ae 
for 4 
; Marie Maize on your i multi- 
a ; graph, mimeograph, «& ~y— 4 or 
ARE phat eS Oehine job. Quick pick-up and de- 
2 : R livery, fast and accurate work, plenty : 
m Pe 
2 R E V E R Ee TELIA EEE ee MEET na Saas oe ee 
ae oo a RA uit oy” be, ee eS pe ee oe se 
fae. ; +% rE ae Do Ti? 1 GALA; OFT SRAUAAIUGSL 
3 gets: Rite oe ae ee ee ,r—“=RRECC OY 
a Me cg ‘A tere ee Ce Og Ges es Pee! ey ee 
hy a —_—_—__ 4 , a 7? en Or bs Tan wAT ° Ps oe 
oe ‘a . Pn en NOI Cn 8 
ots a as y So a Meee Se a ee Be a Be tesco aR RS ~~ ea 
x : DA - Si 
< PHOTO | : eee 
is CF Fiaaet " \ on 
; Sra? ce ~ 5 s. \ | a 4 
oi te ; ie a \ \ = 
s aes t NIGHT ) ig” 
: | ee é \ Z ae =a 
oe &. : b J .* Z \ \ Co 
oe gas) i ——— \ 
. = ; \ te the 1952 
: a _ ANNUAL MARKET DATA & DIRECTORY NUMBER : 
Uy : +3 
&: A ws 6. Sk a ee f . 
Ps 3 * : : a: 
ea : ” — 
>t a are Biss a a a Bee Bess AT cee oe 


More Bra Makers 
Giving Full Play 
to Padded Lines 


Cuicaco, Feb. 5—With milady’s 
silhouette calling for extra-accen- 
tuated curves this spring, the cor- 
set industry has come to the rescue 
with waist nippers to give the 
“Scarlett O’Hara pinched-waist 
look” and padded bras that work 
wonders for flat-chested women. 

And in order to promote these 
new figure “blossomers,” corset 
manufacturers are hiking their 
1952 advertising budgets. 

Jantzen Knitting Mills, Port- 
land, Ore., for one, has increased 
its ad budget 15% over last year’s 
spending. The reason for the in- 
crease, a company spokesman told 
AA last week during Corset Mar- 
ket Week in Chicago, was because 
Jantzen’s bra sales—the bra line 
was introduced about two years 
ago—zoomed in 1951, and to keep 
pace with the increased sales more 
advertising is needed. 
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_ ath 44, 


for women’s spring 


EYE APPEAL—With emphasis on the U 


ve 


fashions, the corset industry has come to the rescue with bras that will make bosoms 
blossom. Left: This Flexees ad of Artistic Foundations Inc., New York, appearing in 


the February issue of Glamour, features 
A. Stein & Co., Chicago, manufacturer of 


the company’s new padded bra. Right: 
Perma-lift bras, has scheduled this ad in 


five magazines during May and June. 


| manufacturer of the Flexees line, 


® The company’s spring campaign | 


includes page ads—some b&w, 
others four-color—in Charm, Gla- 
mour, Good Housekeeping, Ladies’ 


Home Journal, Mademoiselle, Sev- | 


enteen, Today’s Woman and Vogue. 
A total of 23 inserts between Feb- 
ruary and June will be used. 

At present, the company is test- 
ing newspaper advertising in three 
cities, but a Jantzen representative 
said that the test was routine and 
doubted whether the company 
would do much newspaper adver- 
tising this year because the com- 
pany felt that magazines were the 
best selling medium for figure con- 
trol products. 


also has given its ad budget a 
boost. Although the company is 
making its heaviest sales push in 
newspapers, the magazine sched- 
ule calls for ads in Bride’s Maga- 


zine, Charm, Glamour, Good 
Housekeeping. Ebony, Harper’s 
| Bazaar, Ladies’ Home Journal, 


Jantzen has introduced a padded | 


bra called “Plus bra,” and is using 
a new copy approach in its adver- 
tising, he said. Unlike past adver- 
tising copy for padded bras, he 
added, Jantzen’s copy isn't the 


Life, Look, Mademoiselle, McCall's, 
McCall’s Pattern Book, Modern 
Bride, Modern Screen, New York 
Times Magazine, The New Yorker, 
Practical Home Economics, Seven- 
teen, Simplicity Pattern Book, True 
Story, Vogue and Woman’s Home 
Companion. 

In addition, newspaper services, 
car cards, TV and radio commer- 
cials, point of sale aids, free 
mailers and sales training book- 
lets are being made available to 
dealers. Thomas & Delehanty, New | 
York, is the agency. 


hush-hush type but openly states—|@ A. Stein & Co., Chicago, manu- 


and not in 6pt. type—“add and be 


glamorous ...naturally.” The bra | 


comes in several cup sizes, he said, 
“so that you can add as much as 
you want.” Botsford, Constantine 
& Gardner, Portland, is the Jantzen 
agency. 


® Artistic Foundations, New York, 


facturer of Perma-lift bras and | 
a line of girdles and foundation | 
garments, has raised its ad budget | 
5% over last year’s. And, through | 
Filmore Co., Chicago, the com- 
pany will advertise in Coronet, 
Cosmopolitan, Charm, Glamour, 
Harper's Bazaar, Ladies’ Home} 
Journal, Mademoiselle, Modern | 


; Sunday Edition. 
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Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 


Sell Your Product in the 
ROCKFORD MARKET 


@ 119 Cities and Towns in 13 Counties located in Northern j 
ka Illinois and Southern Wisconsin. bal 


@ You can reach 82,666 Homes Daily 
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Screen, Redbook, Seventeen and 
Today's Woman. 

The company offers dealers 
newspaper services on a 50-50 
basis provided the brand name is 
used and the regular selling price 
is listed. No plans for radio or TV 
spot advertising have been made. 

Stein has introduced a new 
“atomic girdle,” and also will push 
its new padded bra in five maga- 
zines during March and April. 

Bali Brassiere Co., New York, 
has increased its ad budget (AA, 
Jan. 28), and its magazine sched- 
ule includes pages in Charm, 


| Glamour, Harper’s Bazaar, Made- 


moiselle, Seventeen and Vogue. 
Four-color ads are being run in the 
New York Times Magazine and 
the Chicago Tribune’s roto section. 
No newspaper advertising other 
than on a cooperative basis will 
be used. Altman-Stoller Advertis- 
ing, New York, is the Bali agency. 


s Speaking before a group of more 
than 500 buyers from midwestern 
stores at a forum on corset adver- 
tising and merchandising spon- 
sored jointly by the Chicago Cor- 
set Group and the Merchandise 
Mart, Harry J. Hirsch, division 
manager of the Chicago Tribune 
retail advertising department, said 
that the corset industry spent 1% 


of its $500,000,000 1951 estimated 


sales for advertising. 

The corset and bra manufac- 
turer, he opined, in order to retain 
brand recognition, will have to 
spend a higher percentage for ad- 
vertising to keep his relative posi- 
tion. He added that the manufac- 
turer will have to require the re- 
tailer also to spend as much per- 
centage-wise to advertise corsets 
as he does for shoes, dresses, furs 
and other accessories. 

He gave the following advice on 
advertising to the buyers: 


“1. Make as full use of the copy 


and illustration material supplied 


you by the manufacturer as you | 


possibly can, and make it consist- 


s “2. Advertise when people want 
to buy. Check your natural sales 
and budget your appropriation ac- 
cordingly. In some cities the Neu- 


| Stadt service is available. In other 


cities, corset linage is measured by 
Media Records. Your newspaper 


| ent with your own store’s identity. | 


| and your own records can usually | 


provide you with the clues as to) 


how much to spend month by 
month. 

“3. Advertise what the people 
want to buy. In Chicago, merchants 


|} spend more money to advertise 


foundation garments in February 
than in January, but they spend 
less money in February to adver- 
tise brassieres. If this is the ex- 
perience of the field, it is well not 


to argue with it, or at least to know 


why you are consciously doing it 
| 


differently. 
“4. Advertise the price people 


| want to pay. You can do this by 
| looking at your own sales records, 
| assuming that they represent an 


inventory that is equally attractive 


|in every price range. You can do 
| it by watching your competitors’ 
| prices. And in some cities where 
| the advertising is measured by the 


Neustadt system of price zones, 
the newspaper can supply this in- 
formation. 


® For instance, in Chicago we 
know that during the first six 
months of 1951, 25% of all adver- 
tising expenditures for foundations 
featured a price between $5 and 
$8, 20% was from $8 to $12, and 
274%2% over $12. Nearly 34 of the 
advertising was for foundations 
over $5. We know that over 70% 
of all the brassiere advertising fea- 
tured prices over $3. 

“5. Take advantage of your co- 
operative advertising allowance. 
Not to do so is to practice false 
economy. 

“6. Plug for national advertis- 
ing at the local level. Make it work 
for you in the same paper you have 
found works best for your own ad- 
vertising. 

“7. Coordinate your fashions 
with the fashions of other depart- 
ments in the store in your adver- 
tising promotion.” 


Morey Opens Own Agency 

Al Morey, formerly account ex- 
ecutive of Schwimmer & Scott, 
Chicago, for Thyavals, has opened 
his own office at 203 N. Wabash 
Ave., Chicago, as an independent 
writer-producer. 


Hennig Joins Stetfen Co. 

William J. Hennig, formerly | 
with Frank C. Nahser Inc., Chica- | 
go agency, has been appointed copy | 


chief and research director of Paul | « 


J. Steffen Co., Chicago. 


Putman Raises 1952 Award 


The 1952 Putman Awards for 
“the best use of industrial adver- 
tising, and the best documentation 
of such use, in making more effec- 
tive the selling of products or 
services to industry” has been 
raised to $5,000. Full details of the 
contest, which is run by Putman 
Publishing Co., Chicago, under the 
sponsorship of the National In- 
dustrial Advertisers Assn., may be 
had from the publishing company 
at 111 E. Delaware Place, Chicago 
11, or from NIAA, 1776 Broadway, 
New York 19. 


Association Names Stumm 


Michael Stumm, advertising 
manager of Crucible Steel Co. of 
America, New York, has been 


elected 2nd v.p. of the Industrial 
Advertising Assn. of New York. 


Long Named KLZ Sales Head 

Berry Long, formerly sales man- 
ager of KOA, Denver, has been 
appointed sales manager of KLZ, 
Denver. 


$15 BILLION 
TREASURE HUNT 
NOW UNDER WAY! 


STAKE YOUR CLAIM 
IN THE NEGRO MARKET 


Strike tt rich! A iittie digging with the right 
lool will pay off big in sales end profite—end 
the right tool to use in Lhe vast Negro market 
is thelr own Kace publications, the newspagers 
and magazines they welcome into their Doar 
No one cap afford to overlook a market 15 
million people spending 615 billion a year en 
every conceivable type of merchandise 
cially when a iarge portion of (his market 

be claimed at littie effort and cost egroes 
intensely joyal to their own publications; they'll 
respond to sales messages they see there; so 
ve sure your message reaches this $15 bil 
market- and reaches it the best way! For 
jetalls write Interstate United Newspapers, 
Fifth Ave., N » serving America’s } 
advertisers tor over a decade 


ONE EXAMPLE: (05,0 ° 0% Se Bete 


rich market, wy can't beat the WN 
¢ Ot 


» make it 
vewapener Vell the Negre-—you'll set 
t ; 


ly 
Negro! Act now 


Princeton, N. J. 


Our clients will tell you The Princeton Film Center, Inc. 
delivers more motion picture value per dollar than 
any other quality producer. Write for Brochure. 


THE PRINCETON FILM CENTER. INC. 


300 Park Avenue, New York 
Plaza 5-0322 


Philadelphia, Pa. 
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Breck Shampoo Sales Increase 500% 
in Seven Years; Credit Magazine Ads 


SPRINGFIELD, Mass., Feb. 7—John 
H. Breck Inc., Springfield, will 
continue to peg its advertising 
campaign around women’s maga- 
zines in 1952. Edward J. Breck, 
v.p. and general manager, ex- 
plains that such a policy has paid 
off in a 500% volume increase for 
Breck shampoo in less than seven 
years 

Breck has scheduled four-color 
pages in American Girl, Glamour, 
Ladies’ Home Journal, Seventeen, 
True Story Women's Group and 
Vogue, plus b&w ads in Baby Talk 
and Pediatrics 
@ The company also is_ using 
three-dimensional dioramas in 
_New York's Pennsylvania Station 
and in Boston’s North and South 
Stations and has plans for another 
one in New York’s Grand Central 
Station 

In addition, Breck will have car 
cards on a quarter showing or bet- 
ter in many major cities 

Speaking at a “magazine day” 
luncheon of the Boston adclub, 
Mr. Breck said that the company 
set out to achieve national dis- 
tribution in late 1945. By that 
time, he continued, use of the 
products in beauty shops had cre- 
ated a consumer demand for them 
Mand the company decided to ex- 
Bana its retail distribution. 

Magazines were chosen for the 
gob, he declared, because Breck 

yas most familiar with them (as 
4 result of its trade campaigns) 
And because the company’s art 
athe was best adapted to re- 

roduction in magazines. 

The characteristic Breck ap- 


proach to illustrations, he re- 
called, had two effects—it pulled 
a steady stream of complaints 
from admen, and it resulted in 
steadily increasing consumer sales. 
The various pieces of art work 
employed are original pastels of 
attractive girls, usually a bit pale 
but always with glowing tresses. 

The art theme, he explained, 
was adopted in 1936, after Mr. 
Breck had met an artist named 
Charles Sheldon, who had done a 
pastel he admired. Mr. Breck com- 
missioned the artist to paint some 
additional pastel portraits for win- 
dow and counter displays and 
trade publication ads. Charles 
Sheldon Advertising was ap- 
pointed agency for the account 
and still has it, despite frequent 
solicitations of the account and 
criticisms of Breck ads by other 
agencies. 

Sheldon also introduced gold foil 
packaging for Breck products, and, 
as sales and advertising increased, 
Breck decided to simplify its sell- 
ing problem by emphasizing one 
product—Breck shampoo. 


@ Breck’s partiality to magazines 
has other facets. For a drug store 
item, he said, magazines are more 
impressive to the druggist. It is 
the medium with which he is most 
familiar because he sells it. Also, 
Mr. Breck added, salesmen coming 
in at the end of a month would 
be able to point—literally—to cur- 
rent advertising in the course of 
their sales solicitations. 

Finally, “there is a good, sub- 
stantial circulation of these mag- 
azines in beauty shops and a good 


or are 
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CRESMER & WOODWARD, INC. 


al Representatives Including Sunday Magaz 


PASTEL SALESGIRL—Since 1945, John 
H. Breck Inc., Springfield, Mass., has used 
pastel originals in its magazine ads and, 
although many agency men hove dis- 
poraged the approach, sales have risen 
500% in seven years. Charles Sheldon 
Advertising handles the account. 


readership when the customer is 


under the drier,” Mr. Breck ex- 
plained. 
Armed with these assurances, 


Breck began running color pages 
in Harper’s Bazaar and Ladies’ 
| 
| practically two-thirds of the page 
| devoted to the portrait, he said. 

| For three years the company 
| scheduled ads in the two publica- 
tions in alternate months and, by 
1949, national distribution in drug 
and department stores 
achieved. 


® Readership studies as well as 
sales results have encouraged 
Breck to continue to expand its 
magazine promotion so that, to- 
day, it is using between six and 11 


color pages in 16 magazines to) 
albeit old-| 


exhibit its ethereal, 
fashioned, beauties. 
Mr. Breck also said that his com- 
pany uses trade publications in 
order to achieve “distribution at 
the level where Breck might be 
consumed and to influence sound 
distribution at the wholesale level 
a job we still find necessary to 
do.” 
That is evidenced, he pointed | 
out, in the expansion of Breck’s 
| trade schedule from Modern Beau- | 
ty Shop alone in 1931 to 25 trade | 
publications today. | 


Klau-Van Pietersom Elects 

Louis A. Panella, v.p. in charge 
of production of Klau-Van Pieter- | 
som-Dunlap Associates, Milwau- 


| Home Journal early in 1946, with | 


was 
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Lewyt Schedules 
$1,000,000 Budget 
for lst Six Months 


New York, Feb. 5—Lewyt Corp. 
has scheduled a $1,000,000 promo- 
tion campaign for its vacuum) 
cleaners for the first six months 
of 1952. 

The expanded program follows 
a year in which Lewyt increased | 
sales 40%. Full-page color ads} 
will be carried from March 
through June in American Home, 
Better Homes & Gardens, Good | 
Housekeeping, House Beautiful,| 
Life, McCall's, The Saturday Eve- 
ning Post, Sunset Magazine, Time 
and Woman’s Home Companion. 

Theme of every ad featuring} 
Lewyt’s “10 second demo” will| 


| 


be the slogan: “Quiet, Powerful | © 


and No Dust Bag to Empty.” 

| | 
|@ Donald B. Smith, advertising| 
and sales promotion director, an-| 
nounced that each consumer ad! 
will include an illustration of a 
salesman showing the cleaner to 
a customer, The copy stresses that 
a demonstration takes only 10 
seconds. 

The company also will use 5,000 
outdoor posters in more than 100 
major cities during a two-month 
period this spring. Trade publica- 
| tions scheduled include Appliance | 
Digest, Electrical Dealer, Elec- 
trical Merchandising, National Ap- 
pliance & Radio Dealer News, New 
England Appliance & Radio News, 
Western Appliances & Television 
and What’s New in Home Econ- 
omics. Full pages in Retailing} 
Daily also are scheduled for every 
other day throughout the spring. 

Hicks & Greist is the agency. 


Weightman Inc. Gets Ziehler 
| Bros.; Names Alber, Casey 

Ziehler Bros., Philadelphia, 
manufacturer of Weather King 
batteries, has appointed Weight- 
man Ine., Philadelphia, to direct 
its advertising, merchandising and 
publicity. 

The agency has appointed How- 
ard Alber director of creative pro- 
duction and Lawrence Casey pub- 
lic relations director. 


Ross Resigns Leschen & Sons 
Ross Advertising, St. Louis, has 
resigned from the account of A. 
Leschen & Sons Rope Co., St. Louis, 
which it has handled for seven 
years. No reason for the resigna- | 
tion was given. | 


| macher, 


| director, H. C. Bohack Co.; 


16 to Judge ABP Contest 


Sixteen executives from the dis- 
tribution and retail fields will 
judge entries in Associated Busi- 
ness Publications’ 1952 contest for 
advertising in merchandising pa- 
pers. Headed by W. E. S. Griswold 
Jr., president of W. & J. Sloane, 
the panel includes: 

A. J. Andrasick, president, Macey 
Fowler Inc.; Tulsa Lee Barker, Ham- 
Schlemmer; M. E. Buck, sales 
manager, Kings Super Markets; Sol Edel- 
man, v.p. and general manager, Sachs 
Quality Stores; J. W. Farley, merchandise 
manager, -housewares division, Kresge- 
Newark Inc.; Harry Herman, buyer, H. L 
Green Co.; N. L. Jones, merchandise 
manager, S. H. Kress & Co.; M. K. Katz, 
merchandise manager, Gimbel Bros.; R. 
Duffy Lewis, v.p. and general merchan- 
dise manager, Alexanders Department 
Stores; E. D. McDaniel, executive secre- 
tary, Associated Chain Drug Stores: 
Joseph Rosenwald, president, Affiliated 
Drug Stores; Bernard W. Smith, mer- 
chandise manager, Kirby, Block & Co.: 
’. W. Sproul, executive v.p., Clark & 
Gibby; Edgar H. Stone, coordinator and 
Paul Tilles, 
general manager and Ist v.p., Michaels 
Bros., and Ralph P. Walsh, McLennan 
Stores Co. 


Agency Adds Nueces Account 

Murray & Malone, Minneapolis 
transportation advertising agency, 
has been appointed to handle ad- 
vertising for Nueces Transporta- 
tion Co., Corpus Christi, Tex., ef- 
fective March 1. The account will 
be serviced in the agency’s San 
Antonio office. 


WCCC, Hartford, Boosts Two 

WCCC, Hartford, has promoted 
John Brubaker from news editor 
to account executive in the sales 
department, succeeding Julian 
Burg, who has resigned. Walter 
McGowan, staff announcer, suc- 
ceeds Mr. Brubaker. 


Quackenbush Named Partner 
John V. Quackenbush, who has 
been associated with the agency 


| for five years as account executive, 


has become a partner of Strauchen 


| & McKim, Cincinnati agency. 


Brains for Sale 


In Convenient Form 


For Immediate & Future Use 


INDIVIDUALIZED Newspaper Ad-Clip Service 


UNUSUAL service of bringing you brains 
of country’s leading firms (in your own 
line of business) weekly, semi-monthly or 
monthly through their ads. You may select 
types of ads; particular phases that interest 
you. We weed out mediocre, send best from 
700 leading dailies. Also furnish ads, 
IDEAS for special events, anniversaries, etc. 
Our monthly BONUS Letter full of IDEAS, 
sales helps. No long term obligation. 
10 DAY FREE EXAMINATION 


Merchandising Division 


NATIONAL RESEARCH BUREAU, INC. 


NAB. Bidg Chicago 10. 1 


| kee, has been elected to the board | — 


of directors. Spencer Hill and 
James Tate were elected v.p.s. 
Frank V. Birch, president, and 


other officers were reelected 


_ Appoints Dowd, Redfield 


| American Luggage Works Inc., 
| Providence, manufacturer of 
American Tourister luggage, has 
appointed Dowd, Redfield & John- 
stone, New York, and John C. 
Dowd Inc., Boston, as its agency. 
The Reingold Co. formerly serv- 
iced the account. 


Hancock Payne Adds Account 

Hancock Payne Advertising Or- 
ganization, Philadelphia, has been 
appointed to direct advertising for 
Front & Huntingdon Savings & 
Loan Assn., Philadelphia. 


Baer Appoints Gibraltar 

Kurt A. Baer Inc., New York, 
manufacturer’s representative of 
|non-ferrous metals, has appointed 
Gibraltar Advertising, New York, 


as its agency. 

| Ferragher Joins Magnecord 

| William E. Ferragher, formerly 
with Arthur Towell Inc., Milwau- 
kee, has been appointed assistant 
advertising manager of Magnecord 
Inc., Chicago. 


Increase Newspaper Price 
The Des Moines Register and the 
Des Moines Tribune, daily papers, 
have increased their carrier-de- 
| livered price from 25¢ to 30¢ per 
week. 


| ' WET PRO 


| : GENUI 


>> Every set of 


plates intended for fo 


OFS THAT ARE 


NELY WET* 


ur 


color wet edition printing is 


both flatted and final 
on modern four color 
proofing presses. 


proofed 
‘wet’ 


7) 
C HYUIOUUCHS, & Sn Lo 
Beautiful Color Work + Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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Ad Budgets to Go Up, 
McCaffrey Tells ABP 


(Continued from Page 1) 
publications might best improve 
relations with advertisers and in- 
crease their own revenues. 

William Marsteller, president of 
Marsteller, Gebhardt & Reed, Chi- 
cago agency, led off a panel dis- | 
cussion of publishing problems and 
opportunities in an expanding 
economy by criticizing publishers 
for their poor promotion and ad- 
vertising. 

He asserted that business publi- 
cations would sell more space if 
their advertising were better. He 
also pointed out that space sales- 
men for these publications do a 
poor job of approaching potential 
advertisers and their agencies. | 

Publication direct mailings have | 
been characterized by an agency | 
friend of his as “creative junk.” | 
Another had saved the mailings 
received from publications in one 
day and found that they measured 
5’ thick. 
@ The ads of these magazines, | 
which should set an example, were 
described by agencies as a “paste | 
pot and scissors job,” “10 years | 
behind the times,” “all the same,” | 
and frequently these agencies had 
said of space sales representatives 
that “they had so little to say that 
they weren't asked to come back a 
second time.” 

Mr. Marsteller made _ several 
suggestions on how publishers 
might improve their approach to 
advertisers. One of these was to 
present buyers with data on the 
market the publication covered. 
“They don’t want to analyze the 
content of the publication,” he 
said, since they deal with more 
publications than they could pos- 
sibly scrutinize with any care. The 
publications should present proof 
of readership. 

The space salesman should be 
able to present a picture of the 
readers of his publication so well 
that he “makes them live” for the 
prospective buyer, he continued. 

The representative should make 
calls with a specific plan aimed 
at the advertiser’s market. He 
should call in advance and make 
appointments with the idea of 
discussing specific problems. 


8 All advertisers and agencies 
should be approached through rou- 
tine channels, he cautioned, and 
internal politics should be avoided. 
Representatives should not try to 
reach top management immedi- 
ately. They are seldom prepared 
to talk to top management, he 
said. 

Publications should sell pro- 


price might extend before publi- 
cations felt the effects of the law 
of diminishing returns. He felt 
that point was not close at the 
present as far as “well edited” 
publications are concerned. 


s Willard Chevalier, executive v.p. 
of McGraw-Hill Publishing Co., 
complimented the afternoon ses- 
sion of speakers by taking up the 
problem of selling the editorial 
value of a magazine. In this re- 
spect, he said, publications have 
the advantage over other media, 
because they have audited circula- 
tion figures to point to. Business 
publications, he pointed out, could 
guarantee am audience that was 


active in its approach to the pre- | 


sented content, as contrasted with 
the passive audiences other media 
offered. 

He said that frequently competi- 
tors of publications tried to under- 
mine the value of circulation fig- 
ures by saying, “Yes, it sells. But 
no one reads it.” If this were true, 


| 


he said, then publishers would en-| 


joy the distincticn of selling a 
commodity consumers were will- 
ing to pay for, but didn’t use. 

The morning session of the con- 


ference was divided into two sepa- | 


rate clinics, one devoted to edi- 
torial and circulation and the other 
to advertising sales. 


s Half of the editorial clinic was 
devoted to “shop-talk” on editorial 
practices, with such problems as 
lead-files, cover makeup, string 
correspondents, and the issuing of 
a manual of the Dusenbury clinics 
being discussed. Members voted 
that the Dusenbury manual should 
be brought out and Paul Milene 
of Baker's Helper was appointed 
to head a committee which is to 
draw up recommendations on what 
form the layout and content of 
the manual should take. E. C. Ga- 
vin, editor of American Builder 
and western v.p. of the conference, 
headed the first section of the cli- 
nic. 

The second part of the clinic on 
editorial and circulation problems, 
headed by John H. Reardon, cir- 
culation consultant, dealt with the 
topic of teamwork between editors 
and circulation managers. 


® The editor and the circulation 
manager are natural allies, Mr. 
Reardon said, and the circulation 
manager, since he is interested in 


the editor invaluable assistance. 
Similarly, the editor can help the 
circulation manager along by 
keeping him informed of editorial 


grams, not pages. Advertisers 
think of their business as a whole, 
and publishers must relate their 
publications to that whole, he con- 
cluded. 


panel was Charles E. Price, man- 
ager of Keeney Publishing Co., 
who 
company’s for 


20-year survey 


American Artisan, with which the | 


publication is able to approach 
manufacturers with a complete 
picture of where their goods are 
sold, how well they sell and how 
they might best advertise to reach 
their market. 


® Barbara Crighton, business man- 
ager of Automotive News, de- 
clared that, as in any business, a 
publication’s sales staff should be 
built around the product it has 
to offer, which is the sales oppor- 
tunities the publication opens to 
advertisers by the attention it gets 
from subscribers. 

Ernest Gauley, v.p. of MacLean 
Publishing Co., concluded the pan- 
el with a discussion of how far 
increases in advertising rates and 


detailed the results of the| 


plans for the future and changes 
| of policy which might change the 
structure or the kind of readership 
the publication reaches. 


| fited from 


all phases of the business, can offer | 


| 


| 


| The other panel members con- | a sageeagplnies rans 
Following Mr. Marsteller on the| curred with Mr. Reardon. Robert | ° desired to use as selling points. 


| Hill, circulation manager of 


| Baker’s Helper, discussed reader- | 


ship turnover, and gave examples 
from experiences in his own pub- 


scribers who had failed to renew 


lication of how this problem might | 
be handled. In a survey of sub-| 


their subscriptions, the magazine | 


found out that 30% could be sold 
again by personal solicitation, 34% 
said they had no time to read, 24% 
had gone out of business (a situ- 
ation more germane to the baking 
industry than to others, he pointed 
out), 14% said they subscribed to 
another magazine, and 8% 
clared they did not like the’ publi- 


de- | 


cation. The remainder gave mis- | 


cellaneous reasons, such as mili- 


tary service, that they read the) 


company copy, etc. 


s The joint task of editor and cir- 
culation manager, he said, was to 


convince the reader that he bene-' 


... eC Mahon fie... 


YES! TODAY ot Meher Bros.—you're 
invited to see the new 'S2 Ford. . . the ONE com- 
pletely new '52 car in the low-price field . . 

the greatest of them all! It out-performs them - 
all—out-rides them alh—out-sizes them ail 
—out-velues them all! And when you come in— 
register for your Ford Times Cook Book, 
246-page collection of favorite 

recipes of famous eating places over the * 

nation. At book stores, $/.50—register et 

Maher Bros. for your FREE copy! 


OPEN TODAY 
and SATURDAY 
EVENINGS 

until 9 P.M. 


-and register for your 
FORD TIMES 


TAKES RETAIL RATE—This recent Maher Bros. ad in Dallas is considered an example 
of “dealer tie-in” copy under the Dallas newspapers’ new plan. 


subscribing, both by 
keeping his attention through the 
editorial content of the publication 
and by the circulation manager's 
promotions through the mail to 
keep him aware of the benefits 
derived from the content. 

Thornell Barnes, circuiation 
manager of American Lumberman 
& Building Products Merchandiser, 
enumerated the tools available to 
the editor from the circulation 
manager. 

Among these were a breakdown 
of circulation figures, which would 
give him a picture of the type of 
readers, the fields reached by the 
publication, and the geographic 
coverage. 

He cautioned that often publi- 
cations tend to slip into the habit 
of giving predominant coverage to 
the area in which they are head- 
quartered, to the detriment of na- 
tional circulation. 


@ The concurrent clinic was on 
currents in advertising sales, which 
Carl A. Zehner, of Simmons- 
Boardman Publishing Co., headed. 

Leo Williams, advertising direc- 
tor of Retailing Daily, told mem- 
bers of the clinic that idea selling 
will pay off better in 1952 than 
ever before. He backed up this 
statement with the assertion that 
business publication sales repre- 
sentatives should get to know the 
advertiser’s sales representatives 
so that they might get leads on 
what the advertisers were planning 


In a panel discussion which fol- 
lowed Mr. Williams’ talk, Carl Mc- 
Wade, advertising manager of 
Skilsaw Inc., stated that if space 
salesmen are to be helpful they 
must do more than tell the story 


of their publication. They must 
sell the advertiser a positive adver- 
tising program. 
® Business publications, he said, 
are far behind newspapers 
consumer magazines in getting uni- 
form practices in such things as 
acknowledgement and bleeds. 
ABP, he added, has found 65 ways 
in which publications describe 
bleeds. 

A. H. Fensholt, president of 
Fensholt Co., Chicago agency, dis- 


|cussed the value to advertisers of | 
|surveys by business publications. | 
| He said that advertisers felt reluc- | 
}tant to spend money on surveys | 


since they felt they already knew 
all they wished to know 
their field. 

Frank Wenter, advertising direc- 
tor of Baker’s Helper, concluded 
the panel discussion with a con- 
sideration of the easel type of 
sales presentation. 

He found four things wrong with 
this type of presentation: (1) It is 
not tailored to the specific needs 
of the advertiser, (2) there is no 
chance to adapt it to the customer’s 
reactions, (3) it is physically diffi- 
cult for the sales representative to 
handle, and (4) it penalizes the 
sales representative’s personality. 

However, he said that the meth- 
od had-the advantage of allowing 
the representative to follow 
through on the development of an 
idea without undue sidetracking 
by the buyer. 


ALBERTUS M. ADAMS 

New York, Feb. 8—Albertus M 
Adams, 73, former editor and pub- 
lisher of National Hotel Review 
until he retired in 1940, died yes- 


terday in Plainfield, N. J. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Jan. 12, 1952 


All figures copyright by A. C. Nielsen Co. 


and | 


about | 


Dallas Dailies 
Raise Ad Rates 
on Auto Copy 


(Continued from Page 1) 
particular car is played up, will be 


at the general rate. “Establish- 
meni” copy, meaning copy in 
| which the dealer says, in effect, 


| 


Buy such-and-such car from me 
rather than my competitor,” will 
be regarded as retail advertising 


® Following is the new rate policy, 

|applying both in the News and 
Times Herald, being announced to 
Dallas car dealers this week: 

All automobile 
placed by the manufacturer, 
or his advertising agent, 
general rate 

All automobile advertising, placed over 
a multiple signature or referring to multi- 


display advertising 
distributor, 


will take the 


ple location dealerships, will take the 
general rate 

All automobile advertising, which, by 
intent, illustration and or copy is pri- 


marily designed to sell one make of auto- 
mobile in competition with other auto- 
mobiles, will take the general rate 
Automobile dealer display advertising, 
| placed over the signature of a single 
| dealer having a single location outlet, 
will be charged at the retail display rate 
| earned 
Dealer advertising is that advertising 
| which, by intent, illustration and/or copy 
intends to establish the advantages of 
| doing business with the dealer over whose 
| Signature the advertising appears 
| Dealer tie-in ads take retail rates 
Applying the new formula 
| Sears’ Allstate merchandising, 
is apparent that the copy “is p 
|;marily designed to sell one ma 
1 


of automobile in competition w 
; other automobiles”—hence — 
the general rate. 4 
|@ Interest in the Dallas situati 
| arises from the fact that since ea 
{ly in World War II the Dall 
newspapers have developed a co 
| Spicuously heavy volume of loc 
dealer advertising, in addition 
general automotive, under a poli 
of encouraging the dealers to b 
come “merchants,” using retai 
priced space in the dailies. : 
Established practice in near 
} all major cities is to charge aut 
| motive, whether dealer or man 
| facturer placed, at a national ra 
| or a flat “automotive” rate. Vari 
tions occur in some markets, b 
Dallas is believed to have be 
the only large city where, un 
now, dealers could place any kin 
of automotive copy—including na- 
tional copy—at local rates. 


® Behind the Dallas situation, as 
outlined by one Dallas newspaper 
advertising executive, is this think- 
ing: “Detroit automobile manu- 
facturers created local competition 
when they switched, some years 
ago, from exclusive franchises ta 
multiple dealerships in cities. The 
manufacturers created the com- 
petition, and we believe the com- 
petition should have the oppor- 
tunity to compete in our paper 
Otherwise, we're giving up our 
birthright.” 

As an example of the job dene 
in Dallas in this field is the fact 
that the Dallas News, in the first 
11 months of 1951, ranked fifth in 
the country in the morning field 
in automotive linage weekdays, 
and eighth Sundays (928,063 lines 
daily, 369,912 lines Sundays). Lin- 
age figures for the Times Herald 
| in the afternoon field are, for the 
li-month period, 1,342,983 week- 
days, 300,733 Sundays. 


in — oe | Prowam Ponuiaitye “Rall | JOEL W. STOVALL 
ai rogram r larity ating J 
1 = Red Skelton (NBC, P&G) ...... 7,745 | Rank rogram (%) : = 
2 ‘Texaco Star Theater (NBC) 7,362 : A States es. gee) saad 55.4 CINCINNATI, Feb. 7—Joel W 
ther reys s " + 
: Desete Piymenth) se .. 7,038 Lever-Lipton) Sicbate ‘ 49.7| Stovall, 48, sales manager of 
4 Colgate Comedy Hour Le 6, ; ms pw pag I Qe req WKRC, died yesterday. 
fi nds ( ’ ove Lucy > ilip Morris 48.9 | ¥ rie . = 

5 om a, Frie oe 5 Arthur Godfrey & Friends (CBS. Mr Stovall came here eight 
6 I Lucy (CBS, Philip Morris) ..6,.724 ‘ ba : aay ain <3 years ago as program director of 
7 ns Vaan (NBC, 6617 7? Your Show of Shows (NBC, WKRC, from KMOX, St. Louis, 
& Your Show of Shows (NBC. Par- Particip.) eee 47.9' where he had been a musician and 

A ’ 8 You Bet Your Life (NBC. - po ‘ . 

ticip.) ... 2.20. a ererrr 6,588 DeSoto-Plymouth) .... 474, musical arranger. Later he be- 
9 Fireside Theater (NBC, P&G) 6,564 Your Show of Shows (NBC, came promotion director of the 
10 Rose Bow! Football Game (NBC, Reynolds Tobacco) ...... . 464 Times-S $43 - : 

WEED: earackiti.djamsasssaees 6,076 10 Fireside Theater (NBC, P&G) ‘144.6. Times-Star station, and in 1950 


*Per cent of homes reached in areas where program was televised. 


was named sales manager. 
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This Week in Washington... 


Is Paramount Tube Key to Color TV? 


By STANLEY COHEN 
Washington Editor 


WasHInGcTON, Feb. 7—Is Para- 
mount’s Lawrence tri-color tube 
the key to color television? 

It may be. 

During Federal Communications 
Commission hearings Monday, 
Paramount President Barney Bala- 
ban announced that Lawrence 
tubes are considered perfected and 
have already gone into production 

Later this week, Paramount's 
top brass told Mobilization Chief 
Charles E. Wilson their tube uses 
little strategic material, They con- 
tend they should be permitted to 
go ahead with color sets 

Another development this week 
indicated there is something more 
than mere puffery to all this 

Heretofore, CBS had ignored 
Paramount's color adventure, 
staking the future of its color sys- 
tetn on its color disc and its own 
research with tri-color tubes. 

But late this week CBS was re- 
ported ready to rent, loan or sell 
color cameras to Paramount. This 
might be the forerunner of signi- 
ficant events. 

+ 


The mere job of preparing FCC's 
decision lifting the TV freeze is a 
assignment. To pre- 

vent “unfreeze” from becoming in- 
t volved in endless litigation, FCC 
> staff members are taking meticu- 
) lous care. 

To stand up in court, FCC's rul- 


monumental 
jing must deal with every tissue 
raised by = who partic ipated 
in the freeze “hearing.” There were 
more thon 1,400 issues raised 
SWhen it comes down—probably 
fi ate this month—FCC’s final deci- 
sion will take up each of the 1,400 
oe issues separately, and rule on each 
i 


Chairman Coy’s latest “qguessti- 
Smate” on the unfreeze timetable 
Psuggests that processing of new 


Sstation applications will be under 


EXTRA 


Photos in advertising out-pull 
line of wosh drowings by 
aimost 50% Adv. Research 
Fdn. survey proves. Write 
for Proofbook 1-A of copy- 
stimulating photos available 
SINGLY or money-saving sub- 
scription pian 
~ EYE*CATCHERS, Inc. 

Mme 207 E. 37th S1., M. Y. City 16 


way some time between May 1 and 
June 1. He says FCC will allow 
60 to 90 days after the freeze is 
lifted for applicants to bring re- 
quests up to date. After that, the 
deluge 


The House post office committee 
has started to work on legislation 
removing the 10% surtax on 
postcards sold in quantities of 50 
or more. With about half the com- 
mittee sponsoring repeal legisla- 
tion, there’s little doubt the re- 
pealer will sail easily through the 
House, 

Rep. Harold Hagen (R., Minn.), 
who sold his fellow committee 
members on the surtax idea, has 
his own remedy. 
introduced legislation to redeem 
his boner by rolling postcard prices 
back to 1¢. This Hagen bill (H.R. 
6396) also contains a joker. While 
it returns the postcard to l¢, it 


says postcards shall not sell for} 


less than the cost of producing 
them. That means the rate could 
be something more than l¢, de- 
pending on whose cost accounting 
you use, 

7 e . 

| The House armed _ services 
watchdog” committee is annoyed 
at West Point Alumni Founda- 
tion for suggesting to advertisers 
that its “register of graduates” is 
a particularly effective medium 
for reaching key military procure- 
ment officers who have millions 
to spend. 

The “foundation” is non-offi- 
cial, and is headed by Brig. Gen. 
C. L. Fenton, retired. Its “register” 
is put out by a private publisher 


under a profit splitting arrange- 
ment. 

The sales letter said: 

It would be advantageous to you to 


keep your name and business before the 
group which represents such a valued 
purchasing power. This can be done in 
no better way than through adver- 
tisement in our register of graduates, a 
publication which refer- 
ence book for thousands of officers of all 
ranks. In this you can get a package 
deal to the top men in the Air Force, the 
Ordnance, Quartermaster Corps, Chem- 
ical Corps, Signal Corps and all the com- 
bat arms as well.” 

The committee said the letter 
was “offensive” in its “subtle and 
veiled suggestions.” It added that 
it intends to introduce legislation 


an 


is a constant 


Here is a fact about TODAY'S HEALTH 
we think you will judge as important: 


IN 1951 READER'S DIGEST REPRINTED SEVEN 
FEATURE ARTICLES FROM TODAY'S HEALTH 


Printed in 11 languages, distributed in 58 countries 

and selling over 15% million copies each month is 
primatacie evidence of the high esteem in which TODAY'S 
HEALTH is regarded by editors and readers alike. 

And TODAY'S HEALTH readers know that advertising in 
publications of the A.M.A. is subject to review before 
acceptance and publication. 

Confidence is the strongest of all selling impulses. 


Write, wire or phone for 
HEATH. Do it today. 


American 


all the facts about TODAY'S 


rodays health 


Medical Association 

. Dearborn Street 
Phone: W Hiteball 4-1500 
Chicago 10, Ulinois 


On Tuesday he| 


ee ee ds 


Advertising Age, February 11, 


HARMONY REIGNS—Everybody seems pleased as the Scandinavian Airlines System 


signs to air a 55-minute weekly program 


over the recently organized Good Music 


Broadcasters’ group of 11 stations, starting early in February. Left to right are: 
Hans Dedekam, executive assistant to the president of Scandinavian Airlines Sys- 


tem; Richard Andrews of American Scandinovian Foundation; 
manager of the airline; Raymond S. Green of WFLN, Philadelphia, 
Good Music Broadcasters, and Norman S. McGee of WQXR, New York. 


Robert Cornish, ad 
representing 


to prevent the use of the names 
| “West Point” and “Annapolis” in 
| such ventures. 
. . e 

Under prodding of Civil Aero- 
|nautics Board’s recent “tourist 
rate” decision, scheduled airlines 
are giving non-scheds stiffer com- 
petition. Scheduled lines are al- 
ready offering $99 transcontinental 
| tourist service, and will soon be 


matching non-scheds on New 
York-to-Miami runs. 
CAB people feel airlines— 


carrying capacity loads—are still 
slow in setting up low-price runs. 
As additional planes become avail- 
able in the coming months, how- 
ever, CAB believes airlines will 
move aggressively ahead with the 
board's order to make air travela 
“mass medium.’ 


| (Continued from Page 3) 


| tions and controls of production,” 
| he said. “Control of crops, money, 
| Wages, profits, prices, rents and 
;even our future security are all 
too vivid in your minds to need 
more than a mention. Confusion 
and frustrations are compounded 
by our failure to recognize the 
condition as ‘under-consumption.’ 


@ “When we are told that we have 
only scarcity to divide, we devel- 
op a sense of insecurity and turn to 
the pressure techniques of the| 
mass, the social group, the gang, | 
the government, to help us keep! 
our share of the economic rewards 
we have assumed to be scarce. 
“In our new-found fears, we} 
meekly accept socialization and are | 
lulled into obedience to controls! 
by a dole of social benefits and 
welfare programs financed by in-| 
creased tax burdens upon the econ- | 
omy. 
“If the condition is recognized, | 
on the other hand, as ‘under-con- | 
sumption,’ we become adherents of | 
the marketing philosophy of the 
ever-growing economic pie from 
| which all segments (labor, govern- 
fae etc.) can receive an ever- 
| 
! 


larger share of purchasing power. 


ja “The cycle of discovery and 
| stimulation of latent demand 
through marketing, with resulting 
employment and more purchasing 
power to implement still greater 
| demand, is the key to this larger 
| economic pie. Herein lies the long- 
| term view of the future of market- 
| ing. The discovery and stimulation 
lof the almost limitless latent de- 
| mand of the consumer is its con- 
ltribution to the future age of 
| plenty. 

“Recognition of this contribution 
is apparent now in the new leader- 
jship of American business. More | 
land more, top management execu-| 
ltives are being selected from the| 

ranks of marketing executives. The 

opportunity-seeking salesman of 
| today, with initiative and imagina- 
tion, is likely to be the company} 
president of tomorrow.” 

Prof. Drury declared that gov- 
ernment controls via a growing 
number of taxes on business oper- 
ations were being met by greater 
market selectivity. 


Improved Marketing Being Slowed 
By ‘Drag of Old Ideas,’ Says Drury 


| back the age of plenty with con- 


| agreements—all 


‘RI 


“In the ’20s, emphasis was on 
volume, now it is upon profitable 
volume. Of five dealers in a town, 
one might have the bulk of the 
business while the others are com- 
peting for what remains. In such 
a situation, unless the first dealer 
can be obtained as your outlet, the 
business from the others might not 
be economically justified. Another 
method of surmounting tax limita- 
tions is to utilize, for market stim- 
ulation, all of the earnings allowed 
by law for such purposes.” 


8 The educator declared that busi- 
ness men, as well as labor and 
government, have been holding 


trols. 

“Chain store taxes, a host of so- 
called fair trade acts and unfair 
practices acts, controls over trans- 
portation, controls over door-to- 
door selling, price and marketing 
have stemmed 
from one group in business at- 
tempting to gain an advantage over 


another. Again, the old ideas of 
scarcity. 
“Price maintenance, for exam- 


ple, is urged as a means of stopping 
a competitor from stimulating de- 
mand by offering a product below 
the price the manufacturer thinks 
the consumer should pay. 

“There are still those who do not 
realize that the right price, in an 
age of plenty, is the one that moves 
the product on to the consumer and 


1952 


Five Stations Will 
Carry TV Version 
of ‘Esso Reporter’ 


New York, Feb. 7—“Your Es- 
so Reporter,” one of radio’s oldest 
and most successful news pro- 
grams, is going to have a try at 
television. 

Starting next month, the news- 
cast will be televised in five ma- 
jor markets. There will, however, 
be no de-emphasis on AM, with 
Esso Standard Oil Co. continuing 
to carry the “Reporter” over 53 
stations. Bought on a spot basis, 
this series has been a mainstay of 
Esso’s advertising for more than 
16 years (AA, Dec. 10). 

The pattern set by radio, where 
the shows are produced locally 
{with the content designed to be 
of community interest as well as 
jnational import, will be followed 
in TV. The video version will be 
15-minute programs slotted during 
the dinner hour. 


s On the station list, 
by Marschalk & Pratt, are WPIX, 
New York, six days a week; 
WBAL-TV, Baltimore, five days 
a week; WTOP-TV, Washington, 
five days a week; WTVR, Rich- 
mond, four days a week, and 
WDSU-TV, New Orleans, three 
days a week. 

During the summer of 1951 as 
a vacation replacement for Alan 
Young (CBS-TV), Esso used a 
30-minute news telecast, entitled 
“Esso Reporter.” This, however, 
was a film show; as such it pointed 
up the highlights of the news in- 
stead of dwelling on headline 
events of the moment as will the 
upcoming TV “Reporter.” 

If Esso’s favorite broadcast for- 
mula proves to be adaptable to 
video, it is likely that other mar- 
kets will be added to the present 
station list. 

How much of a spread the news 
show gets on TV may affect the 
rest of the company’s video plans 
as well. Esso has presented Alan 
Young’s telecast for two years, but 
is not committed to the show past 
the present season. 


as set up 


FTC Says Cauger 
Movie Contracts 
Are Monopolistic 


WasHINGTON, Feb. 7—The Fed- 
eral Trade Commission today 
charged that A. V. Cauger Serv- 
ices Inc., Independence, Mo., is 
maintaining unlawful exclusive 
screening agreements monopoliz- 
ing the distribution of advertising 
films to a large number of thea- 
ters throughout the country. 

The FTC did not indicate the 
scope of the company’s operations, 
but its complaint said Cauger “is 
one of the nation’s largest distrib- 
utors of advertising films.” 

The agreements challenged by 
the commission give Cauger the 
exclusive privilege to exhibit its 
advertising films for a period of 
two years. The FTC said adver- 


not the price the manufacturer or | 
some dealers might want. 

“The argument that some price- 
cutting dealers limit sales to ‘one | 
to a customer’ or are ‘out of stock’ 
when a customer enters the store 
is sound, but this is another con- | 
trol. The solution is to eliminate 
both controls, not try to control 
one control by another.” 


FC&B Appoints Weigert 

Charles J. Weigert, formerly 
with Benton & Bowles, New York, 
has been appointed space buyer in 
the media department of Foote, 
Cone & Belding, New York. 


Appoints Robert Kempton 
Robert M. Kempton has been 
appointed manager of the consum- 
er products division of Atlantic 
Tubing & Rubber Co., Cranston, 


tisers are compelled to distribute 
through Cauger in certain mar- 
kets, or to forego the medium. 

In November, 1950, the FTC or- 
dered four other distributors of 


| film advertising to discontinue ex- 


clusive screening agreements, 
which were similar to those in- 
volved in the Cauger complaint. 


|The orders in these cases prohibit 


distributors from entering into 
such agreement with theaters if 
they extend over a period exceed- 
ing one year. 


PR Men Elect McCammond 

Donald B. McCammond, eastern 
regional director of public rela- 
tions of Monsanto Chemical Co., 
with headquarters in Everett, 
Mass., has been elected president 
of the New England chapter of 
the Public Relations Society of 
America. 
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Want to drive your sales message deeper into the vital Washington market? Pick the dominant Star 
for your dominant schedule. The importance of a newspaper is often measured by the annual lineage it carries. Only 
four papers in the nation surpassed The Star’s 1951 total of 40,042,712 lines. The margin of preference 
over the second Washington paper was 15,582,000, This impressive evaluation by advertisers of a newspaper’s 
effectiveness is forceful proof of high quality circulation, thorough news coverage, and trusted editorial policy. 


Get greater penetfating power in Washington, D. C. Place your dominant schedule in the dominant Star. 


2 : 1852 A Century of Leadership 1952 ; 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
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‘Chicago Tribune,’ ‘Montreal Star’ and 
‘NY Sunday Times’ Led in ‘51 Ad Linage 


New York, Feb. 5—The Chicago Herald Tribune climbed from 
Tribune, the Montreal Star and the fourth to third with 3,039,598 
New York Sunday Times led the lines, displacing the Cleveland 
morning, evening and Sunday Plain Dealer, which dropped a 
categories, respectively, in general notch to fourth, with 2,896,982 
idvertising linage for 1951, Media lines in 1951 
Records’ annual “First Fifty” re- In total Sunday advertising, the 
port revealed this week. (For total New York Times stayed in first 


advertising, six and seven-day pa- place with 20,745,882 lines, a slight 


pers, see below and AA, Jan. 28.) gain over 1950. The Chicago Tri- 
Although maintaining its posi- bune was second with 16,453,699 
tion as morning leader in the gen- lines, an 829,709 gain over 1950; 
eral classification, the Tribune the Cleveland Plain Dealer was 
slipped some 380,000 lines from third with 14,872,330, a 315,399- 
1950, for a °51 total of 4,788,427 line loss 
lines. In second place was the New The total morning newspaper 
York Times with 4,000,886 lines, linage classification was headed 
followed by the Miami Herald in by the Chicago Tribune, piling up 
third position with 3,451,550 lines. a substantial gain of 1,458,140 
’ ’ 
Lone! in 11951: First 50’ List 
Total Advertising for Six and Seven-Day Paners 
With ranking and linage for 1951, 1950 and 1940 
1951 1950 1940 
Milwaukee Journal .. (1) 45,788,940 (1) 44,649,859 (6) 19,665.000 
Chicago Tribune (2) 45,466,900 (2) 43,179,051 (3) 20,768,000 
Los Angeles Times (3) 42,256,545 (3) 39.831.792 (9) 17,110,000 
New York Times (4) 41,223,199 (4) 39,574,371 (2) 21,195,000 
Washington Star (5) 40,042,712 (5) 38,854,833 (1) 23,804,000 
Miami Herald (6) 38,081,593 (8) 36,249,618 (20) 14,384,838 
Baltimore Sun (7) 37,377,338 (7) 36,292,120 (5) 19,926,000 
Detroit News (8) 37,088,364 (6) 36,962,387 (4) 20,285.000 
Philadelphia Inquirer (9) 36.894.060 (9) 36,019,931 (10) 16,369,000 
Houston Chronicle (10) 36,671,355 (10) 35,945,448 * 14,697,306 
"Exact ranking not available 
The Philadelphia sine: ( third in | lines, for a °51 total of 29.013,201 


1950, slipped to fourth place with In second place was the Los Ange- 


the 
yr Hoffman currently has distribu- 
CENTRAL PRESS, INC.) | tion 


Publishers - Printers - Lithographers 
ESTABLIGHED 1930 
Direct Maii - Catalogs - Publications 


ene or more colors 


714 S. Adams St., 


Two to Paterson & Simonson 


Marshall Frantz, illustrator, have} 
| joined Paterson & Simonson, Los 


Marion, Indiana : 
‘Angeles advertising art service. 


North Carolina 


RALEIGH, 


$25 MILLION GAIN in Retail Sales, 1950 over 1948* 
1st in North Carolina 
3rd in America 
in percentage of increase* 


1948 Retail Sales 
$104 Million* 


1950 Retail Sales 
$129 Million* 
* (SM, 9 1 51) 


Raleigh is the BIG Wholesale and Re 
tail Trade Center of the 33 County 
Golden Belt of the South . 
mendously prosperous area that ac 
counts for practically ONE THIRD of 
North Carolina's trade activity 


The Kahigh—— - or 


a tre 


—_- 


Sell this big market the sure way, the 


( tested way, with the Golden Belt’s ONLY 
News and | (iaicnes lend catia 
114,670 
Observer 447 
moTnoay —— 


(Publisher's Statement to ABC, 9/30/51) 
Rep: The Branham Company 


RALEIGH, N. C. 


3.299.800 lines. les Times with 28,252,201 lines 
Behind the Montreal Star, lead- The Miami Herald was third with 
ing in the evening general classi- 28,010,103 lines 
fication with 4,021,918 lines, was Among evening newspapers, the 
the Toronto Star with 3,988,480 Milwaukee Journal led with 31.- 
lines. The Chicago Daily News, in 537,476 lines, the Washington Star 
third place, led all U.S. evening was second with 29,199,991, and the 
apers, as it did in 1950, with Cleveland Press was third with 
3.807,509 lines last year. La Presse, | 26,782,873 lines. The Detroit News, 
MMontreal, in first place in 1950,| third in 1950, dropped to fifth spot 
dropped to fourth in °51 with 3,-| with 26,404,657 lines, behind the 
635,815 lines Toronto Star, which carried 26,-| 
4 | 507,737 lines 
™ The New York Sunday Times} 
Fetained its top spot in Sunday| Hoffman Appoints Wolcott 
Meneral linage with 4,928,085 lines Hoffman Radio Corp.. Los An- 
Mor 1951. In second place again geles, has appointed Wolcott &| 
fast year was the Chicago Tribune, Associates to handle its public re- 
Gv ith 3,089,526 lines. The New York | |ations and publicity. A national | 
L | publicity Campaign is planned in 


| 


TV Transmitters 
by the Hundreds 
Ready for ‘Thaw’ 


(Continued from Page 1) 


facturers and 154 in the building | 


process. 

The problem of construction ma- 
terials can be taken care of by 
using existing buildings, the com- 
mittee suggested. 

As a “realistic schedule,” the 
committee sees the FCC issuing 
permits for 140 new television sta- 
tions by the end of 1952 and 190 
more by the end of 1953. It esti- 
mates that half of these will be in 
the present VHF band, the re- 
mainder in the UHF frequencies. 
® Other predictions: 22 VHF sta- 
tions, no UHF stations, will go on 
the air this year. Next year 17] 
additional stations—64 of them 
UHF—will be added. 

The committee, which 
three months on this study, 
a detailed report on the amount 
of materials, including carbon 
steel, alloy steel, stainless steel, 
copper and brass products and 


spent 


aluminum necessary for the con-| 


struction of transmitters, studio 
equipment and antennas 
antenna towers is a critical item, 
but amounts required can be cut 
by placing antennas atop existing 
buildings, it was suggested. 


8 Principal development on the 
color TV front was the announce- 
ment by the National Television 
System Committee that field tests 
of the composite system of color- 
casting will be held in three cities 
within a few weeks. The test gets 
under way, with Philco Corp 
handling the details, in Philadel- 
phia on Feb. 12. The FCC has been 
invited to an official demonstra- 
tion on Feb. 16 

On Feb. 25 tests will start in 
New York, with Radio Corp. of 
America, Allen B. DuMont Lab- 
oratories and Hazeltine Electron- 
ics Corp. cooperating. A few weeks 


21 metropolitan areas where] jater there will be tests conducted 


by General Electric in Syracuse. 
The committee, which has been 

| working on a set of standards for 

jthe advertising and sale of TV 


Fridolf Johnson, designer, and) sets, reported that it will be ready 


|} to make recommendations to the 


| Feder al Trade Commission in the 


: | 
| 


| ant. 


| accounts, 


| 
| 
| 
| 


near future. 


| Hoyt Co. Gets O-Syl Account 


Lehn & Fink Products Corp., 
New York, has appointed Charles 
W. Hoyt Co., New York, to handle 
the advertising of O-Sy1 disinfect- 
McCann-Erickson, which has 
the Hinds Honey & Almond Crean 
and the Etiquet deodorant cream 
is listed as the previous 
agency. 


made | 


Steel for | 


February 11, 1952 


Age, 


Advertising 


Highlights of the Week’s News 


Young Mr. Parkinson tried for years to get the Equitable insurance 
account, or one like it, he explains. The young agency head tells a 
lot—with some details unfortunately missing—about winning and 
losing the client 

Possibly because of Sears’ Allstate car introduction, Dallas newspapers 
have changed their rates on automotive advertising so that fewer 
dealer ads will henceforth take the local retail rate 

Louis Melamed has decided to dissolve the Melamed-Hobbs agency, 
which has offices in Minneapolis, St. Paul and Chicago. Ruthrauff 
& Ryan has purchased the Minneapolis and Chicago offices of 
Melamed-Hobbs, and agency personnel are expected to purchase 
ete Se, Se MD oo ka pktbeds-aneneeunndnbbae pea cetuen 

Tired of hearing admen referred to as hucksters? So is Prof. James 
Drury of New York University, who condemns antiquated economic 
theories and suggests a virile approach to marketing in a sparkling 
speech reported on 

An AA reader accuses ADVERTISING AGE of handling the Duane Jones 
controversy in a “conspicuously prejudiced manner” in the Voice 
of the Advertiser columns on Page 46. AA once again outlines its 
policy for handling advertising news on the editorial page, to which 
all AA prejudices and opinions are confined 

A Spokane hardware store decided to purchase a one-minute radio 
spot daily more than a year ago. In that year, the business has 
doubled—and at a cost of $32 per week. Details on 

A Federal Trade Commission hearing examiner’s report may presage 
a ban on Philip Morris’ ads based on claims that the cigaret is less 
irritating than other cigarets 

| American industry plans to spend more than $21 billion on new plants 

| and equipment in 1952, according to McGraw-Hill’s fifth annual 
survey. The total expenditure is expected to be up 15% over the 
comparatle budget in 1951 
|The number of food stores selling drugs has doubled in the past ten 
years, according to a Progressive Grocer study. About 85% of the 
nation’s supermarkets now handle health and beauty aids .. .Page 50 

Small pharmaceutical manufacturers now can retain a nationwide 
drug detailing organization at a saving of “two-thirds of ordinary 
detailing costs.” Details on Page 59 

According to a survey by Tension Envelope Co., advertisers do a poor 
job of answering mail inquiries for additional information. Results 
may surprise, annoy users of printed media 

AA took a quick look at 1952 bra styles during Corset Market Week 
and found such items as “figure blossomers,” “plus bras” and “atom- 
ic girdles.” Details on . 

All advertisers that spent $10,000 or more in 1951 in the 39 farm papers 
measured by Farm Publication Reports are listed according to size 
of the total expenditure on Page 82 


REGULAR FEATURES 


Advertising Market Place 56 Information for Advertisers . 56 
Along Media Path .......... 60 Mail Order Clinic .......... 71 
Business Paper Linage 64 I nw ec cakes ec Si, 77 
Coming Conventions 48 Photographic Review . 66 
Creative Man’s Corner .70 Production Tips ...... 71 
Department Store Sales _..... 18 er 12 
Editorials er 12 Salesense in Advertising ....70 
Employe Communications nee This Week in Washington ....7 
Eye and Ear Department 70 Voice of the Advertiser ...... 46 
Getting Personal 16 What They're Saying ........ 12 


the supervision of Tom Harker, v.p. 
and national sales director. 

The 11 radio and video stations 
owned and operated by Fort In- 


Fort Industry Forms New 
Ad Unit Under Schofield 


Fort Industry Co. has set up an 


over-all, company-wide sales pro- dustry will continue to maintain 
motion, advertising and research their advertising promotion de- 
department, Lee B. Wailes, ex- partments, Mr. Wailes explained, 
ecutive v.p., has announced. Ar- adding: “We believe the time for 


thur C. Schofield, formerly direc- 
tor of promotion and research for 
the Paul H. Raymer Co., has been 


aggressive sales promotion has ar- 
rived. The new department will 
not replace, but instead strengthen 


named to head these promotional and supplement the promotion 
activities. He will work out of the activities of the individual sta- 
New York office, which is under tions.” 


RESULTS ARE BEST WHEN 


wet 


THERE’S STABILITY 


Tests best when the market is stable. That’s South 
Bend. Among America’s 200 leading cities, South Bend 
ranks 92nd in population, 77th in total sales, 90th in total 
income*, What firmer ground for reliable tests, profitable 
2-million 


are 


selling? One newspaper saturates this market of ! 
people. Write for free, new market data book. 


“Survey of Buying Power” 


*Sales Management's 1951 


The South Bend, Ind. Morket: 
7 Counties, 1/2 Million People 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 
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Advertising Age, February 11, 


Media List Told for 
$550,000 Campaign 
for Recruitment 


WaAsHINGTON, Feb. 7—The De- 
fense Department has completed 
arrangements for its $550,000 
spring campaign to boost enlist- 
ments of WACs, nurses and Air 
Force personnel. Of the total 
amount, $313,610.87 will be in- 
vested in advertising media 
through Grant Advertising. 

The media scheduled: 

The American Weekly, Parade 
and This Week Magazine, $108,- 
835.40 for three 3/5-page b&w ads, 
to recruit WACs and aviation 
cadets. 

Daily newspapers: $18,092.71 for 
500-line ads one time in 55 papers 
to recruit WACs; $20,610 for two 
300-line ads in 25 cities to recruit 
nurses. 

Radio: $95,000 for a spot cam- 
paign to include 52 spots on the ap- 
proximately 500 Keystone Broad- 
casting Co. stations ($2,000 for 
cutting records), and on 13 50,000- 
watt stations, for WAFFs, WACs, 
nurses and air cadets. 


® College newspapers: $44,163.76 
for four 399-line ads in 318 papers, 
for WAFFs and skilled Air Force 
specialists, and in 71 papers for 
WACs and 27 for nurses and wo- 
men specialists. 

Special publications to 
nurses and women medical spe- 
cialists: $6,752 for four ads in 
American Journal of Nursing, 
Journal of the American Dietetic 
Assn., Nursing World, Physical 
Therapy and Registered Nurse, 
and three ads in American Journal 
of Occupational Therapy. 

“Target” group: $15,157 for two 
b&w pages in Air Force, Air Trails, 
Flying, Mechanix Illustrated, Pop- 
ular Mechanics, Popular Science 
and Skyways, to attract special- 
ists, technicians and former serv- 
ice men for the Air Force. 


Sponsors Okay NBC’s 
Station Lineup for 
‘The Goldbergs’ 


Cuicaco, Feb. 8—Sighs of relief 
are coming from National Broad- 
casting Co. this week, now that 
“The Goldbergs” 
and station clearance problems 
have been settled (AA, Feb. 4). 

Earlier this week Ekco Products 
Co. ended its holdout. It signed 
for the full inter-connecting net- 
work—although currently only 14 
live stations are available for the 
Wednesday show—and started 


making plans for using some 
kinescope stations. 

Necchi Sewing Machine Sales 
Corp. changed its mind about 


dropping the Friday segment. It 
will start sponsorship on March 
7, with the understanding that NBC 
will provide the promised number 
of stations as soon as they 
cleared. 


Vitamin Corp. of America al- 


ready had signed to sponsor the 
Monday segment of the three-a- 
week, 15-minute TV show, even 
though NBC had not cleared the 
number of stations originally 
promised. 

Harold Stone has replaced Philip 
Loeb as “Papa” in the show's cast. 
Mr. Loeb was dropped after he 
was listed in “Red Channels.” 


Starts Drive for Shoes 

A magazine campaign supported 
by cooperative newspaper ads will 
be used this spring by Stone-Tar- 
low Co., Brockton, Mass., for its 
elevator shoes. Emil Mogul Co., 
New York, handles the account. 


Appoints Gerry Stalling 
Youthcraft Creations, New York, 
manufacturer of junior girdles, 
has appointed Gerry Stalling to 
handle the company’s public re- 
lations and publicity for 1952. 


reach | 


sponsor situation | 


are | 
| 
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Minute Maid Tests 
New Dry Ice Unit, 
Plans Installation 


(Continued from Page 1) 

ers and merchants because the pri- 
mary purpose of the refrigerators 
is storage rather than display. 

“Half of the families in the coun- 
try,” he pointed out, “have not 
tried frozen foods. Only about 20°% 
buy frozen products regularly. The 
chief reason for this is because 
frozen foods cannot be displayed 
to advantage at point of purchase.” 


@ The new dry ice display unit 
has been designed, Mr. Harris said, 
to make it easy for people to serve 


themselves, and to increase im- 
pulse buying of frozen foods. 

The new unit will be featured 
at the national frozen food show 
March 2 to 5 at Chicago. Other 
frozen food producers, whose 
names Mr. Harris said he is not 
at liberty to disclose yet, have 
contracted for “several thousand 
units.” 

The only cost of the unit to a 
dealer is the operating cost, which, 
Mr. Harris said, is about $2 a day. 
This is gross profit to the dealer 
from one case of juice. Dealers 
operate the display unit two days, 
Fridays and Saturdays, making a 
total operating cost of $4 per week. 
The extra volume of sales that the 
unit will produce, he said, is 
enough to make this cost nominal. 

Plans call for dealers to sign 
contracts guaranteeing to use the 
unit 26 weeks a year at weekends 
for displaying Minute Maid frozen 
orange juice. During the 26 other 
weekends, dealers may use the unit 
for other frozen food products. 


| Esterbrook Pen Promotes 
Wolstencroft to Ad Director 
Frank W. Wolstencroft, domestic 
advertising manager since 1934, 
has been promoted to the newly 


created post of 
advertising di- 
rector of Ester- 


brook Pen Co., 
Camden, N. J. He 
will direct all 
advertising in the 
U. S. and in all 


Other 
are in England 
and Canada. 
Prior to his as- 
sociation with 
Esterbrook, 


F. W. Wolstencroft 


ager for a large distributor of elec- 
trical appliances in Philadelphia. 
He also had operated his own 
agency. 


|Hart Joins ‘Pathfinder’ 

| Carl Hart, formerly advertising 
manager of Hunting & Fishing, has 
been appointed to the Chicago ad- 
vertising staff of Pathfinder. He 
will manage the southwest terri- 
tory, which includes St. Louis, 
Wichita and Kansas City, and will 
be responsible for certain key ac- 
counts in Chicago. 


Genett Leaves ‘Flooring’ 

Irving Genett has resigned as 
editor of Fleoring, New York, ef- 
fective March 1. Future plans will 
be announced later. 


Mr. | 


| Wolstencroft was advertising man- | 
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Last Minute News Flashes $2'0ff Flays CBS 


Quaker Oats, Nestle’s Nescafe Plan Tie-in 


Cuicaco, Feb. 8—Quaker Oats Co. and Nestle Co. will run a six-week 


tie-in promotion starting Feb 


18 in which all Quaker and Mother's 


oats packages will carry a coupon good for 15¢ on the purchase of a jar 
of Nestle’s Nescafe instant coffee. Both companies wil! use newspaper, 
radio and TV advertising. The effort marks the first time Quaker has 
done a national tie-in by packaging another company’s coupons. Sher- 
man & Marquette, Chicago, handles both products. 


Bill to Repeal Postcard Surtax Approved 

WASHINGTON, Feb. 8—The Senate post office committee today ap- 
proved a bill (S. 2394) repealing the 10% surtax which has been ef- 
fective since Jan. 1 on postcards sold in quantities of 50 or more. A 
similar repeal bill (H.R. 6001) by Rep. Edward Rees (R., Kan.) was 
considered by the House post office committee yesterday, but was 
stalled by objections from Rep. Harold Hagen (R., Minn.), sponsor 


of the original surtax. 


Florence Mitchell Resigns as Gossard A. M. 

Cuicaco, Feb. 8—Florence Mitchell, advertising and sales promotion 
manager of H. W. Gossard Co. for more than 15 years, has resigned as 
of April 1, following her decision to move to California. She will an- 
nounce future plans after an extensive vacation in Mexico and Central 
America. No successor has yet been named by Gossard. 


Scheideler Names Jackson Merchandising Head 

New York, Feb. 8—Norton B. Jackson, formerly advertising manager 
of St. Regis Paper Co., has joined Scheideler, Beck & Werner as di- 
rector of merchandising. Mr. Jackson was previously with American 
Can Co., Schenley Distillers and Hoffman Beverage Co. 


James O. Welch Co. Begins Campaign in ‘Life’ 


Boston, Feb. 8—James O. Welch Co., manufacturer of packaged 
candy, launched its spring advertising campaign this week in the Feb. 


| 4 issue of Life. The campaign, which will run through April, calls for 


insertions in Feb. 11, March 10, April 14 and April 21 issues of Life; 
March and May issues of Better Living; February and May issues of 


Family Circle, and February, March and Apri] issues of Good House- 
keeping. Bennett, Walther & Menadier, Boston, is the agency. 


Hand Appointed Publisher of ‘Economist’ 


New York, Feb. 8—Irving E 


Hand, formerly sales manager, has 


been appointed publisher of Department Store Economist, a Chilton 


publication. P. 


M. Fahrendorf, vp. and director of Chilton Co., con- 


tinues as head of the publication unit, which includes, in addition to 
the Economist, Jewelers’ Circular-Keystone and Optical Journal, Be- 
fore joining the Chilton organization two years ago, Mr. Hand was 


lication. 


an “I Like Ike” 


e Mark Finley, 


e Allen R. Hoke, formerly publicity coordinator of Davison-Paxon 
Co., Atlanta, has joined Gordon-Allison & Co. as an account executive. 
Before coming to Atlanta in 1949, 
Los Angeles Examiner and associated with Nervig Display Co., Los 
Angeles advertising display manufacturer. 


publisher and part owner of Fleet Owner, now a McGraw-Hill pub- 


Yankees to Hirshon-Garfield; Other Late News 
e The New York Yankees basebali club has transferred its account, 
consisting of placing small ads in sports pages during the baseball! 
season, from Hilton & Riggio to Hirshon-Garfield, New York. 
e E. O. Hand, former v.p. of sales and a director of Cluett, Peabody & 
Co., has been appointed v.p. of marketing and elected a director of | 
David D. Doniger Co., New York, manufacturer of McGregor sports- | 
wear. The appointment is to a newly created position. 
e@ Parents’ Magazine will increase its circulation guarantee by 12% 
and its rates by 9.6% with the September issue. Net paid circulation | 
then will be 1,400,000 and b&w page rate about $5,688. 

* * 
e Newspapers and télevision were being combined this week by Admiral Corp. Sign 
supporters of Gen. Dwight D. Eisenhower to boost his campaign for 
| the Republican nomination for President. In New York on Feb. 8, 
rally at Madison Square Garden was telecast over 
11 NBC stations. Another Republican candidate for the nomination, 
Harold E. Stassen, will present his second question and answer session 
over the DuMont Television Network on Saturday night 
Fifteen stations will carry the program live and five on kinescope. 
Time for Gen. Eisenhower was bought direct. The Stassen time is being 
cleared through an agency to be designated later. 


(Feb. 9). 


Mr. Hoke was on the staff of the 


formerly a radio-TV producer for D’Arcy Advertis- | 
ing Co. in Cleveland, and before that public relations and research | 
5; director for the Don Lee Network, 
foreign countries. | rector of advertising, research and promotion for Paul H. Raymer Co., 


factories | radio-TV station representative, New York. Mr. Finley replaces Arthur | 


Los Angeles, has been named di-| 


| C. Schofield, who resigned to become advertising-promotion director | 


| of the Fort Industry Co. stations. 


e WPTZ, Philadelphia, has become the 8lst member of the television 
division of National Assn. of Radio & Television Broadcasters, 


NPA Lifts Restrictions from Engravers 


WASHINGTON, Feb. 5—The print- 
ing and publishing division of Na- 
tional Production Authority issued 
a verbal order yesterday stating 
that photoengravers no longer need 
to obtain CMP-DO-MRO certifica- 
tions from customers. The NPA 
also said that it no longer will be 
necessary for metal suppliers to 
require certifications from photo- 
engravers. 

The suppliers will be controlled 
by allocations, and effective Feb. 
4, photoengravers are controlled 
and restricted by inventories, as 
| was the case before the introduc- 


tion of DO-MRO certifications— 
45 days’ supply for zinc and 60 
days’ for copper. | 

The actual amendment removing 
the need for certifications will not | 
be issued by NPA for about three | 
weeks, but the ruling became ef- 
fective yesterday. 


Two Join C. L. Miller Co. 

Roy A. Washburn, formerly a 
v.p. with W. Earl Bothwell Co., 
and Elden Roxburgh, previously 
with Fawcett Publications, have | 
joined the Chicago office of the C.! 
L. Miller Co. Mr. Washburn will be 
an account executive. 


at Color TV Hearing 


WASHINGTON, Feb. 8 —Nationa! 
Production Authority's conference 
today on the production of color 
TV sets developed into a frantic 
set-to when RCA’s Chairman Da- 
vid Sarnoff observed that the col- 
or stop order M-90 had come at a 
time when CBS was “hopelessly 
on the hook.” 

Predicting that CBS would “be 
ingenious enough to stay off the 
hook” if the ban were lifted, Mr 
Sarnoff said at the time the order 
was issued CBS wasn't broadcast- 
ing as much color as it had prom- 
ised FCC and was selling sets at 
double the price predicted during 
the commission's color hearing. He 
added that the public was refus- 
ing to buy color sets, sponsors re- 
fused to buy time and affiliates 
refused to carry the programs. 


@ In angry rebuttal, CBS Presi- 
dent Frank Stanton accused the 
RCA chairman of “gratuitously 
setting aside the purpose of the 
NPA meeting in his own self-in- 
terest. He continues to use every 
forum for his campaig. to frus- 
trate color except the forum which 
was designed by Congress to 
evaluate his claims—the FCC.” 

In a prepared statement at the 
meeting, CBS said M-90 should be 
removed and manufacturers au- 
thorized to produce color sets @0 
the extent that available allet- 
ments of material permit. i 

Paramount’s President Barn@gy 
Balaban charged that M-90 fordes 
on the public a needless degree of 
obsolescence without helping 
defense effort. Contending that 
Paramount's Lawrence tube pre- 
duces color with no more material 
than ordinary b&w sets, he sald, 
“But by the terms of M-90, a mafi- 
ufacturer is prevented from mak- 
ing a set capable of receiving color 
even if it uses less material th 
black-and-white sets.” * 

NPA reported “divergent ree- 
ommendations” among its mem- 
bers and took the matter undér 
advisement. It said the predongj- 
nant view is that the ban sho 
remain to prevent diversion 6f 
skilled technicians from defer 
work. 


for CBS News Show 


Cuicaco, Feb. 8—Admiral Corp., 
Chicago television and appliance 
manufacturer, announced today 
that it is dropping its NBC-TV 
program, “Lights Out,” and be- 
ginning sponsorship of a new 25- 
minute world news program ove; 
CBS. 

Admiral sponsored “Lights Out” 
for more than two years and a 
representative said the company 
wanted “to get something new.” 

The CBS news program will be- 
gin Sunday, Feb. 17, at 5:30 p.m 
(EST) and will feature reports 
from the network's foreign and 
domestic correspondents. A re- 
porter will be flown to New York 
each week from a locality where 
important news is breaking. 

The company still is in the TV 
field, having recently announced 
radio and TV sponsorship of the 
national political conventions over 
ABC, the Golden Gloves boxing 
finals over Mutual and DuMont 
and the All-Star football game, 
also over Mutual and DuMont. 


Meltzer Adds Two to Statt 
Richard N. Meltzer Advertis- 

ing, San Francisco, has appointed 

Harry J. Rogers Jr., formerly with 


| Ruthrauff & Ryan, San Francisco, 


an account executive. Henry F. 
Grandin Jr. has been appointed 
copy research assistant. 


American Plan to Parker 
American Plan Corp., New York, 

has appointed Parker-Allston As- 

sociates as advertising counsel. 
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General Motors 
General Foods 

ss International Harvester 

4") General Electric 

- Procter & Gamble 
Ralston Purina Co. 

te? General Mills 

a Chrysier Corp 


Goodyear Tie & Rubber 


Ford Motor Co 
i Minneapolis-Moline Co 
Case, J c 

Lederle Laboratories 


Reynolds, R. J. Tobacco 


Dearborn Motors 


Firestone Tire & Rubber 
Standard Oi! Companies (all) 


Studebaker Coro 
Swift & Co. 
¢ Allis-Chalmers Mfg. Co 


Champion Spark = Co 


Goodrich. B 

Texas, The, Co 
Deere, John, Plow 
Quaker Oats Co 
Western Auto Supply 
Massey-Harris Co 


cs 2 
on 


ie 
ee 


the leaders 
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degree. And 
the only TV 


networks 


14™ ww errective 
BUYING INCOME per CAPITA 


among Soles Monagement's 
45 162 Metropolitan County Areas 


e 
lt your TV schedule covers 
the first 100 markets accord 
ing to Effective Buying In 
come per Capita, 
Quad-Cities market is among 


Over 234,000 Quad-Citians 
have the income 
their tastes to 


nois outside of Chicago 
ABC Columbia and 


les Johnson—V P 


WHBF: 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 
Represented by Avery Knodel 0 By 


Ferguson, Harry, Inc. 
American Telephone & Telegraph 
Great Lakes Steel Corp 

U.S. Steel 

De Laval Separator Co 
Socony-Vacuum Oi 
Consolidated Products Co 
U.S. Rubber 

New Idea Inc 

Bristol-Meyers Co 

Phillips Petroleum Co 

Oliwer Corp 

Continental Oil Co. 

New Holland Machine Co 

A. C. Spark Plug Co 
Morton Sait Co 
Willys-Overland Motors 
Johnson & Johnson 

Standard Brands 
Colgate-Palmolive-Peet 
Institute of Life Insurance 
Wolverine Shoe & Tanning 
Moorman Mfg. Co 

Kellogg Co 

Salsbury's, Dr., Laboratories 
International Nickel Co. 
Dow Chemical Co 

Ou Pont (Grasselli Chemicals) 
American Petroleum Institute 
Wyeth Inc. 

Cannon Mills Inc 

Babson Bros 

Westinghouse Electric 

Assn. of American Railroads 
U. S. Army Recruiting weepes 
Sinclair Refining Co 
Aluminum Co. of America 
Caloric Stove Corp. 
Ray-0-Vac. Co. 

DeKalb Agricultural Assn. 
Keystone Steel & Wire 
Singer Mfg. Co 

Caterpillar Tractor Co 
Reynolds Metals Co 
National Committee for LP Gas 
Gulf Oi Corp 

Pillsbury Mills 


American Radiator & Standard Sanitary 


Nutrena Mills Inc 
Fairbanks Morse & Co. 
Shell Chemical Co 

General Tire Co 

Myers, F. E.. & Bros 
Squibb, E. R., & Sons 
Republic Steel Corp. 
Rexall Drug Co. 

Atlas Supply Co 

Merck & Co 

Mid-Continent Petroleum Corp 
James Mfg. Co. 

Butler Mfg. Co. 

Zenith Radio Corp 

Centaur Co 

Bituminous Coal Institute 
Greyhound Lines 

Jergens, Andrew, Co 

New York Life Insurance Co 
DuPont. E. 1., de Nemours 
Gehi Bros. Mfg. Co 
Crosley division of Avco Mfg 
Maytag Co 

McCulloch Motor Corp 
Stark Nurseries 
Califorma Fruit Growers Exchange 
Lee. H. D.. Co 

Timken Roller Bearing Co. 
Borg-Warrer Corp 

Hudson, H. D.. Mfg. Co. 
Norwich Pharmacal Co 
International Shoe Co. 
Murphy Products Co 
Seiberling Rubber Co 
Motorola Inc 

Skelly Oi Co 

National Biscuit Co 
Portland Cement Assn 
Corn Products Refining Co. 
American Cyanamid Co 
Crane Co 


Cities Service Co 


America’s finest 


photoengraving 


plaut 


COLLINS, MILLER & 


HUTCHINGS 


195] Advertising Expenditures in Farm Publications 


In the following tabulation prepared by Farm Publication Reports 
all advertisers that spent $10,000 or more during 1951 in the 39 
farm papers measured by FPR are listed in order of expenditure. The 
total amount spent last year by all advertisers in these same publica- 
tions was $45,985,886. 


Lambert Pharmacal Co. 

Western Condensing Co. 

Electric Auto-Lite Co. ; 
Virgimia-Carolina Chemical 

Folger, J. A.. & C 

Mullins Mfg. Corp 

Perfection Stove Co 

Clorox Chemical Co 

Kraft Foods Co 

Lehn & Fink Products Corp. 
Barrett divn. of Allied Chemical 
Elgin National Watch Co. 

Olin Industry Inc. 

Dairy Assn. Co 

Super Seperator Co. . 

Western Electric Co. 

Hastings Mfg. Co. 

Nestle Co 

International Silver Co. 

Sheffield Steel Corp. : 
Kelvinator divn. of Nash-Kelvinator . 
International Minerals & creme wees 
Tampax Inc. , 
Acme Quality Paints Inc. .. 
Willard Storage Battery Co. 

Ethyl! Corp. 

International Milling Co. 
Mathieson Chemical Corp. . 
Pfister Associated Growers Inc. 
Brillion Iron Works . . ve 
Fram Corp. é 

Coleman Co. 

Anchor Serum Co. . 

Remington Arms Co. . 

Swiss Federation of Watch Makers 
McMillen Feed Mills divn. of Central 


Soya 

Arvin Industries Inc. 

Simmons Co. 

Weyerhaeuser Sales Co. 

Hess Dr., & Clark Inc. 
Westclox dive. of General Time 
Speed Queen Corp. .. 
Congoleum-Nairn Inc. 
Mishawaka Rubber & Woolen 
Tide Water Associated Oi! Co. 
Oelwein Chemical Co. 
| Red Star Yeast — Co. 
| Noxzema Chemical 
Armour & Co. 

Homelite Corp 

Eaton Mfg. Co. 


111,940 | Lever Bros. 
107,462 | Armour Fertilizer Works 


Hotpoint Inc. 
Deepfreeze divn. of Motor Products =e 
National Gypsum Co. 


103.804 | Pittsburgh Plate Glass Co 


Hanes, P. H., Knitting Co. 
Gillette Safety Razor Co. 
Northern Paper Mills 


99,960 | Spencer Chemical Co. 


Purolator Products Inc 
Seven-Up Co. 

California Spray- Chemical Corp. 
Northrup, King & Co. 

Glidden Co 

U. S. Industrial Chemicals Inc. 
Rilco Laminated Products Inc 
Comfort Soupmest Co. 


Warp Bro 
Champlin Refining Co 
Johnson, S. C., & Son 


National Carbon div. of Union Carbide 
Lipton, Thomas J.. Inc 
Johns-Manville Corp. 

Leeming, Thos., & Co 

National Cotton Counc! 

Pennsylvania R. R 

Tennessee Corp 

Bigelow-Sanford Carpet Co 

Wisconsin Motor Corp 

Miller Folk Products 

Wesson Oi! & Snow Drift Sales 
Oshkosh B’Gosh Inc. 

Quaker State Oi! Refining Corp 

Ball Brothers Co. 

Allied Mills Inc. 

Kasco Mills Inc 

Ruberoid Co 

S. 0. S. Co., The 

Tobacco By-Products & Chemical deve 
Penick & Ford Ltd. . 

Farm Tools Inc 

Electric Storage Battery Co 

Auto Specialties Mfg. Co 

Pratt Food Co. 

Simplicity Mfg. Co. 

Cone Export & Commission Co 

Blue Bell Inc 

National Paint, Varnish & Lacquer 

Assn 

Hulman & Co. 

Stone Mountain Grit Co 

U. S. Tobacco Co. 

Pennsylvania Grade Crude Oi! Assn. 
Corning Glass Works 

Philco Corp 
| Revere Copper & ‘Brass 

Hudson Motor Car Co 

| Wheeling Corrugating Co 

Borden Co 

Royster, F. S., Guano Co 
| Durkee Famous Foods divn. of Glidden 

0. : 

Celotex Corp 
| Electric Companies Adv. Program 
| Coop Gulf Exchange 

U. S. Brewers Foundation 
| Tyler Fixture Corp. 


| Thompson Products Inc. 
Albers Milling Co. 
Hygienic Products Co 
Carnation Co. 
Libby-Owens-Ford Glass Co 
Dempster Mill Mfg. Co 

| Kaiser Aluminum & Chemicals Corp 
Kentile Inc 
West Coast Woods 
Landers, Frary & Clark 
Perfect Circle Corp. 
Electric Light & Power Co 
Funk Bros. Seed Co. 
Masonite Corp. 
Mail Pouch Tobacco Co 
United Enterprises Inc 
Hartford Fire Insurance Co. 
America Fore Insurance Group 
National Retail Hardware Assn. . 
Aluminum Goods Mfg. Co 
Briggs & Stratton Corp 
Groban Supply Co. 
Mentholatum Co. 
20th Century Fox Film Corp. 
Nicholson File Co 
Fels & Co 
Wurlitzer, Rudolph. Co. 
Kelly-Springfield Tire Co 
Florida, State of 
Sheppard, R. H., Co 
Kaiser-Frazer Corp. 

‘ Eshleman & Sons ..... 
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Advertising Age, February 11, 1952 


Chilean Nitrate Educational Bureau 22,650 
Lee. Geo. H., Co. 22,595 
Admiral Corp , 3 22,544 
Winarick Inc. 22,503 
Perkins Products Co. 22,485 
Pabco Products Inc. . 22,275 
Clay Equipment Corp. . 22,166 
Bean, John, Mfg. Co. .. 22,083 
Wiss, J. R., Sons 21,925 
Minnesota Grain Exchange 21,918 
Early & Daniel Co. 21,803 
Atkins, E. C., & Co ‘ 21.616 
Prest-0-Lite Battery Co. 21,500 
Ashley Stove Co. .. mane 21,409 
Reily, Wm. B., & Co. 21,354 
National Board of Fire Underwriters 21,350 
Combustion Engineering Co. 21.200 
Wyler Watch Agency Inc 21,200 
Waterman-Waterbury Co. 20,908 
Alladin Co ; 20,898 
American Tobacco Co. 20,891 
Continental Motors Corp. 20.857 
Flint & Walling Mfg. Co. .. 20,822 
National Pressure Cooker Co. 20,811 
National Lead Co. 20. 
Papec Machine Co. 20,681 
| Co. ; 20,652 
Ames, R.. Co. 20,626 
— ee i Seitrends > Drexel "Ramos Co 20,500 
amenscan SAnway Cae mSTITOTE Flintkote Co 20.500 
a Wall Products Inc 20,500 
‘ . : tual Lif ‘ 
PRIZE AD—This American Railway Car money cay aay 30310 
Institute ad was port of ARCI’s 1951 | Ada Milling Co. 20,236 
railroad traffic promotion that took top meas caer med Co. oa 
honors in the Assn. of Railroad Advertis- Porveen Mfg. Co. 20.076 
ing Managers’ first advertising competi- Robertshaw-Fulton Controls Co. 20,032 
tion (AA, Feb. 4). Selvage & Lee is the Farquahar, A. B., Co. 19,967 
RCI | Union Oil Co. . 19,934 
A agency. | Pennzoil Co. : 19.892 
| Skinner * Co. ‘ 19,838 
Hudson Equipment Co. 19,826 
Motor Wheel Corp 33.776 | International Salt Co. 19.821 
Hercules Powder Co. 33.439 | Free Sewing Machine Co. 19,800 
Siegler Enamel Range Co. 33,416 | Hammond Instrument Co. 19.800 
Federal Mogu! Corp. 7 33,200 | standard Chemical Mfg. Co. 19.675 
Phillips Chemical Co. 33,106 | Royal Lace Paper Works 19.673 
Kohler Co . 33,095 Chicopee Mfg. Co 19,650 
Savaye Arms Corp ys: Horn Mfg. Co 19,545 
Penn Salt Mfg. Co. 7| American Iron & Steel Institute 19,500 
Granite City Stee! Co 32 080 | Stauffer Chemical Co 19,468 
Gear Co. . 31,996 | Majestic Mfy. Co. 19,439 
Caldwell. Dr. W. B. 31,949 | Lehigh Portland Cement Co. 19,251 
Stewart-Warner Corp. 31,903 | Louden Machinery Co. 19,168 
Douglas Fir Assn. 31,850 | Briggs Mfg. Co 19,072 
American Chemical Paint Co 31.687 | pen-Jel Corp 18.976 
Wyna Oil Co -s 31,500 | Hormel, Geo. A.. & Co. 18,885 
Black & Decker Mfy. Co 31,164 | Crown Cork & Seal Co. 18,823 
Goulds Pumps Inc 31.077 | Kewanee Machinery & Conveyor 18,822 
Toni Co. divn. of Gillette 31,050 | Red Owl Stores 18,740 
Crows Hybrid Corn Co. 30,952 Smalley Mfg. Co 18.724 
New Home Sewing Machine Co. 30,800 | Eversman Mfg. Co 18,410 
Prudential Insurance Co. . 30,740 | World Book 7 18, 
Zonolite Co oexes 30,661] Seated Power Corp 18,175 
Bowes Seal-Fast Corp. ; 30,400 | piumb. F. R.. Inc 18,025 
Aluminum Cooking Utensil Co. 30,344 | Disston, H.. & Sons 17.981 
American Chain & Cable Co. . 30,266 Staley Milling Co. : 17,958 
Sherwin-Williams Co 30.172 | Wontamower Distributing Co. 17,929 
Oyster Shell Products Corp 29.622 | Royal Barry Mills 17,854 
Lennox Furnace Co 29,470 Columbus Coated Fabrics Corp. 17,800 
Harley-Davidson Motor Co 29.405 | Ginson Refrigerator Co. 17,800 
Bryant Heater Co 29,400 Karagheusian, A. & M.. Inc. 17,800 
American Stove Co 29.365/ mM & M Woodworking Co. .. 17,800 
Berry Seed Co 29.314 | sioane-Blabon Corp. 17,800 
Allen. S. L., & Co 29.185 | Fairmount Products 17,751 
Wyatt Mfg. Co. 29,159 | Lodge & Shipley Co. 17.671 
Paxton & Gallagher Co 29.050 | Wilson Refrigeration Inc. 17,630 
Young, W. F., Inc 28,990 | Wildroot Co. 17.425 
Masland Duraleather Co 28.900 | Monticello Drug Co. 17,411 
Bolens Products divn. of Food Mach'y Englander Co 17,305 
coe ° 28.878 | Colorado Fuel & Iron Co. 17,260 
Careé I Ine : 28.505 | Aluminum Products Co 17,185 
rench Sardine Co 28.475 | Keasby & Mattison Co. .... 17,175 
Armstrong Rubber Co 28.450 | Le Blane Corp 17.174 
Hamilton Watch Co 28 | National Farm Loan 
Naylor, H. W., Co 28,274 | General Chemical divn. of Allied 
— Pump divn. of Food Mach'y P | Chemical 17,012 
orp 8.085 , 
Caterpillar Distributors 27,879 ae Products : ees 
Rice Stix Mfg 27.834 | Crete Mills 16.848 
Pure Oil Co 27.664 | permotor Co 16.766 
Western Land oo Co 27.202 | Inter-State Nurseries Inc. 16,746 
Arcady Farms Milling Co. 27,154 | Raybestos-Manhattan Inc. . 16,700 
Bauer & Black 26.925 | Rust-Oleum Corp. 16,606 
American Sugar Refining Co 26.891 Thurston Chemical Co. ... 16.602 
Cobey Corp 26.686 | Northern States Power Co. . 16,565 
Bolta Products Sales 26.670 | American Molasses Co. 16,500 
Belt ~~ 26,504 | Vick Chemical Co. ......... 16,484 
tend Ny Co 26.500 | Beacon Milling Co. .......... 16,464 
edi Bolt 26.225 | French National Tourist Office 16,430 
American Foundation 26.153 | pioneer Corn Co. ......... 16.430 
Olson Rug Co. 26.071 | Armco Steel Corp. .......- 16,425 
Martin Stee! Products 25,983 | Char-Lynn Co. 16.377 
Tappan Stove Co 25,664 | Servel Inc. .. ee 16.350 
Patterson-Sargent Co. 25.625 Vineland Poultry Labs. 16.114 
Pioneer Hi-Bred Corn Co. 25,605 | Fox River Tractor Co. 16,096 
Na-Churs Pullet Food 25,380 | Atlantic Refining Co. 16,079 
Russell-Miller Milling Co 25.377 | Bird & Son Inc 15.975 
Walnut Grove Products Co. 25,206 | Lane Bryant Inc : 15.938 
Block Drug Co 25,200 Koppers Co. . ; 15.848 
Nitragin Co 25,126 | Superior Feed Mill 15,846 
Doehla, Harry, Co 24,997 | Pequot Mills 15.825 
Equitable Life Assurance 24.870 | Starline Inc. .... : 15,819 
Hobart Mfg. Co 24,800 Chemical Coro. of Colorado 15,711 
Carter Carburetor Corp 24.700 Maritime Milling Co 15,707 
Western Beet Sugar Producers 24.466 Aitied Drug Products Co. 15.619 
Atlantic Commission Co. 24.444 | Monroe Auto Equipment Co. 15.606 
Radio Stations (all) 24,267 Wade. R. M.. Co 15.568 
Bankers Life Insurance 24,147 american Scientific Labs. 15,453 
Smith, Alexander. & Sons . 24.128 Winnesota Mining & Mfg 15,369 
Miles Laboratories 24,025 Sherman Products Inc. _ 15.329 
Milwaukee Equipment Mfg. Co 24.010 Serta Associates Inc 15,300 
Archer-Daniels-Midland Co. 23,924 Garst. The. Co : 15.297 
Church & Dwight Co. 23,723 Waters Conley Co. 15.277 
Amana Society 23.638 Berwind Fuel Co. . 15,276 
Union Carbide & Carbon 23.457 Gooch Feed Mill 15,276 
Easy Washing Machine Corp 23.325 curtis ¢ 15.265 
Our Own Hardware Co 23,677 | SEres Ve : 
Walker Remedy Co Jayne, Dr. D., & Son 15,246 
Perfex Co 22,983 Junket divn. of Hansen's Laboratory 15,245 
Fostoria Glass Co 22,980 Ithaca Gun Co. a kebaioda ee 15,213 
Florence Stove Co. 22.925 Root Mfg. Co... ; eal 15,175 


LOREN THOMAS, Owner of 
BIG T SUPER MARKET 


Northeast lowa’'s Largest Volume 

Food Outlet says: 

“ADDED FOOD SALES IN MY STORE ARE A DIRECT 
RESULT OF NATIONAL ADVERTISING PLACED IN THE 
COURIER. MY LOCAL COPY FEATURES ITEMS WHICH 
ARE BEING EMPHASIZED IN OUR HOME TOWN PAPER.” 
Waterloo and the adjacent big, rich 16-county trade 
area are easy to reach, easy to sell—when you place 
your advertising in THE COURIER. Contact us today. 


Waterloo Dailp. , Fourier 
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Booklet Stresses 
the Importance of 
Company Promotion 


New York, Feb. 5—Five ways 
in which a corporation can im- 
| prove its position in the capital 
| market are featured in a new pro- 
| motional booklet issued by Albert | 
| Frank-Guenther Law. The book- 


| pany promotion in dividend, fiscal, 
| financial-institutional and annual 
|report advertisements and corpo- 


rate publicity to reach the invest- 
ing public, a company’s most im- 
portant source of capital. 
The dividend advertisement, the 
a: , booklet points out, is “not 
VIEWS JWT’S HOBBY EXHIBIT—Jean Burns, a secretary in the Chicago office of ! rms ee eee He ata 
Walter Thompson Co., pauses at some of the exhibits in the agency's second al 4 * ™ — < 7 
annual hobby show portant news,” and illustrations 
are shown demonstrating how 
— Yale & Towne Mfg. Co. has 
Electric Power of Oho 15,091 Knapheide Mfg. Co 11,203 ie i $ 
Jackson Byron Co 15,016 E-Z Mills Ine. 11.300 | CVOlved ads to tie in effectively 
Wix Accessories Corp 14,950 Ezee ton Core ee with its consumer advertising. 
Marietta Concrete Corp 14,913 American Salt Corp. . is i 
—— a = vices | Part & Palare Os 11'03 The fi cal advertisement, the 
Glanessta Facer Gurenn Service Quick Mto te 9. booklet points out, “can do a sell- 
D L A 14,796 cme Shear Co t ; ; ‘ . 
Dowyenen's 7 Coop Assn inn | Geeters tienen” 10.891 | ‘ng and promotion job as well. 
May, Earle, Seed Co 14:756 Whitmoyer Laboratories Inc. 10.838 Even in fiscal advertising—meeting 
Smith-Douglass Co. 14,718 | Bethlehem Steel Co. . 10,824 | +. ; P inpe 
| so og eo waaas | Giemteed fend 107 edemption and other notices 
Shirley Corp 14,683 | Alabama Ste, Co. oe 10.739 many corporations have included 
Gland-O-Lac Co. 14,635 | Worthington Pump & Maci inery ; * j ice 
brown-Forman Distillers Corp 14,628 Fame IM. ee ewe eee 10,629 trademarks and their own dis 
Victor Products Corp 14,524 | Sisalkraft Co. : 10,613| tinctive type styles. 
Peavey & Co 14,516 | Natural Rubber Bureau 10,600 
Sheil Oil Co ie 14,496 a ry yo Py 4 F , 
Cudahy Packing Co 4,495 | Hub Motor Sales . ® Financial-institutional ads 
Globe Milker lee 14,427 | Schreider Mills 10,467 . b ~ Few the 
Son States Coop 14.427 | Lock Stove Co. 10,452} agency says, may be “slanted in 
Casite Corp 14,415 | California & Hawaiian Sugar . 10,416] one of a dozen different ways, but 
Dawrwood Farms 14,403 | Jacques Seed Co. 10,361} | : P "P 
Nilen Co 14.251 | Moews Seed Co ; “' 49'254| always aimed at influencing the 
Shur-Rane Irrigating Co. 14,239 | Mastic Tile Corp. 10,250} capital market. This i is- 
ean of Knowledge 14,202 | Montgomery Ward & Co. 10,200} ; P hich is Tt is advertis 
Biack, Sivalls & Bryson Ine. 14,162 | Kalanaaee Steve & Furnace Co. 10.156 ing which is specifically addressed 
Roper, Geo. D., Corp. ; 14,145 | Anaconda Copper Mining Co. . 0. to business men, the i i - 
Owen Nursery 14,135 | Cox, Charles M.. Co. ........ 10,067 lic. fiduciaries nvesting pub 
Frith Co 14.0641 Plemb Tel Go... 10.062| lic, fiduciaries (trustees, banks, 
Balfour Guthrie 14,008 | Rapid Thermogas - 10,043) insurance com i peo 
Levi Straus 13,922 | Foley Mfg. Co - 10.040 | ; panies ) and ple 
Godchaux Sugars Inc. 13,652 |who influence investment deci- 
Inter Electric Co. 3,603 : } sions. I i i 
Sandura Co. 13.600 | Hudnut Buys Chilcott t differs from ordinary 
utanen & Gonky 3, Chilcott Laboratories Inc., New| | institutional advertising in that it 
Union Pharmaceutical Co. 13,475] ., - a “ | is designe ts) 
Commercial Solvents Corp 13,450} York, formerly Maltine Co., has | _ d not only to build good 
Mack Mfg coe become an independent subsidiary | will toward the nee and its 
a - ed of Warner-Hudnut Inc. No major products, but to stimulate interest 
Zero Mfy. Co. 13,372} changes in the domestic Chilcott | in the company’s management, di- 
ad = sens teen | operation will be made, Elmer H.| versified activities and investment 
rine a a 13'300 | Bobst, president of Warner-Hud-| possibilities.” 
Marlin Firearms Co. 13.280 | nut said. In the new affiliation, The example cited is the series 
Duofold Inc 5 Jz PS : ile ains hes . . A , . : 
Associated Seed Growers Inc 13.220 pee A weeny A oct or of financial-institutional ads used 
Lindsey-Robinson & Co. 13,140} dent o ilcott Laboratories, and/}, p Lorillard Co. which, the 
Hamilton Mf. Corp 13,125] will become a director of Warner-  ,~ pe ieee ‘ 
Cream of Wheat Corp 13,100] Hudnut. Charles T. Silloway, v.p.| 200Klet emphasizes, “makes clear 
— > > Se «=. hs of Chilcott, also becomes v.p. of the company’s position and _ its 
Burson Labs 12.936] W-H with responsibility for mar- Prospects for the future.” 
Sunetier ee. pyre 2 = keting and promotion to the med- 
mer - scci ¢ ac ; eae A 
Murine Co. ... me 12.807 a vee oo. me the —————— ® Citing American Machine & Met- 
Illinois Farm Supply an 780; Cal and taboratory speciaity proa- .,.: . : Eo " : “ 
United Enterprises Inc. 12,776] ucts of both companies. The most als’ use of headlines, typography, 
Nardi Site, Co. ee ete important effect will be a com- format and facts, the agency says 
Continental Steel roll 12,557} bined research effort. that the annual report advertise- 
Yardley Plastics 12,511 ment is “one of the best ways to 
Colorado Serum Co. 12'500 . , win friends and influence people.” 
Vigortone Products Inc 12.500 Collier to Lavin-Stenbuck one lends and influence people. 
iF teel / . . . j ; < , r, 
Titan'tite gy —_ 12.425 Louis W. Collier, formerly pub- pong eae incidentally, won the 
Hinman Milking Machine Co 12,410] lic relations director and execu- inancial World award for 
Ben Hur Mfg. Co. , 12.324/ tive secretary of the Fund Coun- the best annual report ad in the 
Galion Alisteel Body Co. . 12,319 ‘ “ar : : aiid 
Mabee Gfe. Ca. ....-. 12'314| cil of Colby College, Maine, has manufacturing division. 
Sheaffer. W. A., Pen Co. 12-208 joined Lavin-Stenbuck Associates,| On the subject of corporate pub- 
Conoligates fit ctege 12'243| Boston public relations counselor. | licity, the agency stresses that 
Mossberg, 0 F., & Sons 12238 “earnings, expansion, acquisitions, 
O'Cedar oS 12'500| Plywood Promotes Peterson etc., are news and the capital mar- 
Acme Feeds Inc. 11,980 M. K. Peterson, in the New York ket wants to hear it.” It says that 
Nash-Finch Corp. 11,940 ales adminis . ffic . aig ’ 

Wolf's Head Oil Refining Co 1,900 sa es at ministration office of there is news in nearly any com- 
Aunt Ellen ‘ 1.825 | United States Plywood Corp., has pany “of progress, sales, merchan- 
t . Ee " > ang eos ‘600 
Corn States Serum Biers te od — promoted to manager of the dising developments, acquisitions, 

c 11594 | Boston sales and distribution unit ¢, ie enol 
oe S Re . es anne 11,394| of the company changes in capital structure, and 
Western Too! & Stamping + as * publicity on such subjects is eager- 
Jacuzzi Bros. . / lv r ma nits 
Huenefeld Co. 11:453| Colson Promoted to S.M. rd oe Re i pong tcc 
Sunbeam Corp. 11,441! Andrew E. Colson, in the sales h 5 aca ered by e ror 
ao Oe = ‘ ba department of American Woolen when properly timed, prepared an 
ponemige 24 _ > 11284, C9, has been promoted to sales coordinated. 
Standard Engineering 11.259| Manager of the recently formed 
Se, We sac scssee 11,217; men’s popular suiting division. Ludgin Appoints Martin 


Earle Ludgin & Co., Chicago, has 
| appointed Betsy Ross Martin, for- 
|}merly merchandising director of 

Today’s Woman, to head the newly 
created merchandising department. 


| Curran Moves to Denver 

| George Bryan Curran, sales psy- 
chology and research counselor, 
is moving his company’s offices |) 
from New York to 1221 California |! 
St., Denver. 


| let emphasizes the need for com- | 


... Showmarcster 


HALF AS LARGE, HEAVY AND EXPENSIVE 
AS PYRAMID EASEL PORTFOLIOS 


—for same page area. Shows double-page ver- 
tical spread. 

Sets up and takes down in a flash—no buttons or 
gadgets to fool with. Carried in stock in 4 sizes. 


* Also 100s of other items 


Sales Jools, June. 


Send for FREE Folder 
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1702 W. WASHINGTON BOULEVARD 
CHICAGO 
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HLLINOTS 


Ad Group Sets Meeting Date 


The New England conference of 
the Public Utilities Advertising 
Assn. will be held in Boston at the 
Parker House, Feb. 13-14. 


Tyer Appoints Emmett S. M. 
Franklyn J. Emmett has been 

appointed sales manager of the 

footwear division of Tyer Rubber 


eececesesee® Co, Andover, Mass. 


et 


Names Finn Representative 

Market Growers Journal, pub- 
lished by Babcox Publications Inc., 
Akron, has appointed Frank W. 
Finn & Associates, Chicago, its 
midwestern advertising represent- 
ative. 


P&G Promotes W. D. Hogue 


Procter & Gamble Co. of Can- 
ada, Toronto, has appointed W. D. 
Hogue director of advertising. Pre- 
viously, Mr. Hogue was director of 
advertising for Philippine Mfg. Co., 
Manila, P. I., a P&G subsidiary. 


Biddle Appoints Crawford 


George Leslie Crawford Jr., for-| 


merly copy chief of overseas ad- 
vertising for National Cash Regis- 
ter Co., Dayton, has been ap- 
pointed account manager of Biddle 
Advertising, Bloomington, Ind. 


Lamson Switches Agency 
Lamson Corp., Syracuse, 
switched 
from Barrow Advertising, Syra~ 
cuse, to O. S. Tyson & Co., New 
York. Industrial and management 
publications will be used. 


has 


its advertising account | 


83 


,McDonald Boosted to Manager 

William E. McDonald, assistant 
manager, has been promoted to v.p. 
and general manager of Atherton 
& Currier, Toronto agency. 


Texas Agency Moves 

| Morrow, Wolf & Associates, 
| Longview, Tex., has moved to 207 
Bank St. 


orm 
Population 
D Blanket coverage retoll lumber, 
building moterial and cool deolers 
NORTHWEST publication covers 
Minnesote, Wisconsin, North ond 
South Dokote. 
1OWA publicetion covers lowe. 


1013 Fourth Ave. Se., Minneapolis 4, Minn. 


| give 


uninterrupted 


AA my 


{/I| writes 
| C. W. FAUDE 
| Vice-President, Treasurer 
The 


Milwaukee 


The most enthusiastic readers of 
Advertising Age are those, who, 
each week, give it their uninter- 
rupted attention. 


“Uninterrupted attention” means 
devoting enough time, completely 
free of distracting influences, to 
digest thoughtfully what Mr. Faude 
describes as the “many good, re- 
liable, workable advertising ideas” 
that are packed in every issue of 
AA. Read what he says: 


“Reading ADVERTISING 
AGE each week is not only a 
pleasure I look forward to, 
but practically a ‘must’ for 
me in order to keep up on the 
news in advertising circles. 


“I have been an ardent reader 
of your fine publication for 
more years than I would care 
to admit, but I will admit that 
I couldn't do without it and 


attention’ 


CRAMER-KRASSELT CO. 


QZ 


stay in the advertising busi- 
ness. 


“Every issue is packed with 
up-to-the-minute news which I 
consider essential, plus many 
good, reliable, workable ad- 
vertising ideas, and, of course, 
the advertisements are always 
interesting and informative. 


“I spend a good many hours 
with each issue and that is 
why I like to receive my copy 
at my home where I can give it 
my uninterrupted attention.” 


We believe that no advertising 
man can give AA, during busy of- 
fice hours, the uninterrupted at- 
tention it deserves. Why not, like 
Mr. Faude, have a personal sub- 
scription sent to your home? Mail 
the coupon below—and get with 
your subscription, FREE, a copy 
of AA’: informative TV & AM 
1951 DIGEST. 


WITH YOUR HOME 


SUBSCRIPTION 
— be . a 
Advertising Age | 
= = Dept. F11, 200 E. Illinois St., Chicago, Ill. 
Please enter my l-year subscription to Advertising 
Age and mail it to my home address. I am to receive 
FREE a copy of the TV & AM 195) DIGEST. 
My Name . 
Complete 
| Address tinct liaise a 
City Zone. State nee \ 
(My check for $3 is enclosed. [) Bill me later. : 
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